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NOW . .. for the first time . . . } the Search hes stweys boon the symbol 
fine imported doudaied SCARAB stones, —_— 
in rich colorings, mounted in 1/20 12K Gold 
Filled matching Bracelets, Earrings, Pins and Necklaces. 
The Si AAD aoa Govsilar. 65 4 symbol 
Good Luck, can be a fast-moving staple line for 
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Bracelets to retail from $8.25 
Earrings to retail from $5.00 
Necklaces to retail from $9.00 
Pins to retail from $9.00 
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SEE THIS HUSKY BEAUTY - SEE IT SELL ON SIGHT! 


@ BOLDLY STYLED to be different... 
the first really new idea in watch strap design in years. 


@ HUSKY GIANT SIZE leather tubing... 
smoothly die-finished all around—no exposed edges. 


@ SPLIT-PROOF all leather construction... 
one-piece tip can’t fray or come apart. 


@ FINE BARK TANNED LEATHERS... 
vegetable tanned leathers never irritate the skin. 


@ ALL POPULAR FINISHES... 
no freaks or fads—all good substantial staples. 


KO) N -| T @ INDIVIDUALLY PACKAGED on cellophaned display cards — 


every strap is its own salesman. 


SPLIT-PROOF 2 @ RETAILS FOR $2.50 
Costs the Jeweler $12.00 per dozen 


A. SAUER & COMPANY, KON-ITE BLDG., CINCINNATI 2, OHIO 
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Jewelry accents for Valentine gifts 
are shown in this photograph pre- 
pared by the Jewelry Industry Coun. 
cil, with jewelry designed by Mari. 
anne Ostier. 

The Council is urging jewelers t 
promote "Gifts that are cherishable: 
not perishable,’ in its lead-off pro. 
motion for 1!95!—Valentine's Day. 
See article on page 112, this issue, 
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Platinum avd Diamond 


Watch executed by 


Year after year the 
combination of Marce s 
inspired origination and 
WBO artisanship has 
been identified with 
the foremost creations 
in fine jewelry ... 
This collaboration 

of rare talents is 
expected to achieve 
even greater triumphs 


in the seasons ahead. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 
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The urge to buy starts with the eye 
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\Wi0k.GOLD-FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is renowned. 


Vi 








Ith 7 
WATCH CASES 


designed to custom-fit fine watch movements 


In the same fine tradition...beautiful, nationally advertised WADSWORTH POWDER CASES 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Se tis ein erat rencontre sie aseeetetnestenes ar a neneinennee 


See eee eRe tee ee een 












































‘ 


ff FF 


fou Tel NT 








Ns 


Hing dh 


alorsndd esygners alee! 
/88 WEST FOUBTH STREET NEW YOBKI4N ¥ 


AE, 


Li 


pr A 


4° @ea*494 t@hha 





4 


THE LEADING RING FINDING MANUFACTURERS 
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Whether you're Scotch or not, 


Sage 





Tartan plaid weskits keynote the fastest-growing male 
fashion in years. What an opportunity for Simmons dealers to cash in with Simmons Chains! Simmons, 
you know, has been the biggest name in fine watch chains for 
three quarters of a century. Today’s dads know ali about Simmons Chains .. . and now their sons will, 
too. So, start today to push your line of Simmons Chains — and let 


today’s smart fashions do the rest! 
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ATTLEBORO, MASSACHUSETTS 
MAKERS OF QUALITY GOLD FILLED JEWELRY * SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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New 17-jewel Elgins for as little as $33.75. For paper ads, direct mail, folders and postal cards, 


the first time ever! There’s lure for business in window, counter and store display material, and 

the traditional “dull” months. And the peoplein —_ radio spot announcements. 

your community will get the news. You’ve felt the power of Elgin’s other Feb- 
Never before has Elgin built a promotion with ruary-March promotions. This one will bring 

so much consumer impact during this period. you even greater sales and profits—in direct pro- 
To help guide the effect of this tremendous portion to your local efforts. So put the pressure 

selling force to your store, Elgin provides you on and make February-March a “Banner” time 

with a complete plan of tie-in promotion. News- __ in your Elgin sales. 
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THE RING 


that started a custom 





This ring is the subject of a legend told 

by the ancient Greek historian, Pliny, 

in his Natural History. It’s a legend 
from Greek Mythology about Prometheus, bene- 
factor of mankind, who appropriated some of the 
sacred fire of heaven and put it to mortal use. As 
punishment Jupiter, ruler of heaven and earth, had 
him chained to a rock high up in the Caucasus 
Mountains. After several centuries Prometheus 
managed to break away, taking part of the rock 
with him. Seeing this, Jupiter relented and bade 
Prometheus go free, but with one condition— 
thenceforth he must wear around his finger that 
part of the chain link in which a fragment of the 
rock was wedged. Thus, symbolically, Prometheus 
would still be chained to the rock and the ring 
would be an eternal reminder of his transgression. 
Down through the ages from this legend has come 


Prometheus chained to the rock. 
the custom of wearing a ring as the symbol of a Copper engraving by the French artist Picart. 


From the Bettmann Archive. 


GOLDS that perpetuate this old custom 


From earliest times gold has been the favorite ring material. Up to a comparatively 


bond and a remembrance. 


few years ago, craftsmen had to make their own gold before they could fashion their 
rings. Today Handy & Harman offer Karat Gold compositions, developed through 
metallurgical research to give just the right working properties for ring stamping, 
casting and handwrought work. Now it is a custom with jewelry manufacturers all 
over the country to use these golds because they enable them to make better rings 


at lower cost. Further information about ring golds will be supplied on request. 





Stamped from a blank of Handy « Harman 
14 Karat No. 2 gold specially suited for 
ring stamping. 


YORK 38, N. Y. 
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To irreproachable 


quality, add the gracious 


styling that outlives the years. 


It’s been that way since rgro. 
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WATCH BANDS 

Distinctively Designed by Harwood Crafts- 
men, with almost a quarter-century of 
knowledge and experience in the creation 


of quality jewelry. 
All—1/20th 12Kt. Gold 
Filled Top—Stainless Steel 
back. Available in Yellow, 
Pink and White. 


ty AStarord 


by Arawood 


Bostonian 
4 Starwood 
se a Oe Oe a On en ee 


onl oi 


MAKERS OF HARWOOD BRACELETS, CO-STAR JEWELRY, JACK ‘N JILL JEWELS 
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Pearls back 
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The road to wealth this year 1s paved with pearls. Yes, the new interest in pear! 
is the biggest news of the season. And here’s more news for you: SWANK is helping you cash in on 
this new fashion note with a complete and compelling line of pearl jewelry, and pearl buckte-and-belt sets 


"p> 


—a line that’s sure to please all your pearl-minded customers. Your SWANK 
salesman will see you soon with details. ae 
WAM — & Swank, Inc., Attleboro, Mass. 


WANK on jewelry, belts and wallets means QUALITY * 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM -GOLD-PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 











HONESTY & 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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FEBRUARY NEWS... FROM THE 









... SELLING NEWS 


45,682,000 Reader-impres- 
sions will be made during 
March by this full-color, full- 





reLols[-Meele Mme! -)-l-Yolalile Mili Mm aig 2 
and SATURDAY EVENING 
POST! 
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No other gift serves so handsomely, so faithfully, with such versatility 
as a fine Swiss watch. For all that is unique in watches comes from 
Switzerland—watches that wind themselves, follow the calendar, solve 
mathematical problems, or ring an alarm on your wrist. Swiss craftsmen 
who engineer these complex mechanisms also fashion watches that are 
elegant in their simplicity, unmatched in value and beauty. 

For the gifts you'll give with pride, let your jeweler be your guide. 





S. Swiss watch end any ordinary watch can be 
Se measured in the time taken to perfect each 
“+ part—and in “repair-ebility.” A fine Swiss watch 

can always be serviced economically end promptly. 
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This ad sells twice for quality jewelers! 


It sells fine Swiss watches—and it sells customers on 
the idea of dealing with the quality jeweler. 


Objective number one—helping the jeweler to 
sell more fine Swiss watches—is just plain common 
sense. Objective number two—selling the jeweler to 
the public as a quality merchant—is equally impor- 
tant. By so doing, we're helping to maintain and 
strengthen the jeweler’s position in his community. 
We're supporting the idea of a “family jeweler’— 
but on a community basis. And this is something 
that means more business, better business. It’s up 
to every jeweler to do all he can to help. 


You'll find The Watchmakers of Switzerland con- 


stantly promoting quality to your customers . . . in 
our advertising, our merchandising, and our sup- 
port of the jeweler as a quality merchant—the only 
person qualified to give counsel on the selection of 
treasured gifts. 


And, next month, you'll see the announcement of 
a very special campaign, one that boosts the jeweler 
and his quality merchandise as never before. It's 
to be a complete package, with magazine advertis- 
ing, store displays, the works! Watch these pages 
next month for the special announcement. 


This special promotion is another step toward 
making thisfamousslogan more important than ever: 


For the gifts you'll give with pride—let your jeweler be your guide 
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_.. REPAIR NEWS 


WATCHMAKERS OF SWITZERLAND 


How important are genuine materials? . 





Here’s what the Trade thinks 


A retail jeweler* says: “(Genuine materials) 
require no alteration . . . assure quality . . . (and) 
are catalogued for easy reference. (In short) Genuine 
materials make repair work more profitable by sav- 
ing time and effort on the part of the repairman.” 


* ¢ 
A horological student* writes: « sable to 
order parts with complete assurance of proper fit 
and functioning . . . all information necessary for 
ordering at my finger tips . .. timesaving . . . gives 
me confidence to know that parts are genuine.” 


A materials wholesaler* tells:“ |... We (the 
wholesaler’s company) have inspected ‘bargain’ 
watch parts with loupe and micrometer and find 
variations in size, quality and finishing of all parts 
... 80 that the part will not stand up in service. 
Using this cheap material to make ‘savings’ of a 
few cents per watch is false economy. 


“We hope that the entire trade will join in this 
campaign to impress upon all watchmakers and 


4 


The WATCHMAKERS 


WM 
oe Sy, 


*Statements taken from Watch Inspection Time contest entries. 
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their employers the folly of being penny-wise and 
pound-foolish in the purchase of (non-genuine) 
watch material.” 


Publicize importance of genuine materials 


That's how important the trade thinks genuine 
materials are! Because The Watchmakers of Switz- 
erland are in full agreement with these opinions, 
we are reissuing the famous “Official Swiss Watch 
Repair Parts” decal (below). This decal, placed in 
a prominent position on your store window, tells 
your customers that your 
watch service expert uses 
genuine Swiss watch ma- 
terials. You'll receive 
your decal within a few 
weeks. Use it to impress 
on your customers the 
importance of insisting 
on genuine material. 
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OSARIES 


and MEDALS — 
by CATAMORE 


Sterling ~~ 
Beads available “94 
in six colors fam 


When you put the Catamore 


line of Rosaries and medals in R62 4 
: Sterling © 
your store, you'll be able to sat- _ Beads available | 


in six colors gay 
ny A 


eal 


SoS 


isfy the most exacting demands 
of any customer. This is so be- 


eause the Catamore line is com- 


Sterling 


plete with a great variety of Bright cut edges 


beautifully made rosaries. Avail- 
able in sterling, 1/20 12Kt. gold 
filled and 10 karat gold, with the 
greatest possible assortment of 
crystal, pearl, machine-cut and 
sterling beads. Ask your Cata- 
more wholesaler to show you this 
Sterling 


fast-selling, popular line. 
& POP Bright cut edges 


with enamel 





CAYANORS: Pr. fl —_—ae rf ‘ al _ Sterling 
— aS, — Bright cut edges 
wnadson Lormgornn, of Pearl Beads i a . with enamel 


¢23] PINE STREET « PROVIDENCE 3°ReI- 


New York West Coast Mid West East 


FRED W. MARKS ole), MeV '48:34 ic DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave. 657 Mission St. 29 E. Madison St. 231 Pine Street 
New York, N. Y. NYolsMadelsldttacie Gel it a Chicago, III. Providence 3, R. I. 
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TO WHOLESALERS AND MANUFACTURERS 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock 
« Order any quant 
e AT LOWE! 


PRECIOUS METALS SPECIALTIES Ce inc. 


11 Vincent Street, Newark 5, N.J. ¢ Telephone: MArket 2-4287 


SERIES R SERIES HR SERIES H SERIES LK 
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| bretton 


8 Men‘s 

4 Ladies’ 
Styles To Fit 
Every Watch 
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There's never been an expansion band like 

this! No initials to buy or stock. And its unique 
construction and design — exclusive with 
Bretton — are fully protected by patents pending. 
Special mirror-finish center plaques are 

three separate links that expand fully! Ideally 
suited for the Hermes Engravograph. 

Cash in now! Order from your 
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... always wanted to be a Gemex watch strap!”’ 


Gemex leather watch straps are well worth 

paying a few cents more for. They’re made 

of the world’s finest leathers—-each skin Ne 147 
» selected for its superior quality. All beauti- silieator. : 

fully finished. — | . retails at $5 4 


Gemex leather straps are truly worthwhile 
- companions to your... 





‘ 
4 f/f ‘ 
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FINE WATCH BANDS 





No. 126.- 
calfskin... 


Sold only through authorized wholesale distributors. retails at $2 


Gemex Company, Union, N. J. 
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Illustrated mountings show 
the traditionally popular 
Tiffany setting with the 
luxuriously new K & P “illusion” ' 
top. Constructed to enhance 
the appearance of the 
“small” diamond .. . to give 
it the illusion of size, 


value and brilliance. 








Known for Quality ie 


lier’ & FINES, Inc 








\ 15 West 47th St., New York 19 
Jism 
Board of Trade 
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nationally advertised 7. : ( 


“yuu UC vit 


“reweled look” 


in rings 
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: Ss i wiry gnd Serres shee FREE sll a, % ig: Bees rou * eae. 
% th (aha taeda te 8 i Cet ey. To retail from 
b. “Th Hottie! Enamel ne Siviaiail its iGe! | ke, so $6.95 to $15.95. 
c. Newspaper mats tying iano hf i | , oe CE ae 
with the Vogue ad. seo 8 oy / 
d. A reproduction of the Vogue: ad fap 
for windows and counters. 
Se y 
Fyre 608 FIFTH AVENUE 
PEER aE TAN | ‘*‘creators of the unusual — as usual’’ 





’ Waa <4 is , 
All'1/20° 13K ‘pola filled. ~ ise | oot NEW YORK 20 
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Rings enlarged to show details 
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Fishion Cleadimy Cward 


The 1951 honors go to Keepsake 
for Brilliant Fashion Styling 















anit : 
pense SB 0° 


gor 
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(F “or the second consecutive year, Keepsake Diamond 


Rings are awarded fashion’s most coveted prize—the 





Fashion Academy Award. 


Here, again, is added tribute to Keepsake, the 


largest selling diamond ring in America. In addition to ? | 


Keepsake offers you even greater prestige, with this second 


Fashion Academy Award. 


1951 Fashion Academy Award Means More Profit 
and More Prestige for the Keepsake Jeweler 


® For 1951, Keepsake plans the biggest national advertising campaign 
in the ring field to feature Keepsake’s twice-won Fashion Academy Award. 





® Keepsake’s powerful dealer-localized merchandising program will 
spotlight your store as headquarters for “the Fashion Ring of the Year.” 


These Leadine Maeazines will Feature 
g : 

Keepsake Advertisements Throughout 

SPRING 1951. 






A. H. Pond Co., Inc. 
120 E. Washington 
Syracuse 2, N. Y. 









: Please send me full details concerning the valuable Keepsake 
Franchise. No obligation, of course. 
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No. 4-X-72 


10-K yellow gold in good weight, white 
gold trim, synthetic ruby 


~BEAU.-TI 


STAR RING incorporates clean-cut, classic 
simplicity in the design of this man's hand- 


some ring. This across-the-finger stone is 
flanked with white gold ‘'beau-tie'" trim. 


Also available in other synthetic stones. 


Ask your wholesaler about 4-X-72 and 
other STAR RING originals. 


$28.00 KEYSTONE 
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FIVE 
GREAT WATCH IDEA 
FROM 










ete ee oy aay Chess 





THE CROTON 







THE ONLY WATCH IN THE WORLD 
WITH THIS GUARANTEE OF ACC 





Sell an idea with Acurator; the exclusive outside regulator lets 









the wearer adjust it perfectly to his own arm movements. Certified waterproof*, 
dustproof, shock-resistant, anti-magnetic, shatterproof crystal. Acurator means the end of 
troublesome returns! And sell the price...an amazing 42.50 (retail, tax incl.) All steel 49.5 









SAY WATERPROOF AS LONG AS THE CRYSTAL IS INTACT, THE CASE UNOPENED. ONLY A 
[NT JEWELER SHOULD REPLACE CRYSTAL OR CLOSE CASE TO RESTORE WATERPROOF QUALITIES. 












THE FAMOUS 


S iD N. DI N ly WATCH 
STARTING FOR AS LITTLE AS 42 20 (retail, tax incl) 










ee ee 


These CROTON AQUAMATIC self-winding watches have ees 
earned their reputation! They’ve sold (fast) on looks, on performance, 
on the lowest price-for-value in the country. Starting with the 
Aquamatic “T’ at $42.50, there’s a fine CROTON self-winding 


timepiece for every taste, every purse. All certified waterproof*, 


° 17 jewel, shock-resistant, non-magnetic. 


sega Tt 


AQUAMATIC 


Fad 






(all prices retail, 


sweep second hand, radium dial 54.45 tax incl.) 


*T’— stainless 

steel back, 

radium dial, # 

< 

small # 

“ second hand, 

4 | 42.50 : 

S cc. : | all steel case § 
7 = ~ 49.50 fh 
——— AQUAMATIC ‘L’—Ladies’ all steel case, » f 
— 4 
= 4 
\ 


gph gmt gpm a get a eet tate eet 
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AQUAMATIC 65—10 kt. yellow gold-filled case, _ 
raised gold figure or radium dial, sweep second 
hand, genuine alligator strap 65.00 


ing ee tr a ga Nr pe gO 


e* 


nel vo ” HOURMATIC - calendar shows day, 
‘a date, month; all stainless steel case; radium dial; 


small second hand 71.50 











*THEY STAY WATERPROOF AS LONG AS THE CRYSTAL IS INTACT, THE CASE UNOPENES 

















* 
WATCH 


A COMPLETELY WA If PR j 
STARTING FOR AS LITTLE AS 29.95 


















CROTON certified waterproof* watches sell fast because they’re priced 
so low; perform beautifully because they’re built to withstand water 
and dust, shock and corrosion. 17 jewel precision movements are 
permanently sealed against moisture and dust in a variety of handsome 
cases; each watch is tested in water under heavy pressures . . . has 

to be waterproof! Sell CROTON waterproof watches with every 


confidence in their superlative quality and workmanship. 


BUCCANEER— 
Stainless 
steel back, 
radium dial, 










strap 29.95 fe 

all steel case di. \ AN —— . a 
(all prices retail, i | on a _ *.. J 
tax incl.) “=e AQUAMAID 8—Ladies’ stainless steel back, 


radium dial, waterproof strap 39.95 


woe og ee ee at el 


eA =” ~~ MARITIMER—10 kt. yellow gold-filled top, 
J stainless steel back, radium dial, genuine alligator strap 49.50 


weet pts a, 
att AAT ae aie: ain ee eee ee ee ee 


, CROTON 400—stainbéss peel back, 


radium dial, expansion 33.50 ~-» 

















‘COMPETENT JEWELER SHOULD REPLACE CRYSTAI. OR CLOSE CASE TO RESTORE WATERPROOF QUALITIES. 














EXCITING VAL 


AAA VIRGIN D warcues 


TO RETAIL FROM 35.00 tax incl. 





CROTON diamond watches sell themselves. Their luxurious 
settings, representative of the finest in the jeweler’s art; their amazing value; the 
prestige and excitement of their national advertising will make them 

looked-for items in your store! Stock the line your customers will 


be asking about : CROTON’S big-profit diamond watches. 


LYDIA —17 jewels, 
14 kt. white or yellow ff 
gold case, 2 perfect | — 

diamonds, black V@ 


silk cord 35.00 















= 


CONNIE— 17 jewel 
movement, 14 kt. white or yellow gold case, 





DORRIE— 17 jewels, 14 kt. ‘3 - 
white or yellow gold case, 6 perfect 


diamonds, black silk cord 65.00 

















white gold case, 10 perfect diamonds, 
bracelet 71.50 


/ 2 












ES srARTING AT 19.95 son tual. 


Here’s a complete line with built-in sales excitement. In looks, 
in prices, in SOLID VALUE it’s the country’s most attractive dress watch 
group. Customers will come in to see...and buy...these beautifull 
designed nationally advertised watches. All this...and sound markup... 
make CROTON dress watches a retailer’s ‘must’! 


yellow rolled- 
gold plate 
top, steel 
back, black 
silk cord 
19.95 























. COLEMAN —9 jewels, yellow 
rolled-gold plate top, stainless steel back, 
leather strap 19.95 





1 


TARA—9 jewels, yellow 
rolled-gold plate top, stainless steel back, 
bracelet 19.95 
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OF WATCH BAND BEAUTIES 



















HERE’S MUSIC FOR YOUR EARS! Now J-B introduces 
three new exquisitely styled watch bands! Not one — 





not two — but three glamorous ladies’ bands 
with that “expensive jewelry’’ look! 
Never before has any manufacturer offered 





at one time three completely new designs of such 
certain sales-appeal...never before has any manufacturer 


Intermezzo 


Fabulous “dress-up” design... 
each golden oblong richly far 
eted like a precious baguette 


Retail... ONLY B 790 fy) 


offered such exceptional quality in materials, 
workmanship and finish... at prices so low 





they’re-sure to give you your 
BIGGEST WATCH BAND VOLUME EVER! 











A band of graceful elegance, richly styled —— $950 as 
and finished. A sure-fire selling success. 


Serenade 








Allegro 


Classic, ageless beauty.:. 
designed to harmonize ® 
with any type of wateh. 4 


Retail... ony 9490 FIL 


Each of these luxurious J-B models is available in yellow, pink or white. 







Top shells 1/15- 12 Kt. Gold Filled with non-corrosive stainless steel backs. q 
All with exclusive, patented J-B END-0-MATIC ENDS. LITHO IN USA F 






JACOBY-BENDER, INC. © 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y- 
















MORE PROOF THAT 


ue lriumph TRIO 


J-B VALUE LEADERS No. 5002—AMERICAN TRIUMPH $6.95 Retail, F.T.1. 
















YOU made the first “Triumph” Watch Band such an 








overwhelming success that we've added two more No. 5001 
“Triumphs” to make this our most sensational ‘om H 
series of men’s watch bands ever! For customers Retail, FT. 
who shop for quality... good looks... VALUE ...be 

bis ready with these outstanding bands that have 

fat everything........ PLUS SALES-CLINCHING 


te LOW PRICES! 


PGES SOLE ALM 


“Triumphs” are full expansions... 
available in yellow, pink or white. 





No. 5003—ROYAL TRIUMPH $6.50 Retail, F.1.1. 


FASTEST SELLING WATCH BANDS IN THEIR PRICE RANGE! 














+ 


ACO 







No. 6007—GOLDEN CHAMPION 


Pa LS a ee “LUXURY LOOK” in Men’s Expansions 
if f ( ¢ f f f : J 7 @ , - | Unusually handsome in style... richly finished. . . surpris- 
MAASsALSILeSs cA ae. if ingly moderate in price, these “Golden” expansions broke 
No. 6009—GOLDEN CIRCLE sales records last Fall! They offer a “Golden” opportunity 

for top profits again this season. 










_ 


| a a Available in yellow, pink or white... ONLY $9.50 
WA AV/A AYA AN Wa A) PAA) NEY Retail, F.T.I. 
oe Ae Pos \ 






UG iyGs | ? 
No. 6010—ENGRAVED GOLDEN CIRCLE , » Your guide to the finest 
) in Watch Bands 


» 'ACOBY-BENDER, iNC. © 161 AVERUE OF THE AMERICAS, MEW YORE 13, 8. :¥, 













AN EXCITING 


THE J-B 


‘h 
e mo 
THE IDEAL GIFT ITEM... 


For Any Woman... For Any Occasion 


At last ... a watch band GIFT ENSEMBLE that creates 
a new high unit GIFT ITEM... and it’s exclusive with 
)-B! Three different watch bands in one eye-catching 
J-B “Band Box’... each gift band with exclusive, 
patented J-B END-O-MATIC END that allows your 
customers to “quick-change” the bands as easily as 
changing a necklace! 





EVERY DAV IS SOME LADYS BIRTHDAY : 
WWNIVERSARI OK REMEWBRANCE DAY" }-B WARDROBE OF WATCH BANDS 


Give HER | rae 
men 0 Complete Three distinctive models that change the appearance of 


milady’s watch to suit every occasion...every costume! 


1. EXPANSION BRACELET — For Daytime Wear 
2. GOLDEN SNAKE CHAIN — For Evening Wear 
| 3. BLACK SILK CORD — For Formal Wear 


MP On matey | Beautifully packaged in re-usable Gift Jewel Box 
er 6 i with large mirror in cover. 


THAT'S gy | 
| ALL FOR *97.5@ RETAIL, F.T.I. 


. WATCH BAND 
» WARDROBE 


~< ~eomonomertr “7 


FREE “Wardrobe” Display with First Order 


Another New hii 


OF CASH REGISTER RINGERS 


J-B “Straight Enders’ 
for Nurses’ and Ladies’ Sports Watches 








NO. 3058 


a ' bv x , 


BAe 2 DP, 


Another J-B first...straight end watch bands that are as glamor- 
ous as they are sturdy! Made with all the style-leadership and 
know-how you've come to expect from J-B! Let these watch 
bands open up an entirely new and profitable market for you. 


Available with 7/16” or 1/2” = RO A A A OZ 


ends in yellow, pink and white. & | | — 


NO. 6068 


No. 3058 — RETAILS $7.50 F.T.I. NO. 6058 
No. 6068 — RETAILS $8.50 F.T.I. 
No. 6058 — RETAILS $7.50 F.T.I. 


JACOBY-BENDER, INC. © 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 











Display No. 61 
featuring 
Intermezzo 


Serenade 


Allegro 
Hien. stun 


Here's one of the richest, most eye- S SY ; “Tesumavniae 
appealing displays you've ever seen! Bes 8 a your waren 
Made of luxurious Blue and Gray Silk | 7 


Velvet, this unit shows off to best 


oe i 


advantage the regal beauty of the 
three new brilliant J-B Watch Bands. 


Display No. 61... small enough to fit into your showcase or pneu at al? taken een 
complete with J-B “money-maker” display. 


window ... beautiful enough to add a note of luxury to the finest 
$19.50 


YOUR COST 
YOUR SELLING PRICE $47.00 


Allegro styles. 
YOUR PROFIT ‘27.50 
ORDER TODAY. FROM YOUR WHOLESALER (including Fed. Tax) 


Only On J-B Ladies’ Watch Bands... INN Patented END-0-MATIC END 


Store! Display features 2 each of the Intermezzo, Serenade, 


Here’s the fast, trouble-proof end attachment that fits all ladies’ 
watches... looks like a custom job! 





Play up this sales point, and suggest J-B Watch Bands for 
gifts! The END-0-MATIC END works so simply, anyone can attach 
it in 8 seconds — without fitting, fussing or tools! 


That’s All! 
Feature the J-B END-O-MATIC END... and watch your watch 


band department take on new, profitable importance. 














> PUT THESE 
NEW J-B PROFIT-MAKERS 
TO WORK FOR YOU! 


THE NEW J-B DISPLAY No. 121 
Including 12 J-B Top-Selling Watch Bands 


YOU PAY ONLY $36.50 
YOUR SELLING PRICE IS $90.45 


YOUR PROFIT IS °53.95 
(Including Fed. Tax) 


Above price includes beautiful display unit as illustrated. 






WATCH BANDS To Fit Any i 
LONG on SHORT Wrist 4 


EXTRA 


LONG 


















YOUR WATCH EREE ra 
ben ad penta nomena = 








ACHED TO 
- - WHILE 


Wire—Phone—Or Mail This Coupon TO YOUR WHOLESALER: 


Please ship at once 





Quantity 


ORDER TODAY 
FROM YOUR 
WHOLESALER 








: J-B No. 61 Assortment & Display 
__________J-B No. 121 Assortment & Display 


JB No. 231 Assortment & Display 


And the following NEW J-B Watch Bands: 
Quantity Model Quantity Model 







































































A handsome, multi-panel display, featuring 8 ladies’ and 4 men’s watch bands...every 
one a J-B best seller. Royal Blue Silk Velvet pads, trimmed with Gray Karess Velvet. 


You know you're featuring the most effective displays 
for watch bands when you feature J-B! Each one is richly 
finished with silk and velvet...a luxurious addition to 
any store or window. 


JB DISPLAYS DO A BIG JOB IN SMALL Space 


Compactly designed to take up the smallest possible 
amount of room... ideal for counter, showcase or window. 
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Bring y, Our wate A 
“P-lo-the 
Winute 


YE“ Style 





bal Gere NEW J-B DISPLAY No. 231 


3 EXTRA LONG and 3 EXTRA SHORT Ladies’ Watch Bands 
3 EXTRA LONG and 3 EXTRA SHORT Men’s Watch Bands 


Now! A striking display to help you make extra sales of extra short 
and extra long bands... bands to fit any size wrist! Rugged construc- 
tion; covered with durable luggage-brown leatherette. Panels of soft 
sand-tone and deep Maroon Silk Velvet. 
YOU PAY ONLY $37.00 
YOUR SELLING PRICE IS $90.90 
YOUR PROFIT IS °53.90 
(Including Fed. Tax) 
Above price includes beautiful display unit as illustrated. 
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Note to wholesaler: Bill me in the usual manner 


Firm Name 





Street 








Zone 


City 





Signature Title 





PLEASE MAIL TO WHOLESALER—NOT TO J-B 



































ZY 
THOUSANDS 
OF WOMEN buy MDeltah necklaces 


every year—and they buy 


them all from Jewelers 





F, 
/ 
; 


/ 


et Deltah’s Super-Salesmaker Series 


produce more profits for you in 1951 





A small investment gives you a group 

of fast-selling necklaces that satisfy 

a wide variety of feminine preferences — 
competitively priced yet providing a 
generous profit. Order the “Sxzper- 
Salesmaker Series” now — get your 

share of the big market pre-sold for you 
by Deltah national advertising. 


Here are two exquisite new necklaces 

from the 1951 series—perfect for Val- 

entine’s Day and other gift sales! ... 

Left — “Celeste” necklace with inset 

circlets of fiery rhinestones 

Right—“Charmaine” Radiant necklace 

with blazing rhinestone pendant (in ss 


Deltah’s new “trousseau” container of | 4 
gleaming rayon satin) AT BETTER JEWELERS 


Ian 
; & SON, Inc. 


CONSULT YOUR WHOLESALER SIMULATED .PEARLS 411 Fifth Avenue, New York 16, N. Y. 





Ca 


et 1 National Advertising appears in full color pages and other large units in America’s leading magazines, directing readers to jewelers only! 








an exclusive Flex-Let patent, means lasting satisfaction. 


Buy and large — your best investment now is Preferred Stock Za : . \ 1/20th 12K. G. F. 


Beuu Brumme 0 .: phben f prvelsy 





your stock Is 

























PAYS YOU DIVIDENDS EVERY DAY... 


fa IN EASIER SALES _ Flex-Let Watch Bands have the appeal of cuatoes: 
| ‘ made jewelry—styled with originality, crafted with unusual skill. | 
ei And they’ re pre-sold through T V and national magazine advertising. 


‘ IN“ REPEATS ” __NOT “RETU RNS” = Tru-Rivet Construction, 


wmeageee customers are repeat customers for your store. 


Rarely a repair, never, but ever a repair charge. 


IN HIGHER PROFIT MARK-UP = Flex-Let watch bands and ° 
Beau Brummel men’s jewelry are prited to give your customers extra 


value, to give you extra volume and a greater share of extra profits. 





BEAU BRUMMEL 

% TIE CLIP AND 

a CUFF LINK SET 

” Style No. S 75 
Retails at $17.95 T. I. 
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. 191. Retails at $1 


oy 
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~~ 
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' YS SNS SE 
ROPE BAND-Style No. 255. Retails at $7.50 T. J. 


FLEX-LET CORPORATION 


FACTORY: East Providence, R.1. EXECUTIVE SALES OFFICES: 20 West 47th Street, New York 19 
CANADA: Arennes, Inc., Montreal » MEXICO: Flex-Let de Mexico, Mexico City 
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POPULARITY 









MORE 
SALE-able 


because: 
MORE BEAUTIFUL 


Almost unlimited style selection 
created by largest staff of ring 
designers in the Industry. 


MORE ADVANCED 


Ingenious patented lock design 
ends ring TWIST, SHIFT, TILT on 
the finger; nothing shows or pro- 
trudes, no gadgets or attach- 
ments. 


ENGAGEMENT AND WEDDING 


RINGS 
SELL SEPARATELY— 


SELL TOGETHER..... One Sale Insures the Other! 
FEATURE RING CO. INC. ONLY THRU 
126 West 46th St., New York iy. N=, Peta nsen 
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iio and in Time... for Spring Gift Promotions 


i 5 SILVER Gift Items / 
ras lowas*®5 / 






























@ 12 PIECE STERLING SILVER ASSORTMENT 


@ 2 EACH OF 6 PIECES SHOWN 


This outstanding Sterling Silver 
Assortment boasts an incom- 
parable record of sales success 
with store after store across the 
country! Plan a: promotion for 
the Spring and Bridal Seasons 
based on this tried-and-true, 
profit-building assortment of [2 
Sterling pieces. Available only 
in complete assortments. 





Height 
BY,” 
Width (top) 3%, ° 
Weighted Base 


SL ze . I per a. NS. as Candlesticks 
: —— ee. CN ZB Height-3 V. " 
Width 3 
. Weighted Bases 


Rim 5% a ~— 


Se 





Key Value ! 


ASSORTMENT of 12 | inate 
Matched OL Re Te 
Weighted Base 


STERLING SILVER PIECES All Sterling ecole Pepper Set 


2 of Each Item Shown Height 4 1/; 








Assortment of 12 
SOLD IN ASSORTMENT ONLY 


*Please order on your firm order-form or letterhead. We will make every effort to main- 
fain the price, but due to conditions all prices are subject to change without notice. 


m COWEN € SONS CORP. 


27 West 23rd Street New York {0, N. Y. 


A. COHEN & SONS CORP. 
27 West 23rd Street, New York 10, N. Y. 





Please enter our order for ............ 12 Piece Sterling 
quantity 
Silver Assortments @ $41.95 per assortment. 
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Terms Net 30 Days—F.O.B. New York 
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We don’t claim infallibility, but we 
are certain enough of the accuracy of 
our statements to back them with cash. 
If you consult us about running a liq- 
uidation sale, we estimate what your 
stock will bring and back it up with a 
cash deposit to the full amount. (You 
may net more, you can’t get less.) If 
you plan to sell your store. you get our 
offer with a speed that is traditional by 
now in the trade. But speedy as it is, 
its accuracy is backed up with cash on 
the spot to complete the transaction. 
Or if youre just mulling things over 
in your mind, what better basis for 
deciding than an accurate Gordon esti- 
mate to go on? (remember an estimate 
incurs you no obligation.) So eliminate 
quesswork ... call Gordon Brothers. 


-~« the oldest and largest firm of its kind in the United States 
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to save 3 ways 
at once! 


~ 


‘~s> By trading in your unused, old material for a liberal allowance. 
“5 By getting a $25.00 Bulova 2 drawer cabinet... FREE! 


‘=~ By saving an additional $30.50 on $130.00 worth of new, 
aieg 3 Genuine Bulova material. 


WiigelelI-MSi-1-1 Mets] lil-amelmaiclale(olac Mb 4-Mmahiamutere(-lmlatel(eoh cole Melale Muto) Zeole)(-Melhalel-1ey 
Mille (Ms rolel 4TateMunt-sistexe Melia 9) (1-1 \anil-> lol (-Mcolmlare(->dlale Melulem->.4elelir (ols MameL Ma 4Ole], 
ROTECTION EACH GENUINE BULOVA PART IS INDIVIDUALLY PACKAGED AND SEALED! 
cach part readily accessible and easy to identify! No fumbling! No time wasted! 
440 Genuine BULOVA Parts for 10 of the most popular BULOVA movements. 







less a liberal allowance 
for your old 
material. 


e A simple, clear cut method 
of stock control... 


AUlast-mmaelabattticli Melibiciee) ae (-) aan 
turns your time into money... 


turns repair operation into profit! 


WRITE YOUR MATERIAL JOBBER TODAY ... HURRY! BEFORE THIS LIMITED QUANTITY OF CABINETS IS EXHAUSTED! 


Material Sales Division, BULLOVA WATCH COMPANY, Woodside, N. Y. 
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To? in circulation— 
More than 114,935,000 readers will see Community pages in 14 


great national magazines! And these readers include the nation’s 
largest audience of bride-age girls (your best customers for 
Community) plus the families and friends who buy for the bride! 


in popularity — 






Year after year, ofhcial surveys prove that more readers see and 
remember Community ads than any others in the silverware 
held. [he tremendous appeal of Jon Whitcomb’s Community 
illustrations will continue to win customers for Community— 
and for you—through 1951! 


in sales results— 


Since 1940, sales of Community have skyrocketed! Demand 
continues to grow and grow and grow! And this great preference 
for Community—which means greater profit for you—is the 
result of Community advertising combined with outstanding 
patterns and unexcelled quality. 


40 THE JEWELERS’ CIRCULAR-KEYSTONE 








—— 


guon HOTSEREERING 


= re Be : oi 
> . ‘ 
<a Hi y ; 









BSTON CONT es 


BE Padi 4} 


Se Sie? as , EE Sp aee ‘is 
’ * atef 2, tre f Whee d 
EAPO Fee. 5, tht 

C3 $2 











te 


Paty 
t RE Reap @ 


Syarg 
sag Hegeps 
ee ee 


% 


2 them,. » 

Goa tai}, 2O %& 

, Sef” de cans #3: 
ae Sixt: 


ee eee 





Make Community magazine 
advertising your advertising! 


Tie in regularly and 
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Opyiginality of styling in good taste— 


fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive. jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 
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No. 496AL Same with luminous hands and numerals... $5.50* 
Sessions “Kifty-Belle” Alarm is 4” wide, 334” high, with 31%" dial. 


This new Sessions beauty is the latest sensation in a 
featured line of electric alarm clocks, among the most 
popular clocks of their kind. 


The Sessions “Kitty-Belle” offers new and exciting 
modern styling in a new dainty size... . at a just right 
price! Of course, like all famous Sessions Clocks it is 
dependable, smooth-running and kitten-quiet (“not 

P e q 
even a pur-r-r!”). And best of all sales features, it has 
the patented Sessions “Tru-Bel” alarm—not a buzzer! 


Right now, “Kitty-Belle” is just the alarm to wake 
up lazy sales for you! Better stock up now to benefit from 


generous national advertising! 


THE SESSIONS CLOCK COMPANY, 


In Chicago: The Merchandise Mart Plaza e¢ In San Francisco: Western Merchandise Mart ¢ In Canada: Northern Electric Co., Ltd., Montreal, P.Q. 


NEW 3 


To keep your 
lock sales rolling... 





SESSIONS 
‘-BELLE” 


Retail 


yr. 


ONT NEN 4 pena 


S essions 


SELF-STARTING e ELECTRIC 









<n Onset or > 

"Guaranteed by % 

Good Housekeeping 
9) * 


* 






4° 
? 4 anveanst® mist 


*Slightly higher in for West. Subject to Federal Excise Tax. Protected under Fair Trade Act. 


FORESTVILLE, CONNECTICUT 
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don't trust 
your naked eye 


Let Your Own LOUPE 


prove the PERFECTION of 0 Oup e~ tested 
LOVE BIRD \DIAMOND RINGS 2 


Would you rely on your naked eye 
to determine the color, cut and 
) clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
» Sos oe through your own Loupe. You will then share the enthusiasm 


ww of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


Goan a Diamond Rings. Franchises are still available. 


i Lik 


630 FIFTH AVENUE, NEW YORK 20, N. Y. -« 
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with center catch 
and new adjustment box 
iso available in 14 Kt, Gold - 
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America Alerts . .. 


... and alert jewelers willspot-light 





LeStage identification bracelets for 
eager buyers and quick sales. 


For dependable quality .. . dependable "4 In 1/20 12Kt. Gold Filled or 













~ Sterling Silver-Rhodium Finish 
sales . .. dependable profits ... 


make sure that your identification 
7 ee e High polish, anti-kink chain 


bracelet line carries the mark © Ghussive hend-colteced teks 


... LeStage. e For Men, Ladies and Boys 


Ado 
TU 










NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. BETZ A. B. PINERO G. A. HARRAH 















CHAINS BRACELETS LOCKETS KNIVES BABY JEWELRY IDENTIFICATION BRACELETS 
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CRAFTSMAN Citation 
and Lady Citation 


Selected for Jackpot 
of Prizes on 

“STOP THE MUSIC’ 
Television 

Network 

Show Seen 
Thursday 

Evenings by 
Millions 














She a Wark of 3% 


Ask your distributor 


| . about this NEW 
= BERT PARKS — CRAFTSMAN DISPLAY DEAL ra sm an 
Master of Ceremonies 


Weans Sine - caller hilo 
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Rake in all the jack for the 
profitable Gift Business 
that’s yours for Valentine’s 
Day, Easter, Mother’s Day, 
Father’s Day, Graduation, 
Weddings, Anniversaries, 
Birthdays with these exclu- 


sive initialed Expansion 


Watchbands for Men and 
Women—and Initialed Fash- 


ion Jewelry for Men. 








NOW! 


A choice of two 
styles in ‘‘Your |) 
Signet’’ for} 
men! INITIALS 
SNAP IN—IN A} 
SECOND! 


CUT COUPON ON| DOTTED LINE 





Check here [] 
MAKE YOUR ASSORTMENT #79 (Includes Men’s Jewelry illustrated on next page) BASKETWEAVE SIGNETS 


Please send Assortment #79 which includes the following: 
Please send following Basketweave 


BID NOW! Quantity Description Se Signet Watchbands: 


BAY 9 pHilk Men’s Expansion Bands $3.80 | $11.95* Quantity ; ‘| Your Cost | Retai 
(5 Reg 1 Short. 1 Long) Yellow White |Style No.| Description] For Each |F.T. 
ORDER FORM mest | nas | oxo [ [oom [aspes | om fom 
(7 Reg., 2 Short, 1 Long) iean- i ienamees 11.95 
Cuff Links 3.25 7.50T Ratchet | 





» Pom a ae Tie Bars 2.50 6.007 Available in yellow and white only. 
ere i iA, A KA % Tie Chain 2? 50 6.00+ Retail price includes initials. 
i] Asst. #80—72 Asstd. Initials 9.00 — 
"fA p ' No Ch * 
/) PLUS 1 Women’s Expansion o Charge 9.95 sotemen seit 
0 ‘AL O} 1 Illuminated Motion Display| No Charge 
5 ae ‘ a y is 7. 
~~. *Watchbands Priced Including Fed. Tax : ADDRESS 


tMen’s Jewelry Priced Plus Fed. Tax TOO f \ * 


Way ... .. 4 B. OP un wmecté cree 








PLAY YOUR 
CARDS RIGHT 


USE THIS ORDER 
FORM NOW! 





—ONE INVENTORY FOR ALL 


Check Here [1] 
ASSORTMENT #33 (Fraternal 


Emblems) 


Please send Assort- 
ment #33 which includes the 
following: 


1 pr. Cuff Links. ..@ 3.25 
1 Tie Bar 
1 Men’s Expansion Watch- 


band. . @ 3.80 
1 Velvet Merchandiser 
No Charge 


YOUR WINNERS 


Check Here [) 


ASSORTMENT #34 (Men’s Jewelry, 
gift packaged) 

Please send Assortment 
#34 which includes the following: 
4 pr. Cuff Links @ $3.25 

3 Tie Bars @ $2.50 

1 Tie Chain @ $2.50 
Total Retail Value (Plus Fed. 
Tax): $54.00 


Your Cost: Only #23 


Ss kg eae ek OS bw 


ADDRESS 








Check Here [1] 
ASSORTMENT #19 (Leather Straps) 


Please send Assortment 
#19 which includes the following: 


6 Pinseal (5 yellow, 1 white) 
@ $1.75 


6 Alligator (5 yellow, 1 white) 
@ $2.25 


Total Retail Value (Inc. Fed. 
Tax): $75.00 


Your Cost: Only $24 


accept no substitute 
for BEY quatity 


un watch cases 


The |.D. trademark is the symbol of complete dependability 
to those who demand watch cases that are smartly 


styled, precision-made, easy to assemble and engineered 





to fit movements perfectly. 





Standardize on |1.D. Watch Cases for ALL Your Needs 
R.G.P. (S.S. back) Cases ¢ 14 K Gold Cases © Rhinestone Cases 
Bangle and Bracelet Cases * Diamond and Ruby Set Cases 


Water Resistant Cases * Novelty Watch Cases © ‘Book of Time" Case 


fess Also Manufacturing Precision Parts for the Electronics (Radar) Industry 


1D. WATCH CASE COMPANY, 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


| 
' 
| 





General Offices and Factory: 137-11 S0th Avenue, Jamaica, L. |. JAmaica 387 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue * Telephone PL 7-6373 | 
CHICAGO OFFICE: William Bart, 29 E. Madison Street | 


LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 


EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N.Y. 
DUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau Street, New York, N.Y. 
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Hoodman & Go 


The Blue Lodge Mason and 

Scottish Rite set rings in lOk 

NW ES yellow and white gold with gen- 
erous diamonds... die struck, 

Sescciirahanacs finely enameled shanks, are 


00 
ON REQUEST a perfect example of our new MADE TO RETAIL FOR ‘49 


Economy Line ...a series that 

afford the jeweler a good profit 

on fast moving merchandise. 
Order today. 


Makers of line fewelry Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 


MEMBER 


{euQAUDETSI 
WUHAN. 
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eat LY 
: 

t 


THE JEWELERS’ CIRCULAR-KEYSTONE 








STRONGEST AND MOST FLEXIBLE 


EXPANSION WATCH BAND MADE 






TRY THESE FLEXING 
TESTS WITH ANY 
OTHER WATCH 

BAND 













You can shape it 


Vinto a letter S show- Flexes in any angle or curve giving 
ing that it is flexible greater comfort and better fit. Most 
on both edges. wrists are conical in shape—no’ 4g 
cylindrical. j 














“ Place CERC watch band flat on 
i _table 8 bend it into a 
i plete circle. 





sites Sh: : SRE Ss SS ae ke Sa a es 
ea oe LESS a oe a... co ee 


FULL EXPANSION 
WATCH BAND 


FULLY PROTECTED BY 
PATENTS PENDING 










No. 800—For men, 1/20 10K 
gold filled. Triangular basket 
weave design. 

Retail price, tax included 


No. 650—Men’s 1/20 10K 
filled white and yellow gold 
two color combination. 
Retail price, tax included 


No. 600—For men 1/20 
10K gold filled. Basket 
weave design. 

Retail price, Tax included 








$9.95 $9.95 $9.95 
No. 700—Same as above No. 900—Same as above in 
stainless steel ........ $5.95 


in stainless steel. 
Retail price ....... $5.95 
Federal Tax Exempt. 


Federal Tax Exempt. 


e 
pst — for the First Time a Full Expansion Watch Band 


Si). 4 f with NO rivets, NO myriads of springs—nothing to get out of order. 
Completely new method of construction. Super flexibility and long life 

— Eepension due to use of positive action single spring made of finest stainless steel. 

Watch Band in the Popu- Will not corrode or rust. 

lar Basket Weave Design. Has only 69 parts as compared to practically 275 parts in other brands. 


DO AWAY WITH NUISANCE OF RETURNS AND 
COMPLAINTS DUE TO BREAKAGE, CORROSION, ETC. 
TWO YEAR GUARANTEE 


First 


Available for the First TEST THEM YOURSELF — WRITE TO WHOLESALER FOR SAMPLE 


Time — Full Expansion 
Watch Band in Rich Two 
Tone Yellow and White 
Gold Filled. 


CERC MANUFACTURING CO. 


5580 Northwest Highway Chicago 39, Ill. 
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LATHIN 
Viel 


| CATALOGUE SENT UPON REQUEST } 


580 FIFTH AVENUE + NEW YORK 19, N_Y. 


LATHIN WATCH COMPANY 











* * 
* 

iid Kiddie Kraft 
display America’s OUTSTANDING kiddie line 
. . . sell MORE Kiddie Kraft 
. . . nationally advertised 


... Sweetheart” Jewel Box* 


... foremost in style, variety and 
uality 





..- popular priced —$2.50 and up 


. . . FREE newspaper mats and full-color 
displays—write for yours 


Build extra sales . . . establish a permanent Kiddie Kraft 
department. Contact your wholesaler — TODAY 


MARATHON COMPANY 


Attleboro * Mass. 





Creators of the finest Children’s 
Jewelry for over half a century 


| Kiddie Kraft’s new “Sweet- 
S heart’’ 10K Gold Birthstone 
ring assortment will sell rings 


.». all year ‘round. 


WRITE FOR special $50 Starter Assortment (costs you $25). Best selling 


on aR 4 : a eS : TAM fald «amd Fald Eilled 














I 


A Message 


FROM 


‘foster | 


Dut to GovERNMENT RESTRICTIONS on material used by us in the 


























manufacture of watch bands, we are forced to curtail our production 
and complete the use of these restricted materials by April 30th. There- 
fore, we have had to place our watch bands on a quota basis, allocating 
our production for these four months to all of our good customers who 
used our bands last year. Each customer s quota is based on a set per- 
centage of his purchases for 1950 which, we feel, is the only fair way to 
all, under the circumstances. | 

After April 30th we anticipate still being able to supply watch bands 
using substitute materials which are not under restriction for the War 
Effort. 

We ask all of our customers to cooperate with us during these ab- 
normal times and we will do our utmost to serve one and all on a fair 


and equal basis. 


FOSTER METAL PRODUCTS, INC. 


Attleboro, Massachusetts 
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In the course of thirteen issues 


OVER HALF 
THE NATION 
READS LIFE’ 


% From the new, important Accumulative Audience Study 
by Alfred Politz Research, Inc. 


This study measures the number of people who read 
a sihgle issue of LIFE (23,950,000 Americans), reveals 
how this audience grows in thirteen issues to a total of 
62,600,000 different people {aged 10 and over), and 
analyzes the characteristics of that audience. 
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OUR SOth YEAR... 
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We can hardly believe that 80 years have gone by so quickly. Perhaps it’s 





because we've enjoyed every minute of it. We like the things we’re doing, 






we like the people we’re doing them for. That’s why time flies . .. when you 






enjoy what you’re doing. 










In 1951 we celebrate the 80th anniversary of our business. Eighty years of 


making friends, of serving an industry, of steady growth and progress. A 






record of which we are proud. 











MANUFACTURERS OF THE 


FAMOUS Gelemons owclh LINE. 1871 <@&> 


SOLD THROUGH THE WHOLESALER. 
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NO TRESPASSING 
heute 
| 


GRUEN trade-marks (only a partial list appears below) have 
earned the high respect of millions of Americans. 














TERS: 





SONI ee PIPE eee 


In our 76-year history marks like “Precision,” ‘““The Precision 
Watch,” “‘Veri- Thin,” “‘Curvex,” ‘“‘Autowind” and many others 
have come to represent investments of millions of dollars in ad- 
vertising and consumer good will. They are important consumer 
brands; highly valuable to thousands of Gruen jewelers as well 


as ourselves. 


They are too precious to permit infringement, intentional or 
otherwise. Whether you are a retailer, wholesaler, or manu- 
facturer, we know you’ll agree we should use every means possible 
to prevent their illegal use. We respectfully say “No trespassing, 
please,”’ under penalty of the law. 


GRUEN 


THE PRECISION WATCH 


THE GRUEN WATCH COMPANY e TIME HILL @ CINCINNATI 6, OHIO, U.S.A. 











PRECISION is the trade-mark of The Gruen Watch Company, used continuously 
since 1893, registered in the U.S. Patent Office since 1906. THE PRECISION 
WATCH, CURVEX, VERI-THIN, AUTOWIND, RISTSIDE, 
CURVAMETRIC, GUILD and GRUEN are also registered Gruen trade-marks. 


© 1951. The Gruen Watch Company. 
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Topay, a great enterprise ne that has assumed 
enormous proportions and gained world-wide repu- 
tation is that of jewelry manufacturing. 


This year marks the centennial of one of Ameri- 
ca’s first jewelry manufacturing concerns. Charles 
E. Hayward with the aid of three others started 
a small concern under the name of Thompson, 
Hayward & Co., in 1851. The business continued 
to grow and prosper for a period of thirty-six years, 
during which new faces were connected with the 
firm and its name changed three times. Then in 
1898, the company name was changed once more 
to Walter E. Hayward Co., as it is today. 

Frank J. Ryder guided the business for thirty- 
seven years, until his death in 1943, and is well 
remembered by all those connected with the trade. 
The present owner, Frank J. Ryder, Jr., succeeded 
his father and became president of the firm in 1946. 

Typical of HAYWARD’S reputation of quality, 
design, and service for one hundred years are the 
following lines taken from an 1890 manuscript”. 


—"No firm in town ever gained a better reputation 
than this one and that good reputation has been 
steadily maintained. Fine plated goods in great 
variety have been made by them—the goods 
proving always and strictly what they purported 
to be. Theirs was for many years the largest and 
most important business in the East Village. It 
gave employment to one hundred and twenty 
workmen and supplied an extensive market with 
both handsome and substantial goods.”— 


* Source of material upon request. 


1951 product compares with tho 
nearly 100 years ago. - 


WALTER E. HAYWARD CO., INC. 


ATTLEBORO, MASSACHUSETTS 
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STM ASTER TOASTERS 


Nou lv fell TOA 


—_, 


A FEW HIGH SPOTS FROM THE 
TABLE OF CONTENTS: 


* What Makes People Buy? 
* Showing Is Selling. 


* How to Treat the Question 
of Price. 


* Handling Difficult Customers. 


* Preventing Walkouts. 
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TOASTMASTER” DEA 
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People buy most 
where the clerks 
are best! 






GIVE YOUR SALESPEOPLE THIS SALES TRAINING 
COURSE AND SEE HOW MUCH BETTER THEY SELL! 


YOU HEAR IT EVERYWHERE. “So and so’s salespeople kuow their 
merchandise... they really help me to buy...I like to go in 
there to shop.” And you hear the other kind of remarks, too, 
about the store whose sales personnel aren’t really salespeople. 


LET’S SAY YOU’RE BLESSED with a sales staff that’s top notch. 
Even so, you'll find “How to Sell “Toastmaster’ Toasters” a 
thought-provoking study in retail salesmanship. That’s because 
it’s written from the “how” angle—a refresher for your experi- 
enced salespeople, a stimulant for the new ones. In these days 
of big consumer demand it’s awfully easy for even the best of 
salespeople to “‘ease up,” to “coast” once in a while. And that 
can result in customer dissatisfaction that does your store per- 
manent harm. 


"HOW TO SELL ‘TOASTMASTER’ TOASTERS” talks from zuside the 
retail store. It was prepared by merchandising experts who 
have rubbed elbows with thousands of customers. This book- 
let talks store-floor language—it’s practice, not dry-as-dust theory. 
It gives your salespeople tips that are usable immediately— 
in selling not only “Toastmaster’* Toasters—but every other 
item you Carry. 


SO SEND FOR THIS GREAT SELLING AID. Then, too, if you want 
really comprehensive sales training for your personnel, we'll 
supply Meeting Guides to help you plan and carry through 
your own brief but highly profitable sales meetings. These, 
too, are free, are not overly time consuming, and will insure 
your salespeople getting the most from the Sales Training 
Manual. Use the coupon to order your material now. 


TOASTMASTER Autontic Pop-Up Toaster 


***TOASTMASTER”’ is a registered trademark of McGraw Electric Company, makers of 
‘“Toastmaster’’ Toasters, ‘“Toastmaster’’ Electric Water Heaters, and other ‘““Toastmaster’’ Products; 
Copyright 1951, ToasrmasreR Propvucts Division, McGraw Electric Company, Elgin, Ill, 
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TOASTMAS d me without charge ‘aster’ Toasters. : 
O Please Se How to Sell “Toastm Please send me details 
copies tings. 
, ales mee! . 
ors anger hotsales Training Program 
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You can now Custom-Fit 
any Neckline with these new adjustable 
Dog Collars by Deknatel. Cleverly constructed 
: compartments, inside the Clasp, core aloud ae : 
: if Seda a expansion 
allow a full measure of expansion. A y a 
: : AWG y), | rhinestone - 
The lovely Rhinestone Bow Clasp can be we | ry. dasp 
worn back or front. Simulated Pearls are of | 
deep, lustrous Deknatel ‘Lily White’’ Quality 
_ — beyond compare! Send your order 
today — or visit our showrooms. 











id. A. Deknatel & Son, Inc. © Offices and Factory: Queens Village, L.1., N.Y. * Showroom: 366 Fifth Avenue, N.Y.C.. 
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Introducing a New... 













SF ‘irc 


Illustration is enlarged to show detail Pa i 








Y/ - =n a new and notable addition to Granat Wed-Lok* 
Y, creations! Lyric combines the beauty and the character that today’s 
ee discriminating brides demand, in the curving grace of its 
distinctive styling, its fme Granat quality, and the sound advantages 

of the Wed-Lok* design principle. The practical, patented 

Multi-Grip Lock, guaranteed for the life of the rings, locks and unlocks 

instantly and easily... lengthens ring life and displays full ring loveliness. The carefully 

selected and matched diamonds are set in Granat Tempered Mountings* (not cast), 

specially processed for strength, resistance to wear and maximum diamond security. 

The new Lyric Wed-Lok* ensemble comes in white or yellow gold and retail 

prices depend on the size of center stone ranging from $250 to $400 including Federal tax. 


‘Tr ademark Wed-Lok Rings are Protected 


*@Reg. U.S. Pat. Off 114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA By U.S. Patents 
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As Advertised in the February Ist Issue of Vogue 


“Heart Throbs”. . . Heart-to-heart expression of true design genius. 


Golden Trifanium hearts filled with criss-cross baguettes. TRI 
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EVERY POPULAR STYLE 


IN 


iz latinum and Gold 


DIAMOND MOUNTED 
WEDDING RINGS 


BAGUETTE * ROUND e¢ MARQUISE 


RING MOUNTINGS 


ae SOLITAIRE and FANCY STYLES 
a MATCHED ENSEMBLE SETS 


FANCY RINGS 


PRINCESS ¢ DINNER’ ¢ BRIDGE TYPES 


CALIBRE GUARD RINGS 
RUBY * SAPPHIRE © EMERALD 
WATCH BRACELET 
ATTACHMENTS 


DIAMOND FLEXIBLE 
BLOCK BRACELETS 


FEATURING 


MR. JOSEPH LIPSCHUTZ 


is now associated with us 
and will call on our many 
friends soon. 





~— 


| Wits 


oe =o 


‘ae teiee Jet ON 


WRITE FOR 
MEMORANDUM 
SELECTIONS 


e 
FINEST QUALITY 
SPECIAL ORDER WORK 


"LL. BRANDT C0. 


MAKERS OF FINE DIAMOND JEWELRY SINCE 1928 
®& EAST 47th STREET, NEW YORK 17 
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EFFECT OF THE N.P.A. CO 
.P.A. COPPER RESTRICTI 
ON ELGIN AMERICAN PRODUCTION = a 


NEw YORK | 
cmeine STATE e106 
CHICAGO 2 
pitTsriero BL0S 
Los ANGELES 
eo7 site street 


caB.e acoress 


cases 





DivisSiONn oF ILLINOIS waTcr Case CO 


PLANT ANO MAIN orrice 


ELGIN,ILLIN o1s 


january, 1951 


pear Elgin American Dealer: 





It is perhaps the most important 


We urge you to consider this letter careful 
ve ever writvten to yOue 









As you know, 4 National production authority order, effective March 1, 1951; 
prohibits the use of copper jn many civilian products, including jewelry an 
jewelry accessoriese 


jewelry 


This means that "the chips are down." We will support completely the policy 
instituted by the government as necessary for national defense. 


Effective immediately, jt will be our policy to supply ow dealers as long as 

possible on a first come, first served basSiSe At present we estimate that we 

will be able t produce and sell about 65% of 1950 figures, but obviously this 
is not an assuranceée 


There will be no curtailment of our efforts to advertise and promote the sale of 
our products in 1951. Continued promotion, together with short supply» will 
result in great demand for Elgin American productSe 


For your own protection, we urge you to place an order at once for your full re- 
quirements for 1951 for immediate shipment. We reserve the right to allocate our 
merchandise. 


We have no alternative but to advise all of our friends in the jewelry field to 
act promptly — order at oncee We Will do our best to fill your orders on 4 
basis that ss fair and equitable to alle 


Sincerely» 
ELGIN AMERICAN 


ffl ane’ 


Alien Be Gel Iman 
president 








nA WQUCAML 


ELGIN, ILLINOIS 
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There’s a rematkably large 
earrings—strikingly designed 
genul mulated stones. 
line © ginals has capt 
captiv en who in 
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different type 
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loomfield, New Jersey 


156 Liberty Street, B 
Eastern Midwest West Coast 
Representative Representative Representative 
Herbert Stein c. J. Leavitt ira W. Smith 
29 E. Madison St., 315 West Sth St. 
Chicago Los Angeles 


Gerald W. Gel 


ULAR-KEYSTONB 


ality pierced 
ighted with 
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sist on nothing but the 
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£ pierced eat 
plastic showpiece- 
‘Il be standouts 
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b: Sales Manager 


























Fidelis in a beautiful 
Presentation case. 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with 
beautiful colors of velvets. 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 
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The Olympic 
Champion 


EVERY SERIES OF OLYMPIC GAMES brings new 





champions into the headlines — but since 1932, one 
champion has timed them all: OMEGA. 


To be chosen official timepiece for the 
Olympic Games is an honor contested as fiercely as 
any of the other Olympic competitions. Like them, 
it is a battle of champions. There is only one cri- 


terion for victory: split-second accuracy. 


Over and over again, by unanimous choice 
of 52 nations, Omega has won the honor: in 1932, 
in 1936, in 1948 — and now, once again, for the 
forthcoming Olympics in 1952. 

So? 

Titles and honors are not commodities you 
can offer for sale — but they do increase the value 
and desirability of your merchandise. They in- 
crease your confidence, and the confidence of your 


customers. 


When you sell OMEGA, you know you are 


selling unquestioned accuracy. You know your cus- 





tomers will be satisfied. What better way can there 


WORLD RENOWNED SYMBOL ; 
OF ACCURACY be to guarantee a sound and successful business? 


OMEGA > 


NORMAN M. MORRIS CORPORATION, 608 FIFTH AVENUE, NEW YORK 20 








FOR FEBRUARY, 1951 69 









Elco COMBINATION! A DISPLAY 


with 6 of the fastest selling Ster- 








ling Silver identification bracelets. 





SERRE 


TO 








oe Vertvemmm Mote Sales fon € vony 
ods, ELCO DEALER 


D j S P L AT {| A display that can be set up as an easel, 
_— emeeteaaiil hung on the wall or placed in your show 
Your cost $26.00 window. It’s yours with this NEW assort- 
Sug. Retail $69.25 T.I. ment of identification bracelets. A beau- 
tiful two-tone, rich velvet display that 
will increase your sales. 





6 assorted bracelets 3 8 E ee 




















See Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY, INC. 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, Iil.; Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 
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NATIONAL ADVERTISING 





In 1951 

Universal 

Geneve 

will continue 

to bring to 

distinguished 
Jewelers 

finest examples |“ 

of the art 

of Goldsmith  —- Something really 

and Watchmaker 












WHITE 

















in exclu sive By the Goldsmith and the Watchmaker 
When talented craftsmen work together, look at the 
mod els result! New, lasting beauty in a fine watch and graceful 
bracelet that are matched in perfect symmetry. All 
SUC h as th ese | three are wrought in 14 karat gold. They have genuine 


Universal Geneve 17 jewel movements that assure 
dependable, accurate performance—from $185 FTI. 


great Va | UeS — Leading Jewelers will proudly show you these and 
other fine watches by | 
from $185 retail! 
| UNIVERSAL 
Write for GENEVE 
Agent deta IS. Universal Geneve watches for women priced from $71.50: for men from $48, F. T.1. 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N.Y. 








© H.S.W. 4.1951 
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PFEILRING 
SOLINGEN 


AVAILABLE FOR THE 
FIRST TIME IN 
25 YEARS! 


Famous, imported L 


“PFEILRING-SOLINGEN WARE” 


made of the world’s finest steel 



















F. O. Merz again offers SOLINGEN 
steelware ... unusual, hard-to-get 
feature items you need for the holi- 
day trade. 

Each set comes in zippered case 
of top grain cowhide with smooth 
calf-skin finish. Colors are red, 
brown, blonde. Gold-lined 
chrome jigger cup sets : 
come in brown or blonde , - 
moulded leather cases. 





SAPP re SEEPS. 


36-235 
$18.00 List 


ed 


« 
4 
oN, 
. 
~ 


* 36-524 $6.50 List 







k 36-516 $6.00 List 





SR 


F.0. MERZ & C0. 


104-6 N. 63rd ST., PHILADELPHIA 39, PA. 
QUALITY 
Permanent Sample Rooms 


225 FIFTH AVE.,N.Y.10,N.Y. * 101 TREMONT ST., BOSTON, MASS. 
2701 PONCE DE LEON BLVD., CORAL GABLES 34, FLA. 
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MULTIFORT 
MoAAantlommauc 


The only watch manufacturer specializing exclusively in 





self-Winding, Waterproof* watches—the perfect watch 


for Service Men and Service Women—announces 


JEWELERS’ WINDOW DISPLAY CONTEST 


FIRST PRIZE-— $500. U. S. Defense Bond 


SECOND PRIZE - $200. U. S. Defense Bond 
3rd TO 8th PRIZES — $50. U. S. Defense Bond each. 





Every day more and more men and women in the armed services will need the 
great quality and extreme reliability of a Mido Self-Winding watch. Only Mido offers 
a complete range of Self-Winding, Waterproof watches for men and women. Only 
Mido devotes so great an advertising campaign to selling Self-Winding, Waterproof 
watches for you! 

Alert jewelers know that Self-Winding, Waterproof watches will be their greatest 


promotional items in the months to come. 


Therefore, Mido offers these prizes to jewelers prepar- 
ing the window displays featuring Mido watches, judged 
most attractive and most effective, during February and 
March. Photographs of window displays must be re- 
ceived, postmarked not later than March 31, 1951. 


For Entry Blanks and Complete Details 
of how YOUR store can win a prize, 
while promoting greater watch sales, 


WRITE OR WIRE... 
LOUIS AISENSTEIN & BROS., INC., 16 EAST 40th STREET, NEW YORK 16 
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*Stays waterproof as long as crystal is not broken, and 
case is unopened, except by a skilled watchmaker. 





== 8x26 binocular, made by: Lemaire. 















LEMAIRE 6x25 BINOCULAR 


Scientifically constructed binocular 
with coated lenses. Magnification, 
6x; objective, 25mm. Field of vision 
at 1000 meters, 155 meters. A pre- 
cision instrument with 14 lenses. 
Center focusing plus adjustable eye 
pieces to co-ordinate vision. 


#2/4.......... reTAIL $105.00 


Complete with leather 
carrying case. 


Magnification, 8x; objective, 
26mm. Center focusing with ad- 
justable eyepiece. 


#2/29...0....-.. retail $45.00 


8x32 binocular, made by Lemaire. 
Magnification, 8x; objective, 
32mm. Center focusing with ad- 
justable eyepiece. 


#2/6 0.00... retail. $62.50 


Each complete with leather 
carrying case 


LEMAIRE OPERA GLASS 


An old time Lemaire favorite. Many 
thousands of these glasses were 
sold before the war. Magnifica- 
tion, 3x; height, 2% inches. Your 
theatre trade will be excellent 
prospects for this handy little 
glass which is alse powerful enough 
for outdoor use. 


#2/9 RETAIL $2290 


Complete with leather case 








An unusual and compl Aely differ- 
ent opera glass. Only 314% inches 
long, it measures less than an inch 
wide. Magnification, 22x, with 6 
achromatic lenses. Compact, wafer 
thin and feather weight, easy to 
slip into purse or poc«et. 


1) reTaiL $31.50 


Complete with leather case. 










IF YOUR WHOLESALER CANNOT SUPPLY 
JAKE LEVIN AND SON 


12TH & WALNUT BUILDING, KANSAS CITY, MISSOURI 
SOLE IMPORTERS 


WRITE: 


































































ea 
pa 


| f ll + | b t precision optical insthuments since Sy; 


i 
| 
| 


LEMAIRE 8x30 BINOCUs) | 











A precision built binoculay wit 
coated lenses insuring Breater vig, 
bility. Magnification, 8x; object; 

30mm. Field of vision at ion 
meters, 150 meters. Equipped wit 
14 lenses and easy center focus 

with adjustable eyepiece to tp. 
ordinate vision. 


H#2/5. 00. reTai $125.0 


Complete with leather 
Carrying case, 





A quality number at a populy 
price. Coated lens binocular, with 
magnification, 6x; objective, 22mm 
Field of vision at 1000 meters, 135 
meters. Center focusing for rapid 
adjustment plus focusing eyepiece 
on one side. Light in weight. 


St RETAIL $87.00 


Complete w..h leather 
carrying case. 





LEMAIRE FIELD GLASSES 





Field glass, high. A _ sturdy, easy 
focusing field glass with 4x magni 
fication. Retractable sunshades, 
Perfect for out-of-doors use. 


2/7 retai. $60.00 





Night marine field glass. Has 55mm 
lens measurement to permit maxi- 
mum light and clarity. Gives a re 
sultant extra-wide field of vision. 
Retractable sunshades. 


#£2/20............ reTAIL $55.00 


Each complete with leather 
carrying case. 








LEMAIRE DUCHESS OPERA GLASSE | 






Ooo 


* with matching cases of the same 


Unusual, leather covered and 
opera glasses. Magnificat.on, 3x; 
height, 2 inches. Available in nat- 
ural pigskin and assorted colors 


leather and color. 


#2/12..00..... RETAIL $02 000 


Mother of pearl Duchess opera 
glass. Back again for the first 
time since pre-war days, the orig | 
nal 3x pearl mounted opera glass | 
by Lemaire. 


SORE... RETAIL $45.00 


Complete with brocade case. 
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Established 1924 


ON TIME AND IN STYLE WITH 


chuls watches 


a O] Gav, | ban 01 @ Oo, RY LOT A) 


Styled & Manufactured at our factory 


304 EAST 45th ST. NEW YORK 17,N. 


*Reg. Trade Mark 
524,530 











QUALITY 


Collen Wheel 


IDENTIFICATION BRAC a 






A COMPLETE 
NEW LINE... 






FOR MEN yf 













fy. baa stig. ks 
FOR WOMEN 






- a ge HEAVY 







RICH STERLING SILVER 
RHODIUM FINISH 






BEAUTIFULLY BOXED 
FOR GIFT GIVING 






The well-remembered “man-in-uniform” market for identification 
bracelets is back. This in addition to the heavy demand from vet- 
erans who still want and buy them. Get set for ever-increasing sales 
by displaying the Golden Wheel line. It has that “heavy, luxury look” 
. that means easy selling. Handsome Rhodium finish on sterling, 
each Golden Wheel bracelet is superbly packaged to capture the 
gift-givers eye. The market for identification bracelets in your com- 
munity can be yours. Order a good stock. 


Sold through the wholesaler only. 


REIBLING-LEWIS, —c. 


(Successors to Henry Lederer and Bros., Inc.) 


150 CHESTNUT STREET PROVIDENCE, R. I. 
Manufacturers of Dresser Sets, Baby Sets and Jewelry Chain. 





Representatives: 
Harold Shamroth Milton Swartz Herman S. Rubin Philip Naftaly 
347 Fifth Avenue, Rm. 706 700 Chestnut St. 29 E. Madison St. 461 Market St. 
New York, N. Y. Philadelphia 6 Pa. Chicago 2, Ill. San Francisco, Calif. 
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Wyler's record of past achieve- 
ment and present leadership is 
your best assurance of future 
profits and progress. : 


STEPS TO LEADERSHIP FOR 


Wyler 


DEALERS 


Wyler’s exclusive Incaflex balance wheel mosi 


ingenious and effective shock-absorbing device in the industry 


Wyler’s patented water-sealed case ultimat 
product of 30 years of research and experiment backed 


by a 100% guarantee. 


Wyler Dynawind _ presented in an all-inclusive selection 
of self-winding models...the result of a quarter-century of 


pioneering by Wyler craftsmen. 


Wyler’s national advertising and carefully prepared 


dealer helps give close support to your own selling efforts. 


Wyler’s service and merchandising policies have inspired 
dal-more)abalel-Jalersmr- Tale mm le)'s-100 me) at-1 a -"1-1 a5 2400) Ala) 2am ae)-3 0-1 ane) amo) 20) aT 


making dealers 


WYLER WATCH AGENCY, INC., ...630 FIFTH AVENUE... NEW YORK 20, N. Y. 
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X, herever 


women meet they 
talk about 


LEDO ZZ can 


5 §:aA UA EE OD 


So Stith imANeulemy (fl Mn Vila Avew, wrnner 


...For Distinctive Design Beauty 


...For Outstanding Fashion Appeal 


When you display Fashion Academy Award Ledo “Gemstones*”, you'll have 
just One more guarantee .. . that the costume jewelry you feature possesses 
the most exquisite styling, the most magnificent workmanship possible. The 
Fashion Academy Award tag on Ledo “Gemstones*” assures you of real 
consumer acceptance. 


The “Gemstone*” line is designed to fit your needs ... stylewise . . . and 
pricewise! Visit our New York showrooms...or drop us a line and our 
represenative will call. 


Ledo’s Fashion Academy Award “Gemstones*” will reach consumers 
_.. through the pages of VOGUE, HARPER’S BAZAAR, 
GLAMOUR, MADEMOISELLE, N. Y. TIMES 
MAGAZINE SECTION. Mats, plaques, 


counter cards and displays available. 


366 FIFTH AVENUE All “Gemstone*” jewelry will 
NEW YORK 1,N.Y feature the Fashion Academy Tag. 
| a e 


*Pat. Pending 
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CCURATE TO THE SPLIT... seconp 


MINUTE 


HOUR 


A chronograph by BOVET, 
Dy 4 


designed for business 


and professional use... J ” A, Sat Be ~S : q MONTH 


Sy 


wherever precision accuracy 


Ol@) Nida 7-W) = 


is essential. 


Your sales are easy ... profitable when 
you show your customers BOVET chron- 
ographs and BOVET automatic and stop- 
watches. You get a display easel of this 
ad, in color, free with every purchase, 
to draw customers into your store. 


Write today for prices. 


BOVET WATCH CORPORATION 17 WEST 57th ST. NEW YORK 19,N. Y. 
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JEWELERS 


are increasing traffic 
gaining extra income 














Helmco-Lacy 


RUT ON 


cold water coffee extractor 


1215 Fullerton Avenue, Chicago 14, Illinois 








Y:s, the American public is asking about and buying 
the new FILTRON, Cold Water Coffee Extractor. National 
advertising and national publicity is exciting demand for 
this radically new way to better coffee. 


Hundreds of Jewelers are taking advantage of 
this great potential to increase traffic, build good- 
will and add a new high-discount source of income. 


STOCK AND DISPLAY THE FILTRON-—Let the public 
know you carry FILTRON—it has no competition—customers 
cannot be switched to other makers. Display FILTRON— 


get the traffic. 


DEMONSTRATE THE FILTRON-—It’s profitable to talk 
about, simple to demonstrate and you can economically 
serve coffee to all your customers. A taste demonstration 
makes it easy to add a FILTRON to most sales. 


Ask Your Jobber for Complete Details or Write Direct to 





Retell ot $7 9>°° 


CHECK THESE CONSUMER FEATURES 
Coffee completely free from bitterness. 


Makes an instant type coffee extract 
from your favorite brand. 


You get more cups per pound because 
there’s no waste. 


Makes pound after pound the same uni- 
form goodness. 


Uses no heat or electricity. 
Every cup is vacuum-tin fresh. 


CHECK THESE DEALER FEATURES 


Top discounts. 

Easy to demonstrate. 

Made from non-shortage materials. 
Growing public acceptance plus great 
natural curiosity. 


Complete co-operative merchandising 
help. 


— 


hate 
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V-1] Rambler Runabout, 1902 
Fr. 3£5144MH—Mahogany 
81/,” x 93/,” Overall 


LLL LOLI NIT LE LI SOOO EIST IOI I OE an a . 


BOLLE AE NE ELGG ARE AP PRAM ~—~ ~ 





Ford Model ‘‘T'’, 1908 
Fr. 3£560MH—Mahogany 
with Gold Lip 

7” x 8'/,” Overall 


AT ALL 
MAJOR 
GIFT SHOWS 





V-7 Hudson, 1909 Fr. 3¢560MH—Mahogany with Gold Lip 
7” x 81/,” Overall 


NEW! !!! 
AUTO AMERICANA! 


First full-color prints of 


EARLY AMERICAN AUTOS! 


Priced As Low As $].25 Each Net 


Set.of 8 handsome prints...designed expressly for the 
Edward Gross Co. by the well-known artist, Clarence 
P. Hornung. 

Excellent for grouping in Living Room, Dining Room, 
Boy’s Room, Den, Foyer, Stairway Wall, Offices, etc. 
Various attractive frames. Unlimited decor possibilities. 
A brilliant complement to our famous line of Coaches. 


Order now from the coupon below. 








Successfully Serving the Picture Trade 
For Over 50 Years 


120 E. 16th St., New York 3 
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V-2 Buick, 1908 
Fr. 325144MH—Mahog 
8'/,” x 93/,” Overall 












V-6 Studebaker Electric, 1904 
Fr. 2£655'/,MH—Mahogany, 
Metal Leaf Lip 
7” x 8'/," Overall 


V-S Stanley Steamer, 1908 
Fr. 3£655'/,.MH—Mahegany, 
Metal Leaf Lip 

7” z 8'/,” Overall 


V-4 First Chevrolet, 1913 
Fr. 2£594'/,L—Metal Leaf 
61/,” x 75/,” Overall 













V-3 Maxwell, 1908 
Fr. 2£594'/,L—Metal Leaf 
6,” x 75/,” Overall 


GRD GD GED GD GS SS GS GD 6 6 ee ee ee a eae ee ee eee a ee 


Dept. L-3, Edw. Gross Co., Inc., 120 E. 16th St., New York 3 


V-1 V-2 V3 V-4 %\V-5 V6 V-7?~ Y-3 





Overall 







Leaf) $2.00 Ea. Net 





” 
a 


Overall 
655'/.MH 
Overall 
560MH 
Overall 















AUTO ASSORTMENTS $13(] $18.50[(] $26[] 
GENERAL FRAMED PICTURE ASSORTMENTS $50[] $75(] $100[] 





Send to 
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JEAN R. GRAEF 


takes pleasure in 
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Announcing 


the formation of the 


























































































































Angelus Clock Corporation 











Mm | 
aL uP 


lll | | 


for the Exclusive 


Distribution and Servicing of 


ANGELUS 
CLOCKS 


ANGELUS CLOCK CORPORATION 


30 ROCKEFELLER PLAZA + NEW YORK 20, N. Y. 


rANGELUS 
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ETERNA:-MATIE 


The ETERNA*MATIC is the revolutionary, the unrivalled, automatic 
watch...the only self-winding watch with a ball bearing...Winds smoathly 
360° both clockwise and counter-clockwise...Direct-sweep second hand... 
Keeps going as long as 40 hours after wearing ...Waterproof® . shock- 
resistant, non-magnetic...In steel. gold-filled. or 14K gold...Presented this 
vear in a series of outstandingly beautiful models priced from $71.50 FTI. 


Look for the ETERNA . ‘item symbol on the dial 


ETERNA © MATIC waterproof models are guaranteed to remain so even after cleaning or adjustment, provided they are serviced with genuine Eterna parts by an authorized Eterna dealer. 


Jaques H. Monod, Executive Vice-President of the tant new sales program which will benefit Eterna 
Eterna Watch Company of America, Inc., announced dealers everywhere. ETERNA*MATIC salesmen 
® upon his recent return from Switzerland an impor- have full details...or you are invited to write direct. 


ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 
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NEW 
VULCAIN 
“VANGUARD” 


Squarely modern, 
superbly emart for 
dress or sports wear. 
Raised gold 
numerals. 14K 

gold, 17 jewels. 
Retail $120.00t 





faquire. 
NEW YORKER 


VULCAIN WATCH COMPANY, INC. — e 7 
630 FIFTH AVENUE *® NEW YORK 20 S 





This miracle of modern watchmaking 
—at $71.50—is one of the finest values 
you can offer your customers. ] 
Masterpiece of acaarvent H ~— | 


dus ustproof! | 


It’s the one watch that’s different. 

... that appeals to every man, Order 
today! Mats, window » displays and . 
. other {ree sales aids avellatie, GG 







NEW 
VULCAIN 
“VICTORIA” 





















Combining traditional 
and modern lines in 

a distinguished 

new design concept. 
14K gold, 17 jewels. 


Retail $180.00{ 
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How 5Avenue Jewelers Are 






making | vith GREETING 
Money a N:10)- 


 GRESTING (AROS 










Greeting Cards are a $250,000,000 
Store Traffic and Sales Builder 


"Baers G CARDS are the #1 reason for con- it nis Vena tae Sy TE 
sistently increasing store traffic and jewelry sales. Pa i Bt | ! 
Fifth Avenue Jewelers know the sentimental buyers» 3g — 

of GREETING CARDS are also the most frequent 
buyers of jewelry, trinkets and gifts. 


MORE CUSTOMERS EVERY DAY 


In addition to returning 100% profit, GREETING 
CARDS help people overcome their natural reluc- 
tance to enter your store just to look at expensive 
items. A beautifully displayed GREETING CARD 
department plus a window display will always bring 
new customers. Popular priced—require no sales talk 
as they are pre-sold. 











We invest in your store 


Our FREE DISPLAY CABINETS 
House Your GREETING CARD DEPARTMENT 


FRE DISPLAY CABINETS 


(choice of 6 models) 


FRE EF mountep samptes 
FR EB BEAUTIEUE HAND. FABRI- 


CATED “GLOWING FLUORES- lca 
CENT” LUCITE SIGNS —— aa. 

FULL PROFIT—100% MARK UP—NO HIDDEN 

CHARGES. REQUIRE LITTLE DISPLAY SPACE 

AND PRODUCE SALES-QUICK TURNOVER. 


*Attention high calibre salesman: 
Some choice territories still open. Investigate Now. & different size cabinets to fit your 
store, 8 inches to 4 feet wide. 


ses SS 








You owe it to yourself to find out how you can 
increase your profits 


SEND FOR FURTHER INFORMATION NOW 


NATIONAL CARD CO., DEPT. J2 
114 Wooster S#., N. Y. 12, N. Y. 


[1] Without obligation | would like further infor- 
mation as to how GREETING CARDS can 


increase my business and profits. 


Clip and mail this coupon to 


NATIONAL CARD CO., DEPT. J2 
114 Wooster St., N. Y. 12, N. Y. 


[] Without obligation, please have your repre- 
sentative call. 


Address 


Sae ¢€¢.@ 66 6 @ 6 2 € 
7282 624 6.02 42.9 682 @ Oe @2 O@ 0 6 €& © 2 @ 2 2 2 @ 
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JEWELER: Yes, palladium is one of the rare 
precious metals of the platinum group. 


CUSTOMER: Is it a new metal? 


JEWELER: No. For mere than 25 years pal- 
ladium has been the preferred setting for 
diamonds in gold rings. The beautiful, lasting 
whiteness of pa!lad!um brings out all the bril- 
liance of diamonds and makes them seem larger. 
Furthermore, its great strength holds each stone 


securely. 


CUSTOMER: Why have | been hearing so 


much more about palladium in recent years? 





JEWELER: That's because designers and manu- 
facturers are now using palladium for more than 
just settings. Because of the beauty, strength and 
preciousness of palladium they are using it for 
many of their finest creations . . . rings, pins, ear- 


clips, brooches, etc. 


CUSTOMER: | remember seeing some adver- 
tisements featuring palladium jewelry ...anda 
lot of the fashion magazines have had articles 
c:bout it. 


JEWELER: You'll probably see and hear much 
more about palladium, too. It is becoming more 
popular every day and it’s here to stay. 


JEWELERS! Be sure to send for your free copies of give-away 
booklets and attractive counter cards featuring palladium jewelry. 


PALLADIUM 


PLATINUM METALS DIVISION «© THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 


-.-A PRECIOUS METAL 
FOR FINE JEWELRY 
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3447 ROGERS BROS. 
For Over 100 Years 


Ainecicas Prnest Siverptate 





Hollow ware bags 
from 2”x 4” to 26”x 26”. 


 acagrighs PACERS —~ 


o All-purpose 
S — wraps 18”x 31” 
and 36”x 31”. 











As nationally adyertised in 6 leading home magazines in March a i setting rolls 


Only PACIHE Silver Cloth 


positively prevents silver tarnish 


and 12. 
Recommended by leading makers of 

sterling and fine silverplate iF 
Silverware keeps its luster without polishing when you 
sell it in Pacific Silver Cloth, a rich mahogany color 
that flatters silver. Only Pacific Silver Cloth gives com- 
plete and lasting protection from tarnish. A silver com- 

pound in the cloth filters tarnish out of the air! 
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Leading silversmiths specify Pacific Silver Cloth 
chest linings not only for sterling, but for fine silver- 
plate. All items made of Pacific Silver Cleth carry an 
identifying label. Ask your wholesaler for them. 








PACIFIC MILLS, Dept. RR2, 
1407 Broadway, New York 18, N. Y. 


COMPARE THESE SPOONS FOR TARNISH! 


Unretouched photos* by U. S. Testing Co., Inc. | 

— A —— lh ordinary anti-tarnish — ———— Gentlemen: I am interested in wraps. | 
esa tarnis 1 — test. 1 pane ; re aaa vv tage Silver ware bags place-setting rolls___. packets . made 

oth, retained its original sparkle and luster under the same | with Pacific Silver Cloth. Send me names of sources of 








, chests , hollow 





conditions. *Test #18035, March 238, 1950 supply and descriptive literature. 





























Name 
Position Dept. | 
ts PACIHC Silver Cloth | 
f S / ver O | Street Address 
MADE BY PACIFIC MILLS... City Zone State | 
Weavers of Fine Cottons, Rayons, Worsteds and Woolens ee | 
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DIAMOND DIGEST 


BUYING STANDARDIZED DIAMONDS 


Part Four 


In the last three issues of 
Jewelers' Circular-—Keystone, we 
covered, briefly, the process of 
standardizing Arnstein diamonds. 

This is our system of assorting 
stones into standard grades, so that 
a merchant can choose the exact type 
of color, perfection or make he wants, 
without actually checking each dia- 
mond. 

The success of this procedure can 
partially be measured by practical 
advantages that accrue to those who 
use Arnstein standardized diamonds. 

When a merchant signifies the dia- 
monds to be set into his mountings, he 
can be sure, for example, that his 8 
facets will match the center stones in 
color, make, etc. In addition, he not 
only purchases his diamonds at the 
lowest market prices, but he receives 
them fully graded. This combination 
of good value and close assortment 
affords him considerable savings, 
because he only buys the grades and 
Sizes he needs. He does not burden 
his stock with a variety of sizes and 
qualities found in melanges (French 
for "mixtures"). 

In melanged lots, one frequently 
finds sizes that are not desired, 
colors that are poorer or better than 
needed, as well as degrees of perfec— 
tion that are either higher or lower 
than required. 

Handling large quantities of dia- 
monds, with nationwide outlets for 
practically all sizes and qualities, 
Arnstein Bros. & Co. are equipped, as 
few others are, to grade their stones 
into extremely close assortments. 
Consequently, an increasing number of 
merchants is discovering the advantage 
of being able to draw upon a large 
stock of carefully assorted and close- 
ly sized diamonds. At the same time, 
they have the assurance that the mer- 
chandise selected is being supplied to 
them at attractively low market 
prices. 





(In the next issue we will start a 
series of articles of particular value 
to your retail salesmen. ) 


DIAMOND CUTTERS AND IMPORTERS 


608 FIFTH AVENUE NEW YORK 20, N. Y. 
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oo] BELIEVE if we all would de- 
cide this year to give half a 
dollar more work for the dollar we 
receive we would come pretty near 
getting back the half dollar we are 
losing because our dollars are only 
worth half as much.” (From the in- 
augural address of Gov. Sherman 
Adams, of New Hampshire. ) 

This is good Yankee horse sense 
but it takes a second reading. 


© © 


LADYS BABSON HANNA- 

FORD, whose interesting story 
about diamond mining on Africa’s 
West Coast appears on page 102 has 
an inexhaustible stock of anecdotes 
about her recent trip to the diamond 
mines. 

According to Mrs. Hannaford, the 
“boys,” as the native workers (re- 
gardless of age) are called, sell their 
services and abilities to each other. 
These include money lending, hair 
cutting, bicycle lessons, and just 
about everything else an ingenious 
mind could conceive. One of the 
more literate boys who has a letter 
writing (and reading) service, wrote 
amorous epistles for a fellow worker 
who had married a lovely girl just 
before leaving for his four months’ 
hitch in the mines. As the new 
bridegroom dictated to the writer. 
he gazed longingly at the picture of 
his bride which was hung over his 
bed. After several letters, the ardor 
of the writer over the girl in the 
photograph became so great that he 
wrote a few words at the end of the 
letter dictated by her husband. The 


bride answered with an extraneous 
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note of her own at the end of her let- 
ter. Naturally, the writer did not 
read these words to her husband. 

It happened that the writer’s four- 
months contract was over before the 
new husband’s and he immediately 
went to visit the bride at her village. 
The rest of the story is, as you might 
suspect, obvious. 

What makes Mrs. Hannaford sore, 
though, is the fact that the writer was 
making a profit on his friend while 
in the process of stealing his wife! 
Question of playing the game square. 


> © 


NYONE seen a _ half century 
hanging around lately? We 
heard about a watchmaker who lost 
fifty years, although he is used to 
dealing in split-second timing. When 
Herman Hammersmith went to work 
on a certain day recently, he didn’t 





Something to Think About 


Cost of Living 


CONSUMERS PRICE INDEX 
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realize that the date marked his 50th 
anniversary as a watchmaker and 
jeweler in the same office—that is, 
he didn’t realize it until his business 
friends and associates sent flowers 
and letters of congratulations. 

At 80, Hammersmith is still active 
in watch repair as an inspector for 
the Milwaukee and North Western 
railroads. This work necessitates ex- 
treme accuracy to come up to the 
railroad’s standards, and for this 
Hammersmith calls upon another 
old-timer as a regulator, an eight- 
foot pendulum clock which served as 
a master clock when he was learning 
the trade. The clock is just five years 
younger than Hammersmith. It can 
be regulated within four seconds a 
month if blocked off to eliminate 
vibration. Another ancient stand-by 
in Hammersmith’s office is a cash 
register which has been in use since 
1912. 

According to the file numbers in 
his job book, he has repaired watches 
for 60,650 private customers. 


© © 


NTAPPED market? From the 

Spotlight. published by the E. 
W. Reynold Co., wholesalers, is a 
story about a jewelry salesman who, 
in mid-winter, went up to Point Bar- 
row, Alaska, the northern-most set- 
tlement on the North American con- 
tinent, to sell a surplus stock of 
watches, etc. There was no place to 
hold the sale except in a recreation 
hall, and since he had no show cases, 
he decided to hold an auction (his 
first) before a crowd of Eskimos. 
“He sold his overstock of watches 
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It’s the most compact, most complete silverplate 
display- unit ever produced! “The Silent Salesman” 
contains every piece of Silverplated Flatware you want 
to show customers! Just look! 


(1) a knife, fork and spoon in all 1847 Rogers Bros. 
patterns. And they’re in removable units for closer in- 
spection! (2) A complete 52-piece service for eight in 
fast-selling “Daffodil”! (3) 18 open-stock and fancy 
serving pieces! 

It’s the most perfect counter display ever designed! 
“The Silent Salesman” is 35” long, 11” wide, 5” deep 


closed, and 17” high with cover open. It’s made in a 
beautiful mahogany color “piano” finish, lined with 
luxurious deep-red silk velvet. Protective panes of clear 
acetate dre supplied. 


It’s the most terrific bargain ever offered! Comes 
ready to start selling with 85 pieces of 1847 Rogers 
Bros. Silverplate at a cost of only $75 net. That’s less 
than the silverware costs if purchased separately! 


Order “The Silent Salesman” today from your 
1847 salesman, your wholesaler’s salesman, or direct 
from us! 


O 


Americas Finest Silverplate 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Meriden, Conn. 














and jewelry and was somewhat 
amazed when it was all over to have 
a grinning native offer him a com- 
plete tape recording of the whole 


sale!” 
© © 


HIEF of the Month: Jewelry 

store on W. 46th St., N. Y. C., 
left a dozen cases of empty jewel 
boxes temporarily in its adjoining 
hallway. Before it could store them 
for the night, someone walked off 
with two cases. When the owner re- 
turned the next morning, the two 
cases had been put back in the hall- 
way, with a note: “Not worth the 
trouble.” (Reported by Paul Denis 
in The Daily Compass.) 


© © 


NE way of doing it. One Jeweler 
bats a pretty good percentage by 
sending slow-paying customers a bill 
several dollars higher than the price 
of his original purchase. If a cus- 
tomer owes him $20, he'll send him a 
bill for $30. In most instances, cus- 
tomers come to the store to complain. 
The jeweler, of course, corrects the 
statement, while the customer finds 
himself in the position where he is 
pretty well compelled to pay the bill 
or something on account. 


tw American marriage rate in 
July, August, and September was 

15 per cent higher than in the same 

three-year period of 1949. 

It will be interesting for you to see 
what effect this will have, as revealed 
by J C-K’s annual marriage survey 
which is now being prepared for a 
forthcoming issue. 


© © 


UR census of women watch re- 

pairers continues to grow. Mary 
Kllis (who is not a watch repairer ) 
of the Ellis Jewelry Co., North Little 
Rock, Ark., writes to tell us of three: 
Jesse McManus of Thornton, Ark.. 
Mrs. Betty Welmer of the Welmer 
Jewelry Store in Seymour, Ind., and 
another lady (whose name Mary Ellis 
does not know) at the J. A. Price 
Jewelry Store in Marked Tree, Ark.. 
We'll have to count the last as a 
“probable.” 

Texas sends us three via Jack Mc- 
Carley of Woods’-McCarley, Mineral 
Wells, Tex.: Bessie Glover of that 
city; Volene Jones of Lubbock, and 
Iris Rawlings of Austin. 

Crudup K. Howell informs us that 
his wife is an active watchmaker at 
his store in Louisburg, N. C., where 
she’s been working with her husband 
since 1942. 

Massachusetts joins the list of 

















When Mr. Timmbly asked me for my finger size, | thought he had a ring in mind! 
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states with lady watchmakers with 
Frahn D. Morse who works with her 
husband at Time-Hall, Westover 
Watch Repair at Westover Field Air 


Force Base. 


And there’s a young lady from 
Urbana, Ohio, who is confined to her 
wheel chair as the result of polio. 
Katherine Steinberger, 28 years old, 
has been repairing watches during the 
past five years for Howard T. Evans, 
Urbana jeweler. Which is a poignant 
reminder that the March of Dimes 
campaign is in full swing. 

That makes eighteen and one un- 
confirmed to date. 


© © 
RADE FAIR held in Amsterdam 


recently exhibited a diamond the 
size of the head of a pin that was cut 
with 58 facets! 


© © 
N the Good Old Days, before war 


news crowded the headlines, in- 
nocuous items about people finding 
pearls in oysters were considered 
newsworthy. Nowadays, you might 
find a story like this buried in one 
of the back pages. Formerly, when 
the tabloids got hold of this kindof 
a story, the pearl became worth thou- 
sands of dollars just for the sake of 
selling papers. Now, even the most 
blatant dailies are careful to check 
their facts before wasting newsprint. 


Robert G. Crowninshield, head of 
the Gem Trade Laboratory, Inc., is 
rather pleased with this new turn of 
events. A New York paper sent over 
an attractive blonde with a large 
black pearl (nice combination! ) 
which she had found in her chowder, 
to be appraised (the pearl, not the 
blonde). As jewelers know, the pearl 
is worthless, coming from this kind of 
clam, and even if it were good, any 
value it may have had is cooked out 
of it. 

What interests us is that news- 
papers are becoming educated about 
jewelry and that even the prettiest 
blonde doesn’t rate a battery of 
cheesecake photos if she doesn’t have 
what it takes to make news. 

For more interesting facts about 
the Gem Trade Laboratory, a story 
on page 106 tells what it is doing for 
the jewelry trade. 
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A “coveted fashion."" Diamond 
necklace and pin flash their 


traditional beauty. Theater 
suit with smart, boxy jacket. 








Bride's going away suit softened with 
a glowing pearl choker and earrings. 
Diamond betrothal rings in high mount- 
ings rise to new heights of brilliance. 

















/ news for your immediate selling pro- 
gram is the fact that 1951 styles promise to be ultra 
feminine and ultra gay! Clothing and jewelry are color- 
ful as a spring bouquet and as prettily feminine as a lace- 
edged petticoat. 

Fashion is quick to reflect the mood of the people, and, 
as so often happens during wartime, release from the 
black state of world conditions is being expressed in a 
bright flaunting of apparel designed to raise the spirits 
(perhaps the temperature!) and give a lift to the heart. 
At least the old, old question as to whether women dress 
to please other women or dress to please men is quite for- 
gotten during wartime. As more and more men enter 
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Spring Heralds Jewelry that 


For the ultra feminine styles of 1951, jewelry is 
indispensable. By looking into the future fashions, 
jewelers will know what to buy to coordinate with the 


clothing fashions that milady will wear this spring. 


military service women strive for frothy styles that will 
emphasize every feminine allure. Of course we know that 
Eve depended only on fruit, but after all, there was a 
man for every woman in the Garden of Eden! 

With so much uneasy speculation about how curtail- 
ment of materials, and perhaps, all out mobilization will 
affect the jewelry business it is stimulating to see fashion 
offer a gay boost both to industry and morale. 

Come to think of it, fashion is usually audacious. Re- 
member what happened in Paris when German soldiers 
first goose-stepped into the city remarking they didn’t 
approve the size of the women’s hats, the width of the 
men’s trousers, nor the amount of jewelry being worn 
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TOLER PPE 








Scarfs, caps, and stoles wear 
sparkling pins on this figure 
molded stole suit for Spring. 


Collarless neckline highlighted 
with a gold choker. Tunic suit 
flaunts pocket pins for effect. 
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Rhinestone epaulettes give 
a military dash to the clas- 
sic suit. Scintillating pin 
focuses interest at hip-line. 


Paints a Gay Fashion Picture 


because these extravagances showed disrespect for the 
German occupation? Hats became so flamboyant as to 
be fantastic, jewelry so bold it was hardly wearable, and 
the width of trousers increased to such proportion the 
flip-flap became too much for one continent to hold and 
the amusing zoot-suit encircled the globe! A rebellious 
people flung disdain at their enemy through fashion—and 
Paris wears again, not only flowers, but jewels in her 
hair! 


COLORFUL CLOTHING FOR SPRING 


Color is one of the strongest means of presenting a gay 
fashion picture and it is running rampant through all of 
spring styles. Colorful coats and suits are putting black 
in the background of choice for the coming Easter 
Parade, and these are the clothes we must consider in 
relation to current jewelry sales. 

Navy blue gives every indication of being the most 
popular color choice for spring suits, with beige tones 
running a close second. Especially important is pale, 
golden beige featured in stores as “champagne.” Impor- 
tant too is honey beige, cafe au lait, and a deeper tone 

(Please turn to page 130) 
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by WINIFRED PARKER 
(Illustrations by Peggy Christopher) 








FASHION BRIEFS 
Suits are figurish with nipped-in waists and rounded 
hips 
Skirts are mostly slim and 14 to 15 inches from floor 
level 


Many suits are collarless—good for necklaces 


Sleeves have sliced-off bracelet lengths—make brace- 
lets a must 


Scarfs, capes and stoles need sparkling pins 


Important suit colors: navy blue, beige, gray and 
softly colorful tweed mixtures 


Favorite accessory colors: all shades of pink, laven- 
der, lilac and blue 


Jewelry is exciting with color 
Designs are delicate 
Revival of epaulette pins 


Pins promise to be a topmost fashion 
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The Changing Picture 


JEWELRY SALES in U.S. by Area—1939 and 1948 
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PACIFIC 
Sales: 1939 —$ 39,866,000 
1948 — 152,836,000 


MOUNTAIN 
Sales: 1939 — $ 10,681,000 
1948 — 40,916,000 





Sales: 1939 — $ 72,931,000 
4s WEST NORTH CENTRAL Q  1948— 260,038,000 r, 
“Sales: 1939 — $ 27,977,000 
1948 — 101,056,000 


| et 








* Sales pcsition in relation 
to total U.S. jewelry volume. 


1939 | | 194¢ 7 





WEST SOUTH CENTRAL 
Sales: 1939 —$ 26,318,000 
1948 — 113,828,000 


5 


NEW ENGLAND 
Sales: 1939 — $ 31,366,000 
1948 — 79,803,000 
Migs 


c™»~=SX. 
EAST NORTH CENTRAL 


~ MIDDLE ATLANTIC 


2 oy Sales: 1939 — $ 96,556,000 
1948 — 269,827,000 


Spy 


" 
SOUTH ATLANTIC 
Sales: 1939 — $ 42,107,000 

1948 — 147,071,000 


EAST SOUTH CENTRAL 
Sales: 1939 — $ 13,793,000 
1948 — 59,503,000 








Slew does your business stack up with the 
retail jewelry trade as a whole? As a basis for com- 
parison, JEWELERS’ CIRCULAR-KEYSTONE has taken an 
analytical look at the report on jewelry sales in 1948 
as reported last month by the Bureau of the Census. This 
report was part of the Bureau’s tabulations of its 1948 
Business Census. Comparing these figures for 1948 with 
those of the retail jewelry trade reported in 1939, we have 
uncovered some interesting comparisons which reveal the 
growth of our trade during the ten-year span. 

The Bureau’s figures on the increase in the retail sales 
of jewelry stores from $361,595,000 in 1939 to the billion 
and a quarter mark in 1948 is consistent with JC-K’s 
figures published two years ago. Actually, JEWELERS’ 


94 


CIRCULAR-KEYSTONE’s estimate of 1948 sales published 
early in 1949, was within nine-tenths of one per cent of 
the actual sales figure for 1948—$1,224,870,000—tre- 
vealed by this latest census of business. This 1948 total 
represents a gain in retail jewelry sales of 239 per cent 
during the ten-year period. 

Along with this increase in retail sales, the number of 
jewelry stores increased 46 per cent for the same period. 
The Bureau of the Census reports 21,269 units in exist- 
ence during 1948 as compared with 14,559 in 1939. (In 
the recent census, the Bureau included all jewelry stores 
regardless of size, which did a minimum of $500 in 
sales during 1948. In the 1939 census, the minimum 
was $100.) 
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f the Retail Market 


AS REVEALED BY THE 1948 CENSUS OF BUSINESS 


In order to better appraise and compare the jewelry 
business in the various parts of the country, JEWELERS’ 
CIRCULAR-KEYSTONE has broken down the stark figures 
of the government report into a percentage basis. 

Remember those figures for the country as a whole: 
239 per cent increase in retail jewelry sales; 46 per cent 
increase in the number of jewelry stores. Now take a 
look at the individual showings made in the nine geo- 
graphic areas of the country as shown in the table below. 
This shows each area’s growth in retail jewelry volume, 
number of stores, average sales increase per store, and 
each area’s relative position in relation to per cent of 
sales to that of the country as a whole. 

As can be seen from the table, the West South Central 
states, comprising Arkansas, Louisiana, Oklahoma and 
Texas, with a 333 per cent increase in sales, showed the 
largest increase for any U. S. geographic division in this 
ten-year period. 


This increase, higher than the national average by 94 
percentage points, was accompanied By a sizable increase 
in number of stores—65.4 per cent, third highest of the 
nine areas. Despite this large increase in number of 
stores, the average sales increase for the individual store 
here was the second highest in the country—162 per cent. 

Another interesting revelation on this area is that jewel- 
ry sales here accounted for 9.3 per cent of the total retail 
jewelry volume of the country, representing a gain of 
two percentage points over 1939. This moved the area 
up from seventh to fifth place in its position of importance 
as a jewelry market. | 

Next highest sales-increase shown by any of the nine 
areas of the country was the East South Central states 
with 331 per cent. 

Only two percentage points behind the highest sales in- 
crease shown by the WSC area, (333 per cent) the East 


(Please turn to page 161) 
























































Per Cent Increase by Area in Sales, Number of Stores and Sales Per Store 
1939—1948 e 
Position in Relation 
to Total 
U.S. Jewelry Sales 
Avg. % 
% Inc. %Inc. | Sales Inc. 
Area in Sales | in Stores | Per Unit 1948 1939 
,. NewEngland.......... 154% 18.6% 114% 7 5 
~* Middle Atlantic....... 180% 35.1G 106] 1 1 
East North Central.... 257% 34.6G 159% 2 2 
West North Central... 261% 36.8] 164%... 6 6 
South Atlantic........ 249% 70.9% 104% * 4 3 
East South Central... 331] 86.1% 130G 8 8 
West South Central... 333% 65.4] 162Z - 5 7 
Mountain............. 283% 67.3G 136% 9 9 
lig aia wraith aed 283% 61.5] 137] 3 4 | 
National Average. — 239% 46.0% 131G 
| 
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A Gilt Parade 


Above: Silver items were posed on platforms of rich red cloth 
in this nicely organized window of Smith Patterson of Boston, 
last Valentine's Day. A raised center panel showed a curling 
streamer banner extending from ferns at left to plush heart 
at right. The public was urged to buy gifts of distinction. 
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Left: Gold and silver gifts for milady were featured by 
Carson's Jewelers, Glendale, Calif. Three white wall cards 
draped with red silk curtains emphasized Valentine's Day. A 
large heart of rose toned quilted satin carried a card with 
the words "Valentine gifts of gold and silver."' Gold rings 
and silver hollowware were emphasized in addition to diamonds. 


Lower left: Large plush hearts of red with white edges were 
efficient displayers for small fashion jewelry pieces at the 
Long store in Boston last year. The store prepared its nicely 
arranged window banks into a series of coordinated gift sug- 
gestions designed to bring more than one gift into mind. 








Below: Dramatic plush pink heart with central flower decor 
sparked this appealing gift display at Long's of Boston. A 
pink fibre glass netting joined all displays. Paper folding 
hearts were side trim to give a romantic over-all effect. 























or Valentines Day 


Above: Arrow shafts pierced a spun-glass and flower heart in 
this novel Valentine setting of Smith Patterson in Boston. A 
white netting streamed over red fabric platform covering for 
a timely motif. Silverware was the gift suggestion featured. 


Right: An unusual window by Hertzberg's, San Antonio, Texas. 
Sterling hollowware and costume jewelry were promoted during 
the day before Valentine's. The figurine swinging from the 
lacy heart in the center caught attention because of a small 
spotlight focused on it. The slogan "Have a Heart" proved 
to be a good one to build up interest in Valentine gift sales. 


Lower right: The J. Herbert Hall Co., Pasadena, Calif., had 
a window display for Valentine's Day last year with a long 
velvet panel on which a large white satin heart with a red 
ribbon border pointed out a photograph of two sweethearts 
in the center. Narrow ribbons of red and white swept down 
to the floor ending in little gifts of silver and of gold. 


Below: Friedlander's & Sons of Seattle, Wash., put a large 
lace-trimmed heart in the background. In foreground is a 
white cloth-covered panel cut-out in shape of a heart. The 
figurines, personal accessories, and costume jewelry were 
emphasized as appropriate Valentine gifts in this window. 
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Curved panels add to its appearance. 







































Ledges make an effective background. 
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Shadow boxes with detachable frames. 
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A balanced combination of all ideas. 
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Dring Spring Ih 


Backgrounds can make or break 


window displays. Plan them! 


Ee window backgrounds are 
as important to the success of window merchandising as 
well-planned scenery is to the success of a play. Good 
scenery never made a good play out of a bad one, but an 
appropriate setting will make both play and merchandise 
appear to their best advantage, and the enjoyment and 
success of a good play has frequently been badly handi- 
capped by ugly and distracting scenery and costumes. 
An unattractive, fussy, busy window background will in 
the same way so distract attention from the merchandise 
and from the window itself that loss of sales will result. 


Old style window backgrounds of heavy architectural 
design are rapidly giving way in modern jewelry stores 
to simple, colorful, flexible units whose sole purpose is to 
enhance the good looks and appeal of the merchandise in 
the window. The ultra-modern in store design—the open 
front style with unobstructed view into the store—may 
appear to eliminate the idea of a window background 
completely. This is not so. The view into the store then 
comprises the background and the arrangement and fur- 
nishings of the store interior are so planned that they 
serve the purpose of a background. When the merchan- 
dise on display is large enough in size to hold its own 
against such a large-scale background and when there is 
no desire for privacy on the customer’s part—the open 
front store has proven very successful. In the jewelry 
store, a contrary situation exists; mostly, jewelry mer- 
chandise is very small in size and most customers prefer 
some sense of privacy when shopping for such important 
items as engagement rings and wedding silver. A modi- 
fication of the open front style with only a partial view 
into the store from the street and with panels or curtains 
behind the merchandise display has proven more success- 
ful for the jeweler. 


An enclosed background requires some form of perma- 
nent framework, but any permanent installation should 
be designed to allow for frequent change—wall and floor 
panels which can be recovered, curtains which can be 
alternated, screens which can be changed or eliminated. 
Different merchandise, different seasons, different selling 
promotions call for different background treatment and 
colors. 


Jewelers who have recently modernized their stores 
should have windows planned correctly in proportion 
and dimensions for the merchandise they display in them. 


(Please turn to page 134) 
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Your Kaster Window Ideas 


by VIRGINIA DIXON | 


How to set up the Easter window. 


A FLOWER bedecked Easter egg serves as the 
focal point for this Easter gift display with three flower- 
trimmed circlets to make the background gay. The Easter 
egg unit comes from Bois Smith, 228 West 39th Street, 
New York, and consists of a convex plastic egg-half 
trimmed with stiff lace edging, ribbons and colorful spring 
flowers. The plaque on which it stands is satin covered 
and offers some merchandise space. The unit measures 
16 inches long by 12 inches high. 


The circlets for the background are made of white 





THE EASTER WINDOW 


Materials needed to assemble this display 


Source 
Bois Smith 
228 West 39th Street 
New York 18, N. Y. 


Material 


Easter egg unit on satin 
covered pad 16” long, 
12” high. 
under $15.00. 


Wire circlets with flowers 
8” diameter — $2.50 


each. 


Bois Smith 


Gift wrap paper and rib- Stationery store 


bon 




















wire and trimmed with matching flowers. Satin ribbons 
suspend them from the wall. Circlets measure eight 
inches in diameter. The color scheme of the sample units 
was lavender, purple and yellow, but they may be had in 
other color schemes if desired. 

Small boxes, gift-wrapped in colors to harmonize with 
the Easter egg unit, emphasize the gift suggestion. Copy 
may be lettered on an egg-shaped card. Merchandise is 
arranged on the base of the egg unit and on the window 
floor. Narrow satin ribbons matching those on the unit 
may be extended across the window floor from the egg 
with merchandise laid at right angles across them. 

The lavender and yellow color scheme is a suitable one 
for Easter, but any pastel scheme—pale blues, pinks, 
greens—would be appropriate as well. Background 
should also be in a light color if possible. 

















This window in pastel colors creates the proper Easter atmosphere. this display striking. 
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Easter egg unit bedecked with flowers. 





Three of these flower 
trimmed circlets make 
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In the section of the Manlie 
store devoted to fine silver, 
there is an atmosphere of lux- 
ury that makes customers want 
to stop and examine the mer- 
chandise while they are shop- 
ping in this elegant store. 


, 
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LIGHTING 


by BENEDICT KRUSE 


The main showroom is a gleaming 
example of superb displays com- 
bined with modern lighting to 
give an effect of beauty, func- 
tionalism and efficiency. Spot- 
lights have been most effective 
in bringing out the sparkle of 
jewelry and other merchandise. 
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| Magic Heightens Jewelry Glamour 


Through balanced lighting, on his neat displays, William Silberstein, owner 


of Manlie’s Jewelers in Hammond, Ind., proved that this is an important mer- 


chandising factor which should not be treated carelessly in sales planning. 


Winner of a nationwide contest sponsored 
by General Electric for being the most unusually lighted 
store of its kind, Manlie Jewelers, 5207 Hohman Ave.. 
Hammond, Ind., has found that dramatic and effective 
spotlighting is one of the best methods of featuring both 
their merchandise and their fine new store. 

The main showroom at Manlie’s, which is located in 
the heart of downtown Hammond, contains a row of 24- 
inch showcases on each side of the store. These are 
equipped with fluorescent tubes on the inside of the top, 
front molding. But this is not enough light to give jewelry 
displays their proper sparkle. 

In place of the standing lamps very often used on 
top of the showcases, Manlie’s displays draw their extra 
light from spotlights in the store’s ceiling. These are 
set slightly in front of the cases, so that the light strikes 
the glass tops at an angle. In this way, the reflections 
are thrown to the rear of the counter and none of the 
glare hits the customer. The same lighting principle 
is used on the store’s modern, eye-level window displays. 

Another unusual feature has been introduced in the 





QO 


Bas OF 
Br 










main room lighting throughout the store. This con- 
sists of shielded, indirect lighting in the main showroom 
and diffused lighting in the rest of the store. At first 
glance the light seems to come from fluorescent tubes. 
But, owner William Silberstein explains that neon has 
been used throughout. He says that the decision to use 
neon resulted in a considerably larger initial expense 
over the cost of fluorescent fixtures. He says, however, 
that the negligible upkeep of neon will make the invest- 
ment worthwhile. 

But, there is more to a successful credit jewelry store 
than fancy lighting. The layout and merchandising poli- 
cies of Manlie’s are probably even more noteworthy. 

Behind the two rows of 24-inch wide showcases de- 
scribed above, the walls are lined with cases which are 
narrow enough so that they accommodate only a single 
row of merchandise. In this way, every item displayed 
is given prominence because it is neither behind nor in 
front of any other item. 

Silberstein has followed a policy of varying the displays 

(Please turn to page 129) 


Above: The cleanly designed ex- 
terior matches the interior in 
up-to-date store design. Leff: 
In the section of the store de- 
voted to appliances, pens, etc., 
there is a blending of all the 
items displayed without any de- 
traction, one from the other. 
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, fe) A composite picture of the diamond mines showing 
JAGEKSFONTEIN aerial view of compound in background. In the fore- 

yy ground, a "boy" receives bonus for finding a large 
yy stone. Map shows route taken by Mrs. Hannaford. 
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Widespread are the tales about diamonds being as common as pebbles on 
the beach at the mouth of South West Africa’s Orange River, but these 
stories are strictly a la Munchausen, according to author Hannaford, 

who gives a true picture of diamond mining at these great alluvial 


deposits in this fascinating story for The Jewelers’ Circular-Keystone. 


‘Te CcLouDs below were a soft but impene- 
trable blanket extending to the horizon. I watched 
anxiously for some evidence of their thinning out. Would 
the plane be able to land? If not, I should be carried 
170 miles to the north and deposited in a town that did 
not exist in my geography. 

Suddenly, the clouds became thin and wispy. The pilot 
dove through them. For 15 minutes, it seemed as if the 
plane just skimmed the tops of huge sand dunes. Then, 
in what appeared to be the middle of the desert, we came 
down and taxied to a small cement-block building. This 
was the airport of Alexander Bay, Union of South Africa, 

_ shows the size of the area being mined and in the heart of the west coast diamond country. 
ne ee oe ee a ee ee As I got off the plane, I could see the dim outline of a 


in center is Mrs. Hannaford. When this section é‘ ’ , ° 
is completely mined, sand on either side will formidable mountain range in the far distance to the 


be dumped back to uncover an adjacent section. east. In all other directions, there was nothing but desert. 
This trip had been planned for me in Kimberley. I had 
flown from there to Capetown the day before in order to 
get the early-morning mail plane that would bring me 
here. At the Capetown Airport, I had been amused by 
the concern of the young man in the ticket office when 
he told me that Alexander Bay was fog-bound. In my 
lecture work in the United States, I average about 15,000 
miles of travel a year, a lot of it by car. I have driven 
through blizzards and sand storms and around floods. 
Emergencies arise frequently, but there is always a way 
out. Why be so concerned with a little fog? 
“We are sorry, Mrs. Hannaford, but unless it lifts, 
which is doubtful, we won’t be able to land you at Alex- 


ander Bay.” 


Prospector sorting gravel (from the jigs) to - 2 66 ’ 
recover alluvial diamonds from the deposits. Looking at my watch, I said, “That’s too bad because 
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Prospecting trench. To locate 
payable areas where there are 
diamonds, prospecting trenches 
are dug at right angles to the 
‘sea. Each trench has its own 
miniature washing and prospect- 
ing plant. The results of this 
determine area to be mined. A 
trench may be three miles long. 


I’m expected on this plane and I’m being met. Can I get 
a seat on the next plane?” 

He was apparently surprised at my calm acceptance 
of the conditions. 

“Oh, yes, you can get on the next plane all right, but it 
goes day after tomorrow.” 

Then, frankly, my calmness vanished. Two whole days 
lost! I started looking for a way out. 

“If you can’t set me down at Alexander Bay, what is 
the next stop?” 

“Keetmanshoop.” 

I had never heard of it. “How far from Alexander Bay 
is that?” 

“A 170 miles.” 

I gave a sigh of relief. “Then that will be all right,” 
I said. “If I have to go on to Keetmanshoop, I'll phone 
the people who were to meet me and ask them to send a 
car for me.” 

The young man looked startled. “Well,” he said with 
some hesitancy, “the phone service from there to the coast 
isn’t very good. It sometimes takes two or three days to 















































get a call through.” He paused, giving me a chance to 
digest this fact. Then he went on, “And there isn’t any 
road. You would have to go northeast to Luderitz and 
then down the coast, and I believe that is about 700 
miles.” Another pause. “Then, there isn’t any bridge 
over the Orange River.” 

It was then that I began to realize what this country is 
like. I had no answer to the difficulties except chance, so 
I told the young man that I would take the plane anyway 
and hope the fog might lift. 

His answer, with a smile, was, “I don’t know whether 
you re a brave woman or you don’t know our country.” 

I had to say, “I don’t know your country and suppose 
you tell me no more about it before I leave.” 

However, luck was with me, and as was described at 
the beginning of this tale we did get through and here 
I was with some understanding of the young man’s con- 
cern. 

Mr. Louwrens, manager of Consolidated Diamond 
Mines of South West Africa, had a car at the airport. We 
(Please turn to page 138) 


Gravel is shoveled out wherever 
possible. Diamonds may be de- 
posited with small gravel worn in 
rocks. Mine worker with broom is 
sweeping cut gravels from rock 
crevices; then they will have to 
be washed. Note that stones in : 
upper left are worn smooth by 
the action of the ocean on them. 

















FREE photos... diamond mining and cutting 





Use them for window display : Use them for store display 





8 photographs on diamond mining .. . authentic step- 
by-step pictures taken in South Africa. 
9 photographs on diamond cutting .. . showing the 


step-by-step progress from rough to gem. 


oe These graphic, on-the-scene photographs worked for 
> you, first, in magazine and newspaper articles on 
-. diamonds. Now, jewelers are asking for them to use 
in dramatizing diamond displays and talks. They’re 
part of the planned, all-out diamond promotion that 
stimulates diamond publicity, and uses diamond adver- 
tising, to help you sell. They’re yours, FREE. . 
Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th Street, New 
York 17, N. Y. 





De Beers helps you sell diamonds with: 


Three National Advertising Campaigns: 1. The Engage- 
ment Diamond Tradition—in Life and Look magazines. 2. Later-in- 
Life Diamonds—in The Saturday Evening Post. 3. Diamonds As 
Gems of Fashion—in Vogue and Harper's Bazaar. 


Publicity in newspapers, magazines, on the radio and television. 


Movies —The Eternal Gem’’— to show in your town. Write to 
Association Films, 347 Madison Avenue, New York 17, N. Y. 





Lectures throughout the country. 


Use th a “al Se Diamond Sales Manual. Helpful FREE booklet, “More Dollars 
se them for lecture materia from Diamonds.” Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., New York 17, N. Y. 


Tie in with this all-out promotion — keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Gemstone or Imitation?... 


That’s a question that typifies those that are presented daily to the Gem Trade 
Laboratory in New York City. Since its beginning in 1940, the Laboratory has 


satisfied the need for an authoritative source of scientific gem identification. 


| KNOW these pearls are real because | saw 
the diving boys at Zamboanga take some of them out of 
the oysters.” Thus began one more of the opening lines 
of a scene that is typical of those that occur almost daily 
at the Gem Trade Laboratory, Inc., of the Gemological 
Institute of America, 5 East 47th St., New York. 

Each day’s problems at the “Lab” are different and 
almost always fascinating. Requests range all the way 
from identifying a strand of pearls, through plotting im- 
perfections in a 35 carat diamond, to identifying a 
“pearl” someone took out of a bowl of oyster stew. 

Almost as varied as the requests are the people and 
organizations requesting service. They include diamond 
dealers, pearl dealers, colored stone dealers, retail jewel- 
ers, appraisal organizations, loan associationg, pawnshops. 
Better Business Bureaus, bank trustees, insurance ad- 
justers, tourists, seamen and the ordinary man in the 
street. 





106 


As if to emphasize the world-wide interest in gemstones 
and gemstone identification, a look at the Laboratory’s 
guest book reveals that there have been visitors from 15 
different countries as widely separated as Australia, Fin- 
land and Nigeria, to mention a few. 

Since its beginning in 1940, the Laboratory has satis. 
fied a need for an authoritative source of scientific gem 
identification to serve both the gem trade as well as the 
layman. Originally sponsored and maintained by mem.- 
bers of the gem trade, the Laboratory has been a func- 
tion of the Gemological Institute of America since 1949, 
It is still partially maintained by its own members, how- 
ever, and administered by its own advisors. 

The work of the Laboratory has continued uninter- 
rupted in the many cases of uncertainty and disagreement 
concerning gemstones. Its setup is as modern as the 
latest in scientific gem identifying instruments and trained 
personnel make it possible to be. Like a modern crime 


Customer bringing strand of 
pearls cnd studs to be tested 
is met at door of "Lab" by 
Robert G. Crowningshield, the 
director of Gem Trade Lab- 
oratory. Description of pieces 
is entered on form shown on 
the following page which will 
also note results of the test. 
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NEEDED FOR MILLIONS OF LIGHTERS 
ALREADY IN USE... AND FOR 
MILLIONS OF NEW GIFT LIGHTERS 


GREAT 
TRAFFIC BUILDERS 


FAMOUS FOR 
REPEAT SALES 


OUTSELL 
ALL OTHERS 
4TO 1 


CREATE WORLD’S FINEST 
IMPULSE IN 
SALES QUALITY 


MOST HEAVILY ADVERTISED 


Ronson Redskin Lighter Necessities ads work 
for you every week in Life, Saturday Evening 
Post or Collier’s. Also, pre-sold for you on 
Ronson’s “‘20 Questions’’— network radio and 
TV, plus TV spots in leading cities. 








A 






aaa wi 


— 


Emifi: 














detection laboratory which it most closely resembles, the 
daily work of the Gem Trade Laboratory provides an 
unending source of unusual tales that make most inter- 
esting reading. 

Take the case of the lady with the pearls mentioned 
above. While in Manila, she had read an article about 
the work of Dr. A. E. Alexander, former director of the 
“Lab,” in one of the popular magazines. Since part of 
this article had dealt with the X-raying of pearls, an 
element of doubt had crept into her mind that some of 
the pearls which she’d acquired from the “diving boys of 
Zamboanga” might not be natural, even though she’d 
seen some of them taken from the shells. 

On her next trip to New York she brought the lot to 
the Gem Trade Laboratory to have them tested. All of 
the pearls X-rayed by the laboratory staff—and these 
included some thirty strands in addition to numerous 
loose pearls—proved to be cultured and worth only a 
fraction of the lady’s investment of $20,000. 


50,000 PEARLS TESTED IN A YEAR 


Her’s were only a few of the more than 50,000 pearls 
tested by the lab during its first year of operation under 
the Gemological Institute. 

Some cases have their brighter side, too. For example. 
the plight of a lady-jeweler who had sold a male customer 
a fine gold ring set with a greenish-yellow stone. The 
jeweler knew the stone to be “real” but as to what it 
was, she just didn’t know. In any case, the lady-jeweler 
had no trouble selling the ring and the customer was 
pleased with it until he had occasion to have the ring 
re-sized. He took it to another jeweler who happened to 
be more convenient at the time and was told by this 
jeweler that it was a shame to put a piece of glass in such 
a fine mounting. Understandably, the customer rushed 
back to the lady-jeweler whose plight was not a happy 
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X-rays of pearl necklace and studs 
is shown customer on the Viewin 
screen. X-ray gives positive iden. 
tification of pearls as to whether 
the gems are natural or cultured 


Sample of form -given to customer 
of "Lab" gives description of the 
stone or stones and the results of 
the test given them by Laboratory. 





Gem Trade Laboratory 


GEMOLOGICAL INSTITUTE OF AMERICA 
Scientific Identification ef Gemstones and Pearls 
5 EAST 47th STREET 
NEW YORK CITY 17 
Murray Hill 8-1986 


REPORT 














Received from Cp 
the fellowing for testing: 

QUANTITY — DESCRIPTION TESTS PERFORMED 
RESULTS OF ABOVE TESTS INDICATE ITEM(S) TO BE: 
The articles listed on this report are delivered to and received by the signer upow the express understanding end agreement thet the 
Institute assumes no responsibility for any lose or damage while the same are in ite possession, except where caused by or resulting 
from the dishenesty or negligence of an employee. 
This report sets forth the reeule indicated by the tests performed. However, neither the Institute nor any of ite employees shall be 
responsible for any action that may be taken on the basis of such report. 


GEM TRADE LABORATORY 
Gemological Institute of America 





By 

Laboratory Fee $ 
Above items are being returned herewith via Express Collect C.0.D. 

- No Appraisals or Evaluations - 














one in trying to explain to the customer the fact that the 
stone was a “real” one while not having the slightest 
idea of the identity of the stone. 

Determined to find out what the stone was, the jeweler 
asked five friends in the trade and got five different 
answers. She finally wound up at the Gem Trade Labora- 
tory with the remark, “I hope this is the end of the line.” 

It was. The stone was identified by the laboratory 
staff as a rare color of tourmaline which had further con- 

(Please turn to page 144) 
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220 West 5th St. 
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Melee Plant: 
305 East 45th Street, N.Y. Cc, 


She dreamed for years but decided in minutes 


Years ago the girl 
dreamed of romance .. . of knights 


in shining armor, of laces, of silks, 


of diamond rings. 


Today, the woman is shopping. 
She’s found her knight; now she would 


select her diamond . . . her symbol 


of fulfillment. 


The dreams, the romance is still there . . . 


but, today, she also has a mature sense 


Ss 









of value. She wants the finest 


diamond her budget will allow. 4 \ Dm Ne. 


She wants value. taj lll : >» 





And, naturally, she'll go to the jeweler 


that features the fully polished Circle-of-Light 


Diamond. She can actually see the 


greater loveliness, greater size appearance, 


Si 
greater value in this blazing gem. 


CIRC EE 
(com h M, i (5 = A diamond 


= The diamond with the signature no other can copy 
—<— > 
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: Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
Brothers, Ine. 





March means Easter, Easter means Diamonds, and Diamonds mean 
Swirsky & Ehrlich...“America’s fastest growing Diamond house”. 
The right source of supply can help YOU to merchandise more 


Diamonds, every month in the year! Inquiries cordially invited. 


- SWIRSHY & EHRLICH 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
1802 Main Street 
PRospect 1041 


ANTWERP, BELGIUM 
62, Rue du Pélican 
296.29 





LOOSE DIAMONDS EXCLUSIVELY 
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Diamond 
De Beers 
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Photographs Courtesy of 
Consolidated Mines, Ltd. 
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To help the jeweler in his Valentine's Day 
promotion, the Jewelry Industry Council of- 
fers him a "plan book" full of ideas for his 
displays and all other advertising media. 


The first two weeks of February offer the jeweler the opportunity to step 


up his sales by concentrating his promotional efforts on his wares as the 
“Gifts That Are Cherishable, Not Perishable” for Valentine’s Day gift-giving. 


KF OR the first gift-giving occasion after 
Christmas, Valentine’s Day, the Jewelry Industry Council 
has released a sales-getting idea and plan book for the 
promotion of jewelry store merchandise. February 14th 
provides the retail jeweler with the first chance to break 
the post-Christmas sales lull. “For Valentine’s Day, 
choose gifts that are cherishable but not perishable” runs 
the JIC slogan this year. 

Valentine’s Day offers jewelers a two-week opportunity 
to step up their sales and actively promote their gifts, and 
it’s a chance to invite the Christmas trade to become 
more than once-a-year customers. 

With this in mind, the council emphasizes that it’s 
necessary to get the jump on flower stores, candy shops 
and other competitive stores by having Valentine windows 
ready by January 3lst, and then change them again a 
week later. 

“Who can resist the right information?” is the theme 
for mailing pieces. And the idea book has samples of 
letters for both men and women and another for men 
whose engagements have been recently announced. The 
JIC advises sending letters to everyone on your mailing 
lists. 

For radio advertising, the Council recommends “speak- 
ing to the hearts of your radio audience.” It offers scripts 
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with fashion, institutional, and emotional appeal, in addi- 
tion to a special one directed to men in the armed forces. 

To complete the promotion, JIC says to plan newspaper 
advertising as a “campaign.” Again, it emphasizes the 
necessity of starting the promotion before other com- 
petitive shops start theirs. It suggests “signing” the ads 
as you would a letter, with “Sentimentally Yours” or 
“With our Heartiest Wishes.” 

A. Haase, executive director of JIC, hits the heart of 
the matter in his message printed in the idea book: “Into 
his preparations for Valentine’s Day, the retail jeweler 
makes a bigger investment of dollars and of effort than 
does almost any other kind of merchant. 

“It would be less than justice if he were less richly 
rewarded than other merchants. 

“If this Idea-Book helps you get your just share of 
Valentine Business—and if the month of February is 
thereby made a better month for you—we at the Jewelry 
Industry Council will be made happy, very happy. In all 
sincerity.” 

For its Silver Parade from April 12 to April 28, this 
year the JIC will have the slogan “Everyone Treasures . 
Silver.” This will be followed up by The Diamond Exhibit 
from May 24 to June 9, with “No Gift Says Quite So 
Much as a Diamond.” 
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A MEMORABLE OCCASION 


Whatever the occasion — Valentine’s 
Day, June Weddings, birthdays, or any 
other memorable date for your cus- 
tomers— it’s the right time to increase 
your diamond sales. From the large 
selection of Kimberley loose diamonds 
—famous for sparkle and accuracy— 
you'll find it easy to choose the dia- 
monds that will satisfy your special 
occasion customers and your every-day 


customers. And, to have the right dia- 


monds when you need them most, take 
advantage of Kimberley’s overnight 
memo service. Compare Kimberley and 
you'll buy Kimberley! 


GOODS SENT 
ON MEMORANDUM 


WRITE TODAY 
FOR PRICE LIST 
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Air Conditioning . . . 
A Profitable Investment For Increased Sale 


From any angle, air conditioning is worthwhile for the jewelry store. Its : 


cost is more than offset by customer satisfaction and employee efficiency. 


aes 
ie 











. — Wiss Sons, Inc., jewelry store in E. Orange, N. J., 

is air conditioned by a five-ton self-contained 
packaged unit. Air vents in the ceiling add to 
the modern decoration of this up-to-date store. 








In the Rogers jewelry store, Cuyahoga Falls, Ohio, 
the air conditioning unit is painted jet black, 
with yellow trim, to blend in the store's color 
scheme. Unit is at the right rear of the store. 
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ization devices in this era of progressive merchandising 
is air conditioning. It is a service which all jewelry 
store: owners must consider in these days of stiff com- 
petition. 

Its basic value generates from man’s natural desire for 
comfort. From his inception, forces of human wants and 
desires for comfort have been at work. Our primeval 


ancestors sought the shade of the forest, the coolness of per cent during the summer months, according to statis- 
the cave and the breeze on the hill-top to obtain relief tics from one manufacturer of air conditioning units. 
from the heat. Today these basic forces are the same. Now they enjoy profitable business all year round, in- 
The perspiring shopper seeks the coolness of an air con- stead of seasonal periods as was common before the 
ditioned store, restaurant and theatre in which to conduct stores were air conditioned. They report also that sales- 
business, enjoy a meal and be entertained. men are more alert and courteous, make fewer errors 
From the jewelry store owner’s point of view, air con- and spend far more actual time on the job because of 
ditioning attracts new customers and holds the old ones. the comfort factor. 
It causes both groups to shop more leisurely, which is Then, too, air conditioning keeps expensive furnishings, 
important, because in the jewelry business most customers decorations and appointments looking new longer. It 
prefer to take time making purchases, since the amount filters and cleans from the air most of the dirt and other 
of money involved is usually large. Also, the longer a impurities which soil rugs, draperies, fixtures and fur- 
customer can be induced to spend in the store, the more nishings. Doors and windows remain closed the year 
merchandise he or she will look over and be tempted to round, eliminating drafts, dusts and outside noise. 
buy. In an air conditioned store, time and effort required to 
Reports from jewelry store owners, where air con- keep the store and merchandise looking its best is mate- 
ditioning has been installed, reveal that their volume of rially lessened. Silver stays bright and clean longer. Tar- 
sales have increased from 20 per cent to as high as 40 (Please turn to page 147) 
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‘Double-Duty’ Display Fixtures 
Increase Store Efficiency 


These unique display fixtures create an atmosphere of leisurely shopping 


in this suburban store that is usually found only in larger jewelry stores. 


DB hies display fixtures that do double 
duty and an unique window display fixture are the high- 
lights of the jewelry store opened by the Schwanke-Kasten 
firm at 326 East Silver Spring Road, in the suburban 
town of Whitefish Bay, Wisconsin. 

This suburb to the north of Milwaukee proper is a 
community of attractive homes; and so the top manage- 
ment of the downtown store on the corner of East Wis- 
consin Avenue and North Milwaukee Street determined 
to have their new outlet match those homes for beauty. 
They chose as their location, one of the stores being built 
in a block-long development; and then they went ahead 
to plan the interior and the window displays. Henry 
Berry of the C. D. Baird Company of Milwaukee de- 
signed it. 

The display fixtures are especially worthy of note, be- 
cause they have the customers’ chairs built right into 
them! Yes, that’s right; and when not in use, these chairs 
are slid back under the fixtures’ bases, and they can’t be 
told from a front base panel! Five of the display fixture 
counters are built slopingly on the bottom so that cus- 
tomers can stand very close in with their feet and look 
right into the glass showcase top without stubbing their 
toes. About five inches of the base are of black so that 
toe scuff marks won’t show. The aforementioned chairs 
are built two in each of the three hip-high counters. The 
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by SILVIA SCHUSTER 


Note unusual swivel display bo, 
unit in the new Schwanke-Kasten 
store in Whitefish Bay, Wis. |+ 
does double duty by having one 
end on a swivel and the other 
end supported by a wooden pil- 
lar which moves on rubber wheel. 





4\t 


costume jewelry counter, the diamond ring counter, and 

the silverware counter were purposely made lower so 

that people could sit down while making their leisurely 
(Please turn to page 164) 








Store manager Briggs seats a customer in one 
of the chairs which is built into display fixture. : 
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diamonds 





unlimited... 


} You can confidently count on the House of Winston to precisely 


a fulfill your stipulated requirements as to weight, quantity, 





quality and color of the diamonds you need—promptly and 
at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 









rare jewels of the world oy T 














7 EAST SIs: STREET, NEW YORK 





OWNERS AN D eurrees O F a. 4 JON KER AN D VARGAS DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
he ON REQUEST BY FINE JEWELERS IN YOUR CITY. 


































Derby Sponsor 








Jeweler Oscar Rohr shows customer 
a copy of the full-page publicity 
he received in connection with his 
sponsorship of the soap-box derby, 
Rohr says he benefited for weeks 
after this event, which gave him a 
definite upsurge in jewelry sales. 


by SILVIA SCHUSTER 


Makes Headlines and Sales 


Jeweler Oscar Rohr has found that sponsoring boys in various contests not 


only leads them into constructive channels but benefits business as well. 


A MILWAUKEE, WIs., jeweler who has chan- 
neled his extra-curricular activities toward directing the 
interests and energies of teen agers into constructive 
outlets, has recently been rewarded with city-wide pub- 
licity and goodwill which could not be bought at any 
price. That jeweler is Oscar Rohr, who, together with his 
son, Bob, runs his jewelry firm on the fifth floor of the 
Manhattan Building at 617 North 2nd Street, in down- 
town Milwaukee. 

For the four years that he has been in this location. 
Oscar had sponsored bowling teams and baseball teams. 
paying all tournament fees for the groups and supplying 
them with shirts which bore his firm’s name on their 


backs. 


Those teams hit the paper columns quite often, and 
naturally, got his name in print almost daily during play- 
ing seasons; but last year he sponsored a new type of 
sport, and in 1950 he repeated his sponsorship and really 
hit the jackpot on free (but priceless) publicity. 


This year, he was the backer for the fifteen-year-old 
boy who built the winning soap box racing derby car. 
The resultant publicity got his firm’s name spread over 

(Please turn to page 148) 
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48,000 See Tom Burkhardt 
Win Soap Box Derby Crown 
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ski, 2100 W. Vilter Lane} his father, Louis, and 
brother, Gaylen. Air view of Derby course and 
crowd on Page 4 of, this section and page of 


Derby winnér Tom Burkhardt poses with his rear are his grandmother, Mrs. Mary Wolczew- 
proud 
«pictures on Page 3, Part 2. 


his sister, Loretta. In the 





The picture which appeared on the front page of 
the Milwaukee Sentinel was priceless publicity. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 


32/34 Holborn Viad 
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We have a large stock of Precious Stones, mounted and unmounted from | : 
which to make your selection. Let us cooperate with you on your special calls. 


JEROME RICHHEIMER -Inc 


608 Fifth Avenue ncaa 





cad ba oat 











New York 20, N.Y. : 
THE MODE’* 


* Reg. U.S. Pat. Off. 
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s will hear more and more about Multi-Facet during 
1951. You will observe that this new and well-organized 
company will follow a progressive program in conduct- 
ing its business cutting and distributing fine diamonds 


io fine jewelers every where. 


You will see—beginning next month—Multi-Facet nationally and beau- 
tifully advertised in several of the country’s most successful 
publications. You will realize—as Multi-Facet’s plans unfold 
—that something truly new has been added to fine diamonds 

added in beauty. in merchandising. and in your custom- 


ers. pride of possession. 


You will come to respect and value the Multi-Facet franchise in your city. You will 
be prompted, we hope, to picture your store in Multi-Facet’s 
new concept of fine diamond merchandising. You may want 
to discuss our franchise plan with us. If so, we will be de- 


lighted to hear from vou and to arrange a meeting with you. 


a Multi-Facet diamond 
; te ; ; 
an ordinary diamond 4 S with 40 extra facets 


=-9 
7 
“ss 


... Showing the grey nT, wa ”, around the girdle 
unfinished girdle. \/\4 which gives amazing 


extra beauty. 





THE MULTI-FACET COMPANY |! 666 FIFTH AVE., NEW YORK 19, N.Y. 


“40 extra facets tor greater brilliance and beauty. Patented 
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uality Repairs 
Bring Big Sales 


To Small Shop 


I. a thimble-sized jewelry shop in Upper 
Darby, Pennsylvania, we saw a letter written by a cus- 
tomer of long standing to advise Joseph Gerlach, the 
owner, that he was sending his watch to him for a com- 
plete overhauling and a new strap. The letter was post- 
marked from a city of Mississippi. Such letters frequently 
arrive at this store, and this fact together with the large 
and constant ebb and flow of customers at all hours of the 
day and during two evenings a week, prompted us to in- 
vestigate the reason for the thriving business, which this 
tiny, triangular store, measuring only seven by eight 
by four yards, enjoys. 

Ninety per cent of Gerlach’s Jewelers business is 
derived from repair work. “People,” declared Gerlach, 
“are inherently lazy and don’t like to go out of their 
way. For this reason, location, contrary to some jewelers’ 
opinions, is of prime importance.” The location of this 
store was carefully selected fourteen years ago, when 
Joseph Gerlach arrived from Ohio where he had learned 
the jewelry business from his father. The original store, 
located a few feet away from the present one was even 
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by MARY ZOOK 


The repair shop where three 
men work full time is a fine 
example of efficient opera. 
tion in a small jewelry store. 
In addition, Gerlach's has 6 
man repairing watches on the 
outside working full time. 








The owner's brother showing rings to a customer. The 
watchboard is to the left and store entrance is on right. 


smaller. Believing that a store must be located where you 
have traffic if you want to attract repair work, Mr. Ger- 
lach picked this spot in the 69th Street Terminal Building 
on the street floor where thousands of pedestrians pass 
each day on their way to Philadelphia to work or shop. 
The Terminal Building, while housing a number of stores 
and a U. S. Post Office, is also the terminus of the 
elevated line as well as several bus lines from Philadelphia. 
It is likewise the starting point for nearly two dozen high 
speed trolley and bus lines which supply the outlying sub- 
urban sections of Delaware County. A second exit on 
Market Street provides easy entrance for local shoppers 
who come to the 69th Street area from the suburbs to 
patronize the hundreds of local stores in this district. 
The success of his repair business, Joseph Gerlach 
stated, was the result of a system, gleaned from experi- 
ence. “We quickly discovered the wisdom of developing 
contact with suppliers of parts and materials who could be 
(Please turn to page 166) 
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Outside night view of the front of the Behrman store. 





by L. R. EDWARDS 


A JEWELRY store which has grown pro- 
portionately faster than its community is Behrman 
Jewelers of Kennewick, Wash. Though Kennewick’s 
population has expanded by six times its prewar figure, 
1948 sales at Behrman’s were twenty times larger than 
the 1942 total, owner E. H. Behrman states. Due to local 
factors, sales for 1949 were somewhat under the 1948 
figure. The year 1949 was Behrman’s 23rd year of opera- 
tion in Kennewick. 

The population of Kennewick has increased from 1800 
persons in 1941 to approximately 11,000 in 1950. The 
population of the “Tri-City” area including Kennewick. 
Pasco, and Richland (the latter is the “atomic” city) has 
increased meantime to an estimated 80,000 persons in 
urban and rural areas. Merchants in all three cities com- 
pete vigorously with one another to attract the trade of all 
Tri-City residents. 

One reason for his store’s ability to more than keep 

(Please turn to page 168) 
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Above: Inside of store reveals plenty 
of room down wide center aisle. Dis- 
play fixtures are natural oak finish. 
Below: Record and sheet music section 
attracts much traffic and location at 
rear necessitates going through store. 
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KNOWN THE WORLD OVER 


A, n Open Letter They enjoy the exclusive Imperial 


Registration and Insurance which 


to Jewelers aie ¢€ Y safeguards both the customer and the 


. jeweler—the only such protection in 
Coded iZ Carts the entire industry. 


They enjoy the assurance of 


A d hant, k that , 
a a continuous supply from the world’s 


it is easier and more profitable to sell a 
foremost importer of Cultured Pearls. 


. nationally-advertised product than a | : : 
non-advertised brand. They enjoy superlative styling, 
hl f hip, and 

Imperial Cultured Pearls possess matchiess craitsmanship, an 
constant merchandising possible only 


a greater identification value, and a 
: from the leader in the field. 


readier consumer acceptance, because 


our national advertising exceeds that 


of all other brands combined. g selling a P ae 


But advertising and customer- of LA pay you — Y Smperia f 


attraction are not the only advantages 


Imperial dealers enjoy! . nile Wb’, rr 


Imperial Pearl Nyndicate 


5 No. Wabash Avenue, Chicago 607 Fifth Avenue, New York 607 So. Hill St., Los Angeles 
DEarborn 2-2844 PLaza 5-6387 Tucker 6159 
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3. Salt and Pepper Shakers 


























4. Silverplated Pattern 





6. Cigarette Case 





7. Bloodstone and Masonic Ring 
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1. Sterling 
Pattern 


5. Lady Elgin "Convertible" 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. Stanton Hall, latest pattern in Heirloom sterling by 
Oneida Ltd. Deep carved leaves crowned by a rose in high 
relief set the theme for this pattern. 6 pc. place setting 
(dinner size) with flat butter spreader is $32.25 each. 


2. Telechron Inc. adds the "Imp" to its line of modern de- 
signed clocks. Introductory price is $3.95; after April |, 
it will retail for $4.95 plus tax. Ivory colored case and 
white dial with tobacco brown numerals. Sweep second hand. 


3. “Hurricane” Salt-N-Pepper shakers by Dart Craftsman 
Corp. Non-corrosive interiors and lacquered exteriors to 
prevent tarnishing. Priced at $1.95 a pair, gift boxed, to 
meet demand for silver table accessories at popular prices. 


4. Holmes & Edwards newest pattern, “May Queen." In 
sterling inlaid silverplate, this new design is $69.95 retail 
for the 52-piece service for eight, no increase in prices. 


5. Newest Lady Elgin watch is convertible to suit owner's 
costume. Black nylon cord can be replaced by a red suede 
strap with removable end pieces. 19-jewels, this watch has 
14-karat gold case. $87.50 with cord; $90 for convertibility. 


6. Cigarette case by Reibling-Lewis of Providence. Called 
the “Sunray,” this case is part of a new line recently 
announced and will include engraved patterns, jewelled 
and engine turned designs as well as embossed designs. 


7. Bloodstone and Encrusted Masonic emblem ring by Ostby 
and Barton Co., Providence, R. |. In 14-K gold these rings 
are available in a wide variety of styles and settings. 
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heir Diamond Business! 
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In six short months ‘SPOT-A-SONQ’ has 
become the vital part... actually the heart 

. . of the sales promotional planning of 
hundreds of retail jewelers. In six short 
months ‘SPOT-A-SONQ’ has proven con- 
clusively that it can bring any jeweler 
anywhere a constant flow of profitable dia- 
mond traffic. If you would like literally 
hundreds of diamond prospects standing 


For Full Information WRITE, WIRE or PHONE 
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fy ae —_ 
The Dramatic 


Qne Minute Radio 
Spot Prograin That 
Brings You All 





right at your diamond counters, examining 
your diamond merchandise, then we urge 
you to investigate this brilliant way of 
boosting your diamond business. ‘SPOT- 
A-SONGQ’ is sold on an exclusive basis to 
one jeweler in each city preceded by a 
thorough explanation so that you can make 
‘SPOT-A-SONQ’ a real success in your 
operation. 


Diamond Dealers Syndicate 
101 West 3lst St. > New York; N. Y. 


Telephone: BRyant 9-9858 
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4. Swedish Hollowware 

























6. Cutlery 


7. Jade Mounted in 14K Gold 
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. Men's Expansion Band 
















1. Electric Alarm 





2. Classic Ring Ensemble 





5. New Sterling Pattern 


C) 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. “Romance,” latest in Seth Thomas clocks with self-start- 
ing electric alarm movement. It is framed in polished metal 
with square dial. In brass with metal dial and mat-finished 
silverplate with its hands and numerals in polished brass. 


2. New series of die-struck bunch rings crafted by Karlan 
& Bleicher, N. Y. C. Both match perfectly in their design. 


3. Men's 14K gold expansion watchband features stainless 
steel springs to resist rust, a double adjustable safety 
catch separates the two equal length bands. Retails at 
$100. From Carl D. Lindstrom, Los Angeles 13, California. 


4. Hollowware by Swedish Metalcraft, Inc., 1177 Broadway, 
New York 1, N. Y. Made in their own Swedish plants, these 
pieces feature design combined with durability. Further 
information may be obtained by writing to the company. 


5. Anchor Rogers Anchor sterling introduces their “Old 
Charleston" pattern. Designed in the tradition of the old 
South, this pattern in a 6-pc. place setting is $32, F. T. I. 


6. Veri-Sharp Table Cutlery Line by the Imperial Knife Co., 
Blount St., Providence, R. |. Each piece is hand-honed and 
sabre-ground of stainless steel. Pakkawood handle is flame 
proof and insured against warpage. Many sets are available. 


7. Jade in a contemporary mounting of 14-K gold. Made by 
The House of Jade for Gems International, Santa Barbara, 
Calif. To retail at $60 for the ring; $75 for earrings. 
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Lighting Magic 
| (From page 101) 


in the counters and the behind-the-counter showcases. 
For instance, the cases behind the costume jewelry 
counter are devoted to fairly inexpensive hollowware. 
Similarly, the cases behind the two counters devoted 
to men’s jewelry are given over to cameras, etc. 

Incidentally, Mr. Silberstein reports that the setting 
aside of two cases for men’s jewelry is a fairly new 
policy with his firm. In the firm’s old quarters very 
little space was given to displaying men’s jewelry. Since 
the change in policy, he said, proportionately more men’s 
jewelry has been sold. 


GIFTWARES COMBINED WITH SILVER SELLING 
Probably the most “different” thing about Manlie’s 


merchandising policies is the firm’s heavy reliance on 
its giftwares department. This section, in the rear of the 
store, has been combined with the organization’s quality 
silver department. 

Proof that giftwares merchandising is paying off at 
Manlie’s lies in the fact that several leading dinnerware 
manufacturers have awarded the store exclusive rights 
for the city of Hammond. Other items featured in 
Manlie’s giftwares department include glassware, and a 
number of china figurines. To push special promotional 
items in the giftwares section, Silberstein had two spe- 
cial tables designed. These are placed in front of the 
long shelves at the back of the department. The novel 


feature about the tables is that they contain several 
glass topped cubby holes designed to hold special pro- 
motional pamphlets put out by manufacturers. 

Another successful non-jewelry department at Manlie’s 
is the luggage section, located on the mezzanine, right in 
front of the owner’s private office. Both the luggage and 
giftwares departments are supported witn a separate win- 
dow display for each, while an open case in the rear of 
the store opposite the giftwares department displays small 
appliances and radios. 

Two women experts are employed by Manlie’s to do 
most of the selling of costume jewelry, sterling, china, 
stem ware and other giftwares. Silberstein has found that 
since these women are closer to customer demand in these 
departments, it is profitable to let them do all of their 
own buying. 

The building in which Manlie’s is located was new 
when the firm moved into it last November. It includes a 
full basement which runs the length of the store and pro- 
vides adequate storage space for a full inventory. Steel 
shelves have have been installed throughout. Space has 
also been provided for a small workshop in which to 
work on window displays. 

Before moving into these new, larger quarters, Manlie’s 
had been located at 456 State Street in Hammond— 
where the store was founded ten years ago. 

Since the very beginning. Silberstein says, the basic 
policy underlying the store’s rapid growth has been the 
willingness to respect completely the customer’s right of 
exchange or refund on all merchandise. 

















ALL SIZES 
ALL QUALITIES 
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LOOSE PEARLS 
MABES  (holf pearis) 
NECKLACES 


uitured Pearls 





Z.1.LEVKOV 
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565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
TELEPHONE: PLaza 3-9727 
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CULTURED PEARLS 


Original strings and 
graded loose pearls 


for:— 


MANUFACTURERS 
DEALERS 
EXPORTERS 





Avail yourself in a rising 
market of our recent suc- 
cessful bid in Tokyo of 
pre-war quality cultured 


pearls. 


Call 
Cable 


IPEKDJIAN, INC. 


580 FIFTH AVENUE NEW YORK 19, N. Y. 
Hongkong Tokyo Manila Bangkok 
Bombay Antwerp Johannesburg 
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Spring Heralds J ewelry 
(From page 93) 


called, tobacco. Gray, which dominated the style scene 
last season continues as a favorite color in shades from 
light pearl gray, medium heather, to dark gray slate. 
Pink lilac is undoubtedly making the most vivid color 
display of the present season for it appears everywhere, in 
accessories and background materials, in a graduation of 
shades from pale mauve to deep purple violet. And it 
takes an important color place in many of the spring 
jewelry lines! 


SUIT DETAILS INFLUENCING JEWELRY 


The suit silhouette remains almost the same as it was 
last year except that shoulders, armholes and hips are 
more softly rounded to emphasize the feminine figure. 
Jackets are very figurish with nipped-in waistline and 
hips are frequently padded to stress an exaggerated curve. 
This hipline interest makes a wonderful focal point to 
dramatize with big, dimensional pins, and tiny waistlines 
can be pointed up in the same manner. 

Tailored jackets have a tendency to be longer and many 
of them drop down to new knuckle length tunics. Many of 
these tunic suits, both tailored and dressmaker have 
enormous pockets and these lend themselves to decoration 
with dramatic pocket pins. We suggest one or two large 
pins, or a series. 

Boxy jackets are shown with smartly styled leather 
belts or flyaway in a back shoulder flare. Pins are needed 
again to give jewel interest to lapels, collars, and flared 
back cuffs. 

Classic jackets fit closely from neck to tightly molded 
waistline, and these can wear pins on pockets, lapels, 
collars, and at the extreme shoulder seam in a smart re- 
vival of epaulette pins. 

Skirts are mostly slim and remain 14 to 15 inches from 
floor level, but a new fullness is seen occasionally as some 
skirts appear with pleats, circular cuts or inserted 
godets. 

Sleeves are most noticeable for their sliced-off bracelet 
length, even in tailored styles, and this will keep bracelets 
importantly in the news, Wide, kimono sleeves, and there 
are a lot of them, can wear tiny pins sparkling on the 
outer flare. 

Necklines are inclined to be low and some suits are 
absolutely collarless which means that chokers, dog col- 
lars and necklaces are needed to highlight the top of the 
suit picture. 

Scarfs, capes and stoles will flutter in every breeze and 
these need pretty pins to hold them in place. 

Gloves, even short ones, taper slimly at the wrist and 
provide a natural setting for bracelets. 

An analysis of the suit picture shows that pins are 
riding high in fashion favor and will flash beauty from 
many new points of vantage. Jewelry is indispensable to 
the gay fashion theme and is designed in complete 
harmony with the new trend. The jewelry showings I’ve 
seen so far are exciting with color, with rippling gold, 
with glittering pins that rise to startling dimensional 
heights, and diamonds in settings so fragile they seem like 
jewels suspended in air. Everywhere there is a trend 
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toward delicate designs that spell complete femininity. 


COLOR COMBINATIONS IN JEWELRY 

Kramer is using color for the first time in their 
exquisite rhinestone jewelry. They have striking com- 
binations of yellow jonquil with topaz, two shades of 
rose,*ice-blue sapphire blending with deep navy, and 
amethyst in shimmering contrast with blue alexandrite. 
This line includes hair ornaments designed to make the 
head spin in a whirl of crescents and stars, dog collars, 
necklaces, bracelets and earrings in all of the above com- 
binations, and in solid colors. Pins run a gamut from a 
quaint Paris street light in amethyst and gold, to fragile 
white rhinestone flowers, and scintillating headlight pins 
that rise a full two inches in height. A charming copy 
of a favorite military decorations are shoulder epaulette 
pins in a cascade of rhinestone baguettes and brilliants. 
These are illustrated on the Classic suit with a headlight 
pin on the pocket. 

Van Dell has long been recognized for sweeping 
delicacy in jewelry design and daintiness is expressed in 
every part of this gold-filled line. There are many flower 
pattern designs with simulated pearls in lacy settings and 
petal clusters with sparkling stamens. Lavaliere neck- 
laces are suspended from graceful gold chains and many 
of them can be worn as pins. Van Dell has anticipated 
the importance of pin fashions and has a big collection of 
pin and earring sets. Color is used in artistic profusion 
and one of their newest series is a simulated opal mingling 
an irridescent rainbow of color to spark the pink, mauve 
and blue tones for spring. Carried over for popularity 


are dainty cameos contrasted against black backgrounds, 
carved carnelian shells and brown cameos framed in shin- 
ing gold. Pin and earrings illustrated on the Stole suit 
in our fashion notebook is a golden basket of white glass 
flowers with blue jewel centers. 

Monet produces stunning creations in tailored, gold 
jewelry and have won the National Academy Award for 
Fashion two times in a row. There is a touch of regal 
splendor to each smartly individual design, fashioned in 
rich gold plate, and a ribbon-like suppleness that makes 
this delightful jewelry to wear. Large, circular disk ear- 
rings and bracelets with gleaming dangles are part of this 
line which furthers the gold-look for spring. A design 
they promise to carry-over is a choker, bracelet and ear- 
ring set of four-strand tasseled snakechain. Its shining 
sinuosity is caught in a shower drop bow and is tipped 
with golden tear drops. Illustrated in our fashion note- 


book on Tunic suit. 


DIAMONDS ARE COVETED IN FASHION 

Diamond are coveted by almost every woman as the 
supreme fashion jewel, and in times of world conflict, 
are in more demand than ever as people buy them both 
for investment and their immediate beauty. People who 
perhaps have felt they could not afford the luxury of 
diamonds discover this is one way to keep their money 
secure and wear it at the same time! 

J. L. Brandt Co. creates exquisite diamond rings, 
watches, bracelets and brooches in settings of platinum 
and gold. There is a fine feeling for conservatism in 
this house for Mr. Brandt believes the setting should be 
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unobtrusive in itself and completely subservient to the 
jewel. Choice diamonds fling an aura of brilliance from 


ly shows, bracelets flow in symmetrical patterns of dia- 
mond radiance, and lovely leaf patterns are pavéed in 
diamonds to shine like dew in morning sunlight. Tradi- 
tional, conservative. and with a complete appreciation of 
beauty, these qualities are fundamental with good fashion 
and ensure a long life for jewelry designed in accord- 
ance with them. Circular pin and two-strand diamond 
necklace illustrated on dinner suit. 

Lovely new designs flow constantly from the fashion- 
minded company, of Bristol Seamless Ring. Mr. Golber, 
who showed me their present collection of diamond ring 
mountings, says the current trend is definitely toward 
mountings that raise the jewel dimensionally in height. 
Firm but scarcely perceptible prongs hold the diamonds 
aloft so they seem almost to be suspended in air. Bristol 
is a palladium booster as a background mounting for 
diamonds and use it to some degree in almost all of their 
settings. They believe this metal intensifies the fire of 
diamonds and displays them with all possible protection. 
A marquise-styles betrothal set is illustrated on the 
fashion page with a bridal “Going-Away” suit. 

A background of basic fashion information can help 
jewelers in many practical ways. It can help him buy 
jewelry that co-ordinates with current clothing styles, it 
can help him sell this jewelry forcefully from the fashion 
angle, and a realistic understanding of everyday fashion 
will certainly make customers respect his recommenda- 


traditional circular brooches, in which the setting-searce- . 























tions. A man customer, perhaps, has decided to give 
his wife diamond jewelry for Easter, but is undecided as 
to what it-should be. The jeweler might help his cys. 
tomer in this way: 

JEWELER: We all know that women want the lates; 
thing in fashion, and pins are a topmost jewelry fashion 
right now. 

CusToMER: | hadn’t thought of a pin, but it might be 
a good selection. Why are pins popular? 

JEWELER: The style of women’s clothes is bringing them 
into demand. Take spring suits, for instance, most of them 
have nipped in waists and rounded hips, and a brilliant 
pin calls attention to this fashion line in an eye-opening 
way! And women are using pins to point-up flaring 
sleeves, tremendous pockets, and on their cuffs, hats, and 
bags! 

CusTOMER: You seem to know a lot about women’s 
clothes and what is wanted the most! 

JEWELER: /t’s an important part of my business .. . 
and you know those pretty shawl things—stoles! They're 
going to fly from almost everything a woman wears this 
season ... and these, and fluttery capes and scarfs are all 
going to need pins to hold them in place. and give a 
touch of glamour! 

CUSTOMER: You've convinced me! I can see that a 
jewel-pin is indispensable! . . . Is it possible to get one 
thar will go with my wife’s street clothes and evening 
clothes, too? Diamonds don’t come into our family every 
day, and she’ll want something she can wear often. 

JEWELER: [’m going to recommend this circular dia- 











“e - Hewel of oo 










Vock - 


$190.00 


VOVHNUUOUUUAEUAOOHAOOUOUUUL NGAAGAEO TTC oneGannAAAAOUA re eneedauooeeUeennedeaeaUUeonNnANAOOUUUOTeeeNetAGUUGQUUUUUqONRONASAAAAGUOUONONONOONONONGOUDUONONNONNGUUGUUOULUUOGONNNN40OOVOqooooceedsduquoqdqonensgsvusvienoqesnsesnensdnttntt 








SoM MMSLUHLNUUANNUNUSEAG0 BODO FAA LAULCTOUUSUNUSUUOUUAOUUULUIOONN 


32 











pond 





ART-CRAFT 
JEWELRY CO. 


1 WEST 47th STREET 
NEW YORK 19, N. Y. 





















PUL LLL 


THE JEWELERS’ CIRCULAR-KEYSTONE 
































I ge . 











ab 


mond pin. The diamonds are the finest obtainable, your 
snvestment is sound, and the style is smartly traditional. 
It has fire and beauty and yet is conservative. It will be in 
good taste whenever your wife wears it. It will add 
beauty to everything she wears! 

CustoMER: /t’s a magnificent pin, and ... 1 like your 
recommendations! You know, I’m completely lost when 
it comes to women’s fashions and it’s a real satisfaction 
to have your expert help . . . and won't my wife be 
amazed at all the suggestions | can give her for wearing 


vat 
her new jewelry. 


Small Gifts Build Customer Good-Will 


Just a wee dash of the old-fashioned general store 
when applied to jewelry-store operations can provide a 
tremendous amount of goodwill and faithful loyalty on 
the part of customers, according to Stanley Levine, head 
of Scott Jewelers, in Washington, D. C. 

By this reference, Levine points up the reason why 
his downtown Washington jewelry store has “given a 
knick-knack gift to evervone”’ who comes in for over 
five years. Almost since opening day, Scott Jewelry 
Company has given every male customer in the store a 
cigar at some time during his visit, has passed around 
a handsome morocco leather box with cigarettes to 
women customers, and presented every youngster shop- 
ping with parents a lollipop. It doesn’t matter whether 
the customer actually makes a purchase, or merely comes 
in to “look around’’— invariably, he is presented with the 
gift, by the salesperson who contacts him. 


“This is only a little thing. but it has mounted up to 
powerful sales-building value to us.” Levine said. “No 
matter how sophisticated a customer may be, he still gets 
a thrill out of any sort of favor, and thus. when we hand 
men customers a well-known brand of a good-quality 
cigar, the chances are he will light it up, relax, and be in 
a far better buying frame. Similarly, women, who smoke, 
we have found, are more at ease and willing to focus their 
attention on merchandise being shown them, after we have 
presented them with a cigarette. And. of course, there 
is no gainsaying the value of keeping youngsters occupied 
while their parents are looking over an expensive, con- 
templated jewelry item. Merely by pacifying junior with 
a lollipop, instead of having him tugging at his mother’s 
skirt, while she looks over a proposed purchase, makes 
the lollipop presentation doubly valuable.” 

Several boxes of cigars, and a dozen cartons of cigar- 
ettes per month go out over the counter in the Scott store. 
Incidentally, no mention is ever made of these “give- 
aways in any of their advertising. Levine prefers to 
make it a complete surprise for new customers. Although 
the same customer may come in time and time again for 
additional purchases. for watch repairs, etc., he is always 
rewarded with a cigar, and it goes without saying that the 
unusual practice has been widely discussed among Wash- 
ington residents. “How many sales have come our way 
merely because the customer was pleased with a cigarette 
while shopping in the store. we cannot say.” Levine said. 
“In the long run, however. we feel that if the customer 
is up against a choice of one store or another, carrying 
identical merchandise. we will get the nod.” 
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228 East 45th Street 
CHICAGO—Louis N. Rose, 29 East Madison St. 


Diamond Platinum Wedding Rings 
Diamond Platinum Dinner Rings 
Single Stone Engagement Rings 


Tew Designs ave constantly being odiladte our already vasl array of sly f. 


Calibre Guard Rings 
in all birthstones and in eight different styles. 


Dan 





Large selection of genuine emerald guard rings in stock. 


Our fine quality craftsmanship speaks for itself. Memorandum Selections gladly submitted. 


MEYER KouLIsH Co., ING. 


Manufacturers serving the Jewelry Trade since 1920 
MEMBERS OF AMERICAN GEM SOCIETY 


New York 17, N. Y. 


PACIFIC COAST—Moe Diamond, 220 West Fifth St., Los Angeles 
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Easter Windows 


(From page 98) 


Any architect-designed alterations or new construction 
would be so planned. In many cases, however, jewelers 
find themselves in stores with windows particularly un- 
suited in size and proportion for the display of jewelry 
merchandise and without the immediate possibility of 
making necessary architectural changes. But much can 
be done in the way of simple remodeling to bring such 
windows nearer to ideal dimensions. 

The commonest faults in such windows are floors which 
are too low and ceilings which are too high. Since most 
jewelry merchandise is not only small in size, but fre- 
quently depends for its appeal on the fine detail of its 
design, it must be seen close up to be appreciated. There- 
fore, the window floor in the jewelry store should be at 
least three feet from the street level—three and a half is 
usually better. To keep attention on the display area, 
the height of the window should not be too high—be- 
tween three and a half and four feet is good. To bring 
windows to desired dimensions, false floors can be in- 
stalled, blacking out window glass with special paint 
from new floor level to old. If it is possible to lower 
lighting fixtures, a false ceiling can also be installed, 
again blacking out the plate glass and lowering all lights 
or installing new ones. If lights cannot be moved, a deep 
valance made by hanging covered panels or a curtain 
from the old ceiling height will cut down apparent win- 
dow area. In this case, lights will have to be extra bright 


to bring enough illumination down to the merchandise. 
Fabric-covered panels can also be used against plate 
glass up to the new floor level. Such panels will probably 
have to be renewed from time to time when the sun fades 
them, but they will look richer than the paint job. A 
false floor can also be made by using enough rectangular 
elevations of the necessary height to fill in the entire floor 
area—elevations being covered on top and side toward 
glass. 


Making the too-deep window more shallow is usually 
a more difficult job. Two to two and a half feet is con- 
sidered correct depth for the jewelry store window, but 
unless the window is considerably deeper—it is not usual- 
ly worth while to make alterations in this dimension. A 
curtain background may sometimes be moved forward or 
a self-standing screen may be placed forward from the 
window background. 


TYPES OF BACKGROUND TREATMENT 


The accompanying outline sketches suggest a number 
of different types of background treatments suitable in 
the jewelry window. The simplest of all is the one where 
composition board panels, cut to fit exactly the window 
background area, including any doors or sliding panels 
and the window floor, are covered with fabric and lightly 
nailed in place. Such panels can be readily removed, 
recovered and replaced. They can be used in almost any 
type of window where there is a permanent paneling to 
nail to. The only trick is fitting the panels accurately so 
that the finished job looks neat and trim. Sometimes a 
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window’s appearance can be improved by rounding cor- 
ners or introducing curved panels. Tempered masonite 
‘; available in readymade curves in four, eight and 
twelve foot lengths and various widths depending on the 
type of curve. Write to W. L. Stensgaard & Associates, 
346 N. Justine St., Chicago, for their catalog on “Struc- 
tural Bends.” You will find many ideas for changing 
background shapes either permanently or temporarily. 

Ledges or small shadow boxes can be introduced as a 
part of a window background and are especially desirable 
for featuring special items. They also permit showing of 
merchandise near attention-getting eye level. Shadow 
boxes can be recessed into a permanent background, but 
can have detachable frames which can be changed and 
alternated for variety. Shadow boxes should have indi- 
vidual lighting. 

Fabrics can be used as curtains on either straight or 
curved curtain rods or they can be pleated to cover part 
or all of a background. There is a snap-on pleating device 
available which guarantees perfect even pleats with very 
little effort. You may be able to get them in the drapery 
department of a department store or write to Harry C. 
Cohen, 5219 Centre Avenue, Pittsburgh 32, Pa., for in- 
formation on their “Speed Pleater.” 

Simple designs in wallpaper make good background 
covering and can be either pasted on in the usual way 
for a semi-permanent installation or stapled on for tem- 
porary use. There are also many nice display papers 
which can be used very satisfactorily. There are solid 
color “Noseam” paper in 84 inch and 107 inch widths; 
there are stripes and seasonal patterns and there are 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street @ CHICAGO SHOWROOM: 1422 Merchandise Mart 


velour papers—velvety suede finish—all available from 
your local display supply house. Timbertone Decorative 
Company, 114 East 32nd Street, New York, have beau- 
tiful wood grain and other novelty effects in paper which 
may be used like wall paper or stapled in place. These 
papers have a definite “quality” look—not at all “papery.” 

Flexible wood weave screens make excellent back- 
grounds, particularly when it is desirable to vary the 
window shape or make the window more shallow. Tropi- 
craft, 535 Sutter Street, San Francisco 2, California, have 
such screens in various sizes, in natural or walnut finish 
and in lacquered colors. 

Choose your own window background according to 
your budget, the frequency with which you change your 
displays, the type of store you represent and the type of 
display and merchandise which you will customarily use 
in front of it, but plan it carefully for maximum effective- 
ness and usefulness. 





Co-op Promotion Makes Ads Read 


Jackson Jewelers, 115 W. State St., Mills Jewelry, 107 
N. Main St., and Troxel Jewelers, 120 N. Wyman St., 
Rockford, IIl., are co-operating with other merchants in 
that city in staging a unique weekly advertising promo- 
tion that is designed to and is resulting in regular reader- 
ship of the retailers’ ads. 

The name of one Rockford resident is printed in the 
advertisement of each merchant. If that person finds his 
name and presents the ad to that merchant he receives 
two free tickets to the local theater. 














No. 247 is illustrated. 
Magnificently designed 
Honduras mahogany 
case is 8714” high. 
Westminster chimes on 
five tubular bells. 


Your request will 
bring a catalog 
showing the many 
notable designs. 


Cathedral Chimes 
on 
Tubular Bells. 
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AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
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Pacific Coast Office: HUBERT A. WOOD 
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Ohana tenth yur Wieser of 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. ° Plaza 9-6346 
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Thinking of Remodeling? 


Seventh of a series of short ar- 
ticles by Murray M. Pearlstein, 
store design consultant for the 
JEWELERS' CIRCULAR. 
KEYSTONE. Mr. Pearlstein will 
give here each month helpful 
hints and suggestions of the 
things which should be consid- 
ered before starting plans for 
store remodeling. Mr. Pearlstein 
will gladly answer reader's ques- 
tions pertaining to store modern- 
ization and equipment. 





This article deals with the concluding phase of your 
store remodeling program, the floor covering. It is an 
important part of the complete picture and often is the 
most neglected. 


Too many retailers overlook or do not realize that 
proper floor covering is as necessary to a well-rounded 
and attractive store as is any other portion or part of your 
store remodeling. A poor or improper floor covering is 
comparable to your attending a very formal reception, 
attired in your top hat and tails and wearing brown 
shoes. You would never dream of dressing that way as 
your personal appearance is important to you. So should 
your “store appearance’ be of equal importance to you. 


Before discussing the various materials, etc., that can 
be used, there is one very essential item, that requires 
positive consideration, and that item is the condition of 
the underfloor. The underfloor being the base floor or the 
floor upon which the covering material is applied. Many 
beautiful and expensive floors have been unduly ruined 
in a very short time, due to the poor condition of the 
underfloor. 


Whether the underfloor be of wood, concrete or tile, 
to assure reasonable length of life and minimum main- 
tenance and replacement of your floor covering, the under- 
floor must be level and smooth. How to achieve this is 
quite simple. If your present floor—sans the floor cover- 
ing—is cracked and uneven, provide for the leveling of 
the floor by the installation of a composition underlayer. 
There are numerous brands on the market. This material 
is applied to your present flooring, and since this material 
is prepared in a semi-liquid form, similar to cement, it 
not only levels the floor, but seals all cracks and small 
holes. After you have obtained a level and smooth under- 
floor, the floor covering can be installed, with the assur- 
ance that you will have a finished floor that will give you 
satisfaction for a long time. 


As to floor covering materials, there are several types 
that make for good floors. Plastic, rubber, asphalt and 
linoleum tile are very good coverings. So are the regu- 
lar linoleums. It is advisable and necessary that a floor 
covering design and pattern be developed to be a proper 
unit of the entire store. Blending with and contrasting 
properly with the balance of the decorative scheme of your 
store is of paramount importance. It does not cost a great 





deal more, if anything, to incorporate a harmonizing color 
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scheme and an attractive design in your floor covering. 
In stores that have separate silverware rooms and/or 
china and glassware rooms; carpeting is recommended 
for these areas. Again good color in contrast is essential. 

Proper and normal maintenance of your finished floors 
will add many years of usage. The advice you give to 
your customers about keeping their watches, etc., in good 
order, by periodic cleanings and checkups, holds true of 
your floors. They, too, require the same kind of care, if 


you desire good wear. 
Notwithstanding the present situation as regards mate- 
rials, there will be ample opportunity for you as a retail 
merchant to properly maintain the appearance of your 
store. You may not be able to rebuild completely, but 
this will not exclude the probability of your being able to 
redecorate, install new floor coverings, new lights, new 
interior store fixtures, etc. It is during such periods that 
the advice, counsel and knowledge of the store designer 
becomes invaluable. Again, I want to reiterate, don’t try 
to be the architect, builder and store designer—it costs 
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covered with black velvet upon which a number of unset 
bloodstones and aquamarines were scattered in addition 
to some men’s bloodstone rings and women’s rings set 
with aquamarines. A large card was captioned “The 
Bloodstone for Courage; the Aquamarine for tranquility.” 
This was followed with a description of the stones ,and a 
history of their use and their legends. The display was 
complemented by two ads——-one for each stone. The one 
featuring the aquamarine was of special interest, for it 
called attention to the alternate stone, usually more ad- 
mired by women than men. Copy read: “The Aqua- 
marine for those born in March. Here is one of nature's 
most exquisite gem creations. In resemblance to the clear, 
delicate blue of the sea, whence its name is derived, the 
Aquamarine is cherished by those who have a deep ap- 
preciation for refined beauty.” A ring, a watch, and pin 
set with the stone illustrated the ad. 

Another firm that featured the two stones for March 
was the Stedman Jgwelry Co. in Riverside, Calif. Their 
ad read: “If your birthday comes in March wear the 
aquamarine, if a woman—the bloodstone, if a man— 








too much for vou to experiment. J 
rugged mountings that express a man’s character.” A ) 

case near the entrance held costume jewelry and rings N 

Two Birthstones for March: Bloodstone set with aquamarines, and tie clips and rings set with \s 
onil Aquamarine bloodstones. N 

A firm that plays up birthstones every month is J. ’ 

q 


Two birthstones are offered for March—the blood- 
stone and the aquamarine. Last year, a display by the 
Donovan & Seamans Co. of Los Angeles, featured these 
two stones in their window. The floor of the window was 


Jessop & Sons of San Diego, Calif. At the beginning of 
each month, they run an ad and tie it in with their win- 
dow display. Attention is given to rings for both men 
and women. 
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beauty are combined in 
the lovely elegance of 
this exquisite 14K gold 
ring set with Amethyst 
and 4 Diamonds. Also 
available in genuine 
Peridot, Tourmaline, 
Garnet, Topaz-Quartz, 


Opal and Synthetic Ruby 


and Sapphire. 





CHURCH & COMPANY 
MANUFACTURING JEWELERS 


2 Garden Street 
Newark 5, N. J. 


\ 4 Trade Mark Registered in 
IN United States and Canada 
MEMBER 





Member American Gem Society 
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A New Stock of 
Cultured Pearis 


—AT NEW, LOW PRICES 
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IMPORT COMPANY 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
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BOWLING CHARMS 
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Diamonds in the Dunes 


’ (From page 104) 


drove a short distance to the Orange River over unpaved 
roads with the dust billowing out behind us. There ip 
the river, tied up to a small cement pier, was my next 
means of transportation—an army “duck.” 


The nearest bridge was 600 miles inland and the army 
“duck” was the sole means of crossing the river. The 
Orange River here is the boundary which separates the 
Union of South Africa on the south from South West 
Africa to the north. 


After the “duck” deposited us on the north side of the 
river, we traveled by jeep. I had ridden in jeeps before 
but never in country like this. There were no paved 
roads between the river and the village of Orange Mouth, 
where I was to stay. There were well-traveled ruts for 
short distances, but for most of the way we drove over 
and around dunes. 


At last, in Orange Mouth, I was at the heart of the 
diamond country I had heard much about. Probably you 
have heard the same stories that had fascinated me. 
Haven’t you heard that diamonds are everywhere—just 
lying around in the sand? I have heard people say you 
could fill a gallon bucket in an hour, that each day the 
tide brings in millions more! 


TALL TALES—STRICTLY TALES — 

Haven’t you heard the stories of thieves (they call them 
“adventurers” ) that swim in from boats that lie off shore, 
fill bags with diamonds and swim back to the boats? Of 
course, in these stories, they have to dodge the mythical 


cruisers that patrol the shore. The electrified barbed wire | 


fences and the desert camel patrol are other popular be- 
liefs. Even in parts of South Africa, these stories are 
accepted as fact. A man I met in Kimberley, not con- 
nected with the diamond industry, warned me, “Don’t 
bend over to tie your shoe. The guards will think you're 
picking up a diamond, and those fellows shoot first and 
ask questions after.” 


An imaginative radio broadcaster in our own country, 
to whom filling buckets by hand must have seemed a lit- 
tle slow, suggested a dredge with which one could become 
unbelievably wealthy in a matter of minutes. He ne- 
glected to advise how you could get a dredge in there! 


These stories are exciting, but they are strictly of the 
Baron Munchausen variety. 

Here is the true picture: 

The diamonds are not on the surface to be picked up 
by the pailful, and there are no clues in the sand dunes 
to tell you just where they may be found. For this rea- 
son, the first step is to locate areas worth mining. 

Did you ever see a child at the beach try to dig a hole 
in dry sand, only to have the sand run right back into the 
hole? Imagine this problems magnified thousands of 
times. Twenty feet of sand must be removed in the aver- 
age area, sand that is fine and almost fluid in movement. 
In many places, you have to remove sand as much as 40 
feet deep. It must be moved far enough from the area 
to be mined so that it does not slide back and interfere 
with operations. When the sand is removed, a very rocky 
area may emerge. In some places, it will be hard-packed 
gravels. In others, a sea limestone may have been formed 
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that necessitates blasting. These are “terraces” that once 
formed part of the coast line there. The sea cast up the 
diamonds among these rocks. 

Where did the diamonds come from? Most geologists 
believe that they were washed down from the inland pipe- 
mining area by the Orange River during flood periods. 
The diamonds carried down to the sea in this manner 
were later cast up on the shore. They could, of course, 
have been created by volcanic action under the sea and 
washed ashore by the tides. The Orange River theory, 
however, is by far the most widely accepted. 

All this happened in previous geologic ages—probably 
hundreds of thousands of years ago. In the intervening 
years, the ocean has brought up tons of sand, gravels 
and even some sizable boulders, burying the diamonds 
washed in earlier. 

But the ocean did not distribute the diamonds evenly 
through the area. After the sand has been removed, pros- 
pecting trenches are dug at right angles to the ocean, 
extending inland. The trenches I saw were 12 to 15 feet 
deep. Some are no more than a 100 feet in length. A few 
have extended inland three miles. These prospecting 
trenches are usually 500 feet apart. 

Each trench has its own small recovery plant. The 
equipment is simple. There is a cradle sieve (called 
“baby” because it is rocked back and forth by hand). 
Gravels are shoveled onto this and the sand is sifted out. 
Large stones, obviously not diamond material, are thrown 
out. The gravels are then transferred to a small rotary 





Billboard Diamond Promotion in 
Quaker City 


Barr’s Jewelers, with six stores in the Quaker City area 
of Philadelphia, bases its growth upon their emphasis on 
the sales of diamonds and diamond-set jewelry. Their 
formula is that a minimum of 331/3 per cent must 
consist of these items. 

Barr’s are currently conducting an extensive campaign 
in billboard advertising, devoted exclusively to the pro- 
motion and sale of diamonds and Barr’s association with 
the Diamond Council of America. The campaign, which 


Bric hten ifs Christmas with 
*, Diamonds 


® mBARIRS 





_ Typical of the billboards used by Barr's in extensive campaign 


throughout Philadelphia. 


will last six months, utilizes 100 billboards throughout 
the city area with four-color, full size advertisements. 

For their activities in diamond circles, Barr’s has been 
publicly acclaimed many times in the press. Myer B. 
Barr is one of the charter members of the Diamond 
Council of America, the growth of which in the field of 
gemology and diamontology has been well established. 
With nearly 500 jewelry store members, about a 1000 
students have taken the courses of Dr. Paul Storn. 
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washer where some of the lighter minerals are washed 
away. What remains is hand sorted on sorting benches 
to see if it contains any diamonds. In this way, the “pay. 
able” beach terraces are located—those with enough dia. 
monds to make mining profitable. Such prospecting jin 
South West Africa (north of the Orange River) has 
shown that the payable areas start about 500 feet back 
from the ocean. 

Now the real mining begins. In one terrace where | 
spent some time, they had uncovered huge rocks, and the 
mining then consisted of getting the gravels from around 
them. It was a hand operation. Some boys were working 
with shovels. Some were sweeping out crevices. Others 
were digg ing with pieces of wire into horizontal eroded 
gullies in the rocks. In some places, the boys digging 
with wire were standing on ladders to reach these gullies, 

Boys working in the crevices of the rocks do find dia- 
monds occasionally. There is a man standing by to give 
them a bonus immediately when such a find is made. 
However, most of the diamonds are not seen on the spot. 
A lot of work is still ahead before they are recovered. 

The diamondiferous gravels are loaded into small mine 
cars which hold approximately one ton. These cars travel 
to a central screening and washing plant. Sea water is 
used for the washing as water is scarce in this country. 
Larger rocks are screened out and the sand is washed 
away. The gravels remaining are from one inch to .108 
inch in diameter. 

These go to the jigging plant, again by cars. There 
the gravels are jigged or concentrated. In this operation, 
some of the pebbles lighter in weight than the diamond 
are washed away and the heavier pieces, including the 
diamonds, will remain in a jig pan or screen. These are 
dumped on a sorting or prospecting table and must be 
gone over by hand. 

Here are the figures for one area mined: 


—]00,000 tons of sand were moved; 

— 30,000 tons of terrace were excavated and 
screened; 

— 6,200 tons of this were jigged; 

—- 380 tons of concentrate were hand sorted; 

— 6.260 carats of diamonds were recovered. 


GREASE TABLES DON'T WORK HERE 


People ask, “Why don’t they use grease tables here to 
recover the diamonds and save all that time of hand 
sorting?” The answer is that they can’t. In Kimberley, 
the diamonds will adhere to tables coated with vaseline 
while the other pebbles slide over the greasy surface. 
They refer to these diamonds as “not wettable.” Along 
the coast, the diamonds are called “wettable,” and they 
will not adhere to grease. Needless to say, this hand 
sorting is slow at best and adds to the cost of mining. 

These facts are the truth of the tale that you can pick 
up a pailful of diamonds in a stroll on the beach. | was 
anxious to find a diamond myself while I was there and 
they let me search in what they considered good places 
to find them—after they had stripped off the sand and dug 
down into the gravels. I never did find one. They are 
well hidden. 

The problems do not end with the mining. There are 
the people who do the mining. Five hundred people live 
at the little village of Orange Mouth. About half of these 
are on the payroll; the rest are wives and children. The 
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families have homes, and the single men live in a large 
bachelor residence hall much like a college dormitory. 

Houses are company owned. They are also attractively 
furnished. One of the mine rules is that you can take 
nothing in this area that is not searchable. Rather, you 
can take it in, but you can’t take it out when you leave. 
For example, how could you search anything like an over- 
stuffed divan without ruining it? But the homes are most 
comfortable with pianos, radio-phonographs, gay over- 
stuffed furniture, attractive drapes. 

Water for the village has to be pumped in from a dis- 
tance, but there is an ample supply. Beautiful flowers 
grow in the desert when water is available, so the supply 
is adequate for the gardens, too. 

The most startling difference between this village and 
one in America is the high fence of split rails surrounding 
each house. For four months of the year, in this country, 
there are winds that range from 35 to 80 miles an hour. 
A 35-mile-an-hour wind they call a zehpyr. The high 
fences protect the houses and their gardens. Young trees 
are protected in a like manner until their roots go deep. 
Otherwise. the wind would blow them right out of the 
ground. 

The general store carries a most amazing variety of 
stock. Movies are shown once a week, and dances and 
parties are held frequently. The school had 64 children 
when I was there. They are taught both in Afrikaans 
and in English, so that all teachers must be bilingual. 


PROVIDING SUPPLIES A FULL SCALE OPERATION 


Six big diesel generators supply the town with electric- 
ity. Food and general supplies are shipped in by way of 
Luderitz, 200 waterless miles to the north. From Luderitz, 
they are trucked to the village. To get supplies in during 
the windy season, road crews, living in caravans with 
road scrapers and dump trucks, keep the road open. 

About 2200 Ovombo boys live and work there. They 
are natives of Southwest Africa near the border of An- 
gola. Of these, some 250 work in the village, many em- 
ployed as houseboys. They are all tribal boys, and after 
working for a limited length of time, they return to their 


‘tribes. Contracts are signed with their chiefs, assuring 


their return. When a boy goes home, he is given a little 
card, not unlike a report card, indicating his status as a 
worker. If he gets a “good mark” and he returns to work 
in the mines at a later date for a second term, he comes 
back at higher wages. 

There are two hospitals, one for the people of the 
village and one for the natives. The same doctor serves 
both. 

The “boys” live in a series of houses bordering a com- 
pound. Food is prepared for them, and the calorie con- 
tent is high. The living conditions are good. For the most 
part, they save their money to take with them when they 
leave. Attempts are made to keep them from spending 
recklessly. Mr. Louwrens, the manager, told me of the 
boy who wanted to purchase a hand-wound phonograph. 
As these are imported, they are expensive. Attempts were 
made to discourage him, but he was insistent. He never 
returned to work in the mines. Later they learned that, 
with a half-dozen records, he was giving concerts back 
home and charging admission. 

I am frequently asked if I were X-rayed and searched 
when I left the diamond mines. I was not. Native workers 
are searched at the end of their contract before they re- 
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turn home. For the most part, today, the fluoroscope jg 
used, for it is much quicker than X-ray. I have heard 
stories that workers are kept for several days after finish. 
ing their work in the mines before they are allowed to 
leave. At one time, this was true. Today, the searching 
process takes exactly 12 minutes. 

In Kimberley, I asked the doctor in charge if he could 
always be certain with the fluoroscope whether a boy had 
swallowed a diamond. He said, “No. If a boy has a small 
gallstone, we cannot be sure it isn’t a diamond. In that 
case, we hold him a couple of hours and fluoroscope 
again. If it is in the same place, it is a gallstone. If it has 
moved with the process of digestion, it can be a diamond.” 

Today, it is unusual for a boy to attempt to smuggle out 
a diamond. The bonus for finding one makes it profitable 
to the worker to turn it over immediately. In Kimberley, 
this bonus runs as high as £75 for a large diamond. 

How do the people in a diamond mining area feel about 
diamonds? Just as we do! The day’s yield is looked over 
with interest. Large stones excite real enthusiasm. The 
mining men know better than anyone else what effort it 
takes to get diamonds out of the earth. They have a deep 
respect for the King of Gems. 





Variety Steps Up Costume Jewelry Sales 


Studying the advantages and disadvantages of costume 
jewelry in the jewelry store led to a highly unusual pro- 
motional theme at Shaw’s, jewelers in Newport News, 
Virginia. 

Unlike most established jewelry stores which carry 
only a limited stock of better-priced costume jewelry, or 
maintain an “accommodation stock” stuck away in an 
odd case here and there, Shaw’s ranks costume jewelry 
as a major department, and as such, gives it all the bene- 
fits of well-planned display and inventory attention. 

On studying the costume jewelry situation, relative to 
discarding or retaining the line after the end of the war, 
Shaw’s hit upon two essential factors which have to do 
with consistent profit in this field. These, it was deter- 
mined, were “newness” and “intrinsic individuality”— 
both of which are absolutely indispensable to sales appeal. 
“By that we mean that costume jewelry is bought 
primarily for two reasons,” the store manager said. 
“First, there are many women who enjoy wearing a new 
piece of costume jewelry from month to month, merely 
because it is setting a trend, or because it is so unusual 
that it will attract much attention from friends and 
admirers. Second, most costume jewelry otherwise is 
purchased because the piece bought has highly indi- 
vidualized appeal, and literally sells itself to the customer 
who buys it for just that reason. Thus, in order to keep 
the turnover up on this line, we have had to see to it that 
we feature both themes.” 

To implement the costume jewelry program in such a 
way that the Newport News public is aware of its fine 
costume jewelry stock, and to play up the two factors 
described above, Shaw’s devotes one permanent window, 
in the center of a row of three on the right side of the 
entrance, entirely to costume jewelry. This is headed 
with a permanent sign which reads “Important New 
Fashions in Ladies’ Costume Jewelry!”. In the window, 
which has a dozen elevations of velvet-covered, off-set 
shelving, are shown approximately 20 items at all times, 
including dinner rings, clips, pendants and brooches. 
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Hayward Looks Back and 


Forward on the Centuries 
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An old photo of sixty-five years ago showing the office of 
the then thirty-five year old Hayward company of Attleboro, 
Mass. The coatless gentleman seated is Walter E. Hayward. 
The coated man is Mr. Sweet whose presence and name 
contributed to the then styled concern of Hayward and 
Sweet. Mr. Sweet was in charge of the New York office. 


It is one thing for a business to grow old; it is an- 
other for it to thrive for a hundred years and be able 
to look back through those years with pride in its prin- 
ciples, principals and products. It is such companies 
which make up the backbone of the jewelry industry. 

Such is the position in which the Walter E. Hayward 
Co., today finds itself, standing on the threshhold of its 
second century of jewelry manufacturing. 


Quoting from “ A Sketch of the History of Attleboro” 
by John Daggett, published in 1894, referring to Hay- 
ward, “No firm in town ever gained a better reputation 
than this one and that good reputation has been steadily 
maintained. Fine plated goods in great variety have been 
made by them—the goods proving always and strictly 
what they purported it to be.” 

Charles IE. Hayward. with the aid of three others, 
started the small concern under the name of Thompson, 
Hayward & Co., in 1851. The business continued to 
grow and prosper for a period of thirty-six years, during 
which new faces were connected with the firm and its 
name changed three times. Then in 1898, the company 
name was changed once more to Walter E. Hayward Co.., 
as it is today. 

Frank J. Ryder guided the business for thirty-seven 
years, until his death in 1943, and is well remembered by 
all those connected with the trade. The present owner. 
Frank J. Ryder, Jr., succeeded his father and became 
president of the firm in 1946. 

The company still manufactures the same general line 
with which it established its reputation through the past 
100 years. 

Therefore, it is natural that the service record of its 
employees is high; twenty-four with over ten years’ ser- 
vice, fifteen with over fifteen years and twelve with over 
twenty-five years. 

In this connection, the prophecy of the old chronicler 
quoted above is of particular interest. Said he, “The 
Walter E. Hayward Co. trained a generation in the art 
of jewelry making, and the name will be remembered as 
a synonym of justice, honesty, and probity in the mercan- 
tile transactions in the annals of our great jewelry indus- 
try through many a coming generation.” 
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RIBUTORS OF 50 FAMOUS LINES 


Seeland Watches @ R. F. Simmons Co. e@ Arctic Aire Fans 
Community Plate @ Speidel Corp. @ Polar Cub Fans 
Tudor Plate @ Louis Stern Co. @ Rival Appliances 
1847 Rogers Bros. @ Van Dell Jewelry @ Rolls Razors 

Wm. Rogers & Sons @ Ronson Lighters, etc. @ Flint Carving Sets 
Anchor Rogers Sterling @ Herschede Hall Clocks @ Carvel Halli Cutlery 
Poole Silver Plate @ Ingersoll Clocks & Watches @ Eversharn Pens 
Phyllis Jewelry @ Ingraham Clocks & Watches @ Terry Wallets 
Forstner Jewelry @ Revere Hall & Chime Clocks @ Ekco Pressure Caokers 
Bughee & Niles Co. @ Seth Thomas Clocks @ Ekco Cooking Utensils 
Carl-Art Inc. @ Telechron Electric Clocks 

Carmen Bracelets @ Westclox Clocks & Watches 

Deltah Pearls @ Hamilton Beach Appliances 

Excell Mfg. Co. @ Manning-Bowman Appliances 

Finberg Mfg. Co. @ Schick Electric Shavers 

Irons & Russell Co. @ Sunbeam Appliances 

Iskin Jewelry @ Toastmaster Appliances 

Jacoby-Bender, Inc. @ Waring Appliances 

Marathon Co. @ Westinghouse Arpliances 

Marvella Pearls @ Westinghouse Fans 

Shiman Mfg. Co., Inc. @ Sansom Rubber Blade Fans 
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A COMPLETE LINE OF FINE STONE RINGS Write for it today. 
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FOR LEASE 


100% SPECIALTY SHOP 
LOCATION 


A high volume location of particular interest for 
Jewelry, Ladies Specialty or other Retail Shops. 


Situated in Jackson Square, Oak Ridge’s main 
shopping district. This choice corner location 
has approximately 60 linear feet of window dis- 
play—enjoys maximum traffic density and has 
ample parking facilities—has sales floor area of 
approximately 1,860 square feet—is fully sprin- 
klered and steam heated from central system. 


Proposals from qualified operators will be re- 
ceived through Monday, March 26, 1951. The 
Roane-Anderson Company, acting as Agent for 
the United States of America, reserves the right 
to reject any and all proposals, and to waive any 
informalities in proposals received. Application 
forms for filing proposals are available upon 
request. 


Arrange to inspect the premises now. Phone, 


wire or write for details. 
COMMERCIAL REALTY DIVISION 


ROANE-ANDERSON COMPANY 


P. O. Box 456 Oak Ridge, Tennessee 
Phone 5-4361. (Extension 48 or 47) 
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Genuine or Imitation? 


(From page 108) 


fused many of the jewelers she had asked because, jp 
polishing the gold setting, the facet edges of the crown 
of the stone had been rounded and looked much as 
pressed glass stone would. The lady-jeweler felt that the 
fee charged by the lab was modest, in view of the peace 
of mind she had gained and the written report as authori. 
tative evidence of the stone’s identity. 

Another recent example of the lab’s work brings to 
mind memories of the “synthetic diamond” furor of 
1931. The recent occurrence took the form of beautifully 
polished emerald-cut, colorless synthetic spinels of two 
to three carats, mounted in platinum with small side dia- 
monds. In certain cases, the stone was mounted so that a 
refractive index reading was impossible without a special 
refractometer. The unfortunate victims of this hoax were 
usually pawnbrokers. 

To the layman and to “experienced” diamond men, 
these stones do resemble diamonds if they were kept 
scrupulously clean. As a brilliant-cut stone, synthetic 
spinel would fool few people because it lacks fire, but 
much fire is not expected in emerald-cut diamond, hence, 
many people will continue to be duped by this racket. 


SYNTHETIC RUTILE RAISES QUESTIONS 


The new synthetic rutile apparently has not precipi- 
tated the “synthetic diamond” scare expected. However, 
the lab recently identified a four carat synthetic rutile 
flanked by two large peridots in an old-fashioned setting. 
The jeweler who brought it in wanted to know why the 
“canary diamond looked so funny.” In certain cases, 
cautious jewelers have sent several yellow diamonds to 
the lab for examination “just to be sure.” 

Another diamond problem which is giving trouble in 
the trade, while not concerned directly with a substitute, 
concerns the question of whether the green color in cer- 
tain diamonds is natural or induced by artificial means 
such as radioactivity. Formerly, a few diamonds were 
exposed to radium to turn them green. These stones 
remain radioactive and thus are readily identifiable. More 
recently, however, the laboratory has had occasion to 
identify a good number of cyclotron-treated green-colored 
diamonds which are not so readily detected. For this 
work, the dark-field binocular microscope is an indis- 
pensable instrument. Certain color bands are sought and 
the stone may have to be immersed in various highly 
refractive liquids while being observed. In general, colors 
induced by the cyclotron are unnatural in shade and 
intensity. 

Stones with which jewelers have little experience 
account for a good deal of the lab’s work. Of the more 
than 3600 gemstones identified in the laboratory last 
year, more than 50 were brought in for checking to see 
whether they were alexandrites. Nearly all jewelers have 
heard of these stones but few have either seen or had any 
experience with them. Of the 50 stones examined by the 
laboratory, only five were the genuine alexandrite. All 
but three of the others were synthetic alexandrite-like 
sapphires; two of the three were remarkably good syn- 
thetic alexandrite-like spinel and the other was a rare 
alexandrite-like tourmaline. 
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Because of emerald’s importance as a gemstone, and 
because it is imitated by so many materials as well as 
being reproduced synthetically, emerald green stones 
make up a prominent part of the gemstone identifications 
done by the laboratory during the year. 
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Much confusion exists in the trade today regarding the | 


term synthetic emerald. In most cases, stones called syn- | 
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New Watch Winding and Setting 
Mechanism 


Roscoe R. Arnett, who operates Arnett’s Watch Shop, 
at 1202 Main Street, Fort Worth, Texas, has been 
eranted a patent on a new device which he devised de- 
signed to provide an easier and simpler method for 
setting railroad watches without having to remove the 
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Figure | shows an ordinary railroad model watch with the 
new lever (7) installed in place of the old pull-out lever. 
Figure 5 shows the lever in winding position. Figure 6 shows 
the lever being engaged by notch (10) in bezel (12) to be 
pulled around to setting position shown in Figure 7. 


Railroad watch inspection rules, as is well known, 
require the use of lever-set movements in which it is 
necessary to remove the case bezel in the majority of 
these watches in order to operate the setting lever. In 
other types, a push crown is employed to open the bezel. 
It is to avoid this inconvenience that Mr. Arnett devised 
his invention. 

Arnett’s method consists of merely turning the bezel 
slightly to the left to set the watch. After setting, the 
bezel is turned back to the right. The watch is provided 
with a balance-stopping device which automatically 
stops the watch when the lever is in setting position. 
This permits the second hand to be synchronized with- 
out removing the bezel and fingering over the second 
hand as railroad men do. 


Details of the new setting device are shown in the 
illustration above. 


FOR FEBRUARY, 1951 


















BEATTIE 


jer LIGHTER 


= The only lighter with the 


flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED .. . jet 
flame for pipes 













UPRIGHT. .. for 
cigarettes and cigars 
























®@ Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 
Heavy Silver Plate $10.00 
Heavy Gold Plate, 


Heavy Nickel Plate $5.95 

Pigskin or Black Morocco $6.95 

Satin Chrome $6.95 Leather Covered $15.00 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


e Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet | 
Lighters to: | 
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Presenting the Most 
Practical Pocket Lighter 
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BEATTIE JET LIGHTER 


... THE ONLY LIGHTER WITH THE FLAME YOU 


CAN POINT! When held upright ...a perfect flame 
for cigarettes and cigars. A gentle tilt ...and the 
jet pours a 2%-inch flame RIGHT DOWN into your 
Pipe for a perfect light. The most practical pocket 
lighter. Nothing mechanical to get out of order. 
The BEATTIE JET LIGHTER is fully guaranteed 
against defects in materials and workmanship. 


RETAIL PRICES: 
Heavy Nickel Plate Sees 5. Chrome, Engine 
o 5 


i. 

eens eee $8.00 
OOO 6.95 6. Heavy Silver Plate....10.00 
4. Chrome, Satin ........ 6.95 (Plus Tax) 


JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributor 
Philadelphia 6, Pa. 














ent West 47th St. © 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 











New York 19, N. Y. © JUdsonm 6-1666 puss 














Exclusive for Wholesalers, 
Importers and Manufacturers 


pamel 
for 
cultured 
rey=Yo af 


necklaces | 
mabes (half pearls) 








loose pearls 





TOKYO BRANCH 
3 GINZA NISHI 
4 CHOME 
CHUO-KU TOKYO 


All Sizes and Quantities 


direct 
importers 


pamel import corp. 
32 West 32nd St., New York City - LOngacre 3-0983 


146 





thetic emerald are actually green beryllium glass, though 
the laboratory has seen synthetic green spinel and syn. 
thetic green sapphire passed off as synthetic emerald: 
also, doublets made up of two parts of synthetic spinel 
cemented together with green cement. In most cases. 
ignorance, rather than deceit, accounted for the misuse 
of terms. Actually, the laboratory points out, to be 
classed as < synthetic, a material must in every way, 
optically and physically, approach that of the natural 
material. Synthetic emerald, as is well known, is only 
produced in limited quantities by one man, Carroll F, 
Chatham. His material in its best qualities is beautiful 
and fairly expensive and is, perhaps, the most difficult 
synthetic material to distinguish from the genuine. 


Not all the lab’s emerald identifications had unhappy 
connotations, however. A lady who had inherited a twin- 
stone ring was told by a jeweler that the stones were not 
genuine because emeralds over three carats were never 
flawless. The lab was happy to identify the stones as 
genuine emeralds, both nearly flawless and of the finest 
cut and color. Again the “Gemolite” or dark-field binocu- 
lar microscope was necessary to resolve the characteristic 
emerald inclusions. 


The Laboratory is always on the lookout for possible 
gem frauds which are reported in various trade journals, 
newspapers, etc., to its members. Much time is also spent 
in conducting research in various gemological problems. 
For example, one such research problem to be reported 
here in a later issue, is that of removing certain stains 
from flawed diamonds, thus increasing their salability 
as well as price in some cases. In addition, improvements 
in testing methods gleaned from world-wide sources or 
from the lab’s own research, are proved and reported 
upon. The Laboratory is constantly in touch with gem 
laboratories in other countries. A regular exchange of 
ideas is maintained with the Precious Stone Laboratory 
of the London Chamber of Commerce, and cordial rela- 
tions exist with the Laboratory of the Paris Chambre 
Syndicale and Dr. Edward Gubelin’s laboratory at 
Lucerne, Switzerland. 


Membership in the Gem Trade Laboratory not only 
entitles a firm to preferential testing rates, but assists in 
guaranteeing that a laboratory for the common good of 
the entire jewelry industry is maintained on a high level 
of efficiency and accuracy. 





‘Occasion Gifts’ Theme of Silver Ad 


“Little Gifts of Silver Make A Big Impression.” 
That was the appealing theme of a newspaper ad 
spotted by Chapman & Fischer, Inc., 356 S. Warren 5St., 


Syracuse, N. Y., to stimulate silver business. 


Ad copy read: “When you need a small remembrance 
as an expression of your good will or as a token of appre- 
ciation, a small gift of silver, well chosen, becomes a 
treasured possession. 

“Chapman & Fischer have a wealth of beautiful small 
pieces of silver—all of exquisite design, weight, crafts- 
manship and moderately priced. 

“These small pieces are called ‘Conversation Pieces’ 


but because of their quality and beauty, they become 
treasured heirlooms.” 
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Air-Conditioning 


(From page 114) 


nishing with the consequent labor of cleaning and polish- 
ing is substantially reduced. Show windows are kept 
free of dust, moisture and from fogging. 

Air conditioning is a powerful selling point for use in 
advertising and publicity, too. It marks the jewelry 
store as both aggressive and progressive. It appeals more 
strongly to the public, is more respected and benefits by 
increased prestige and good-will. 

Air conditioning, it must be remembered, is no longer 
an infant in the experimental stage. It has grown until 
now it is accepted as a practical everyday utility. The 
equipment on the market today will govern room tem- 
perature, humidity, purity and circulation of the air. 
Complete year-round air conditioning ventilates, filters, 
circulates, humidifies and controls the temperature both 
summer and winter. 

Before equipment is purchased, an accurate survey of 
the space to be air conditioned should be conducted by 
a reliable dealer. Such a survey should include all in- 
formation and data for determining the size, capacity 
and type equipment necessary for the installation. 

There is a wide variety of air conditioning equipment 
on the market today to suit the needs and pocketbook of 
almost any jewelry store. One of the most popular types 
is the self-contained packaged unit. It consumes no 
more floor space than an average living room chair, and 
its finish and streamlined design blends in nicely with the 
other furnishings in the store. It can be relocated or 
employed in multiple in the event of business expansion, 
remodeling and additions, or the moving into another 
building. It is available in two-, three-, and eight-ton 
capacities. 

Then there is the compact window-type room condi- 
tioner which is an inexpensive and efficient method of 
insuring comfortable temperatures under all conditions. 
This is offered in two models, one of which is only 13 
inches high and 27 1/16 inches wide. The larger model 
is rated at three-quarter horsepower. 

Individual room units are produced in several models 
and three types—floor, ceiling or wall. Either the floor, 
ceiling or wall type installation is ideally suited for the 
jewelry store. Each of these types has individual controls 
attached directly to the unit, making it easy to obtain 
the desired conditions in the room. 

Finally, there is the central system air conditioners, 
with capacities of from 10 to 100 tons for large installa- 
tions. They can be installed in series to take care of any 
tonnage requirement. 

From any angle, air conditioning is a profitable invest- 
ment for the jewelry store, large or small. Its cost is more 
than offset by the profits received from customer satis- 
faction and employee efficiency. It’s for this reason that 
forward-looking jewelry store owners are giving air con- 
ditioning top priority on their future modernization plans. 





Today’s well-dressed woman who proudly wears a 
highly fashioned diamond-studded timepiece is continu- 
ing a vogue set by Queen Elizabeth in 1571 when the Earl 
of Leicester presented her with a gold bracelet watch em- 
bellished with diamonds and rubies: 
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‘Today—more than ever, your customers de- 
mand full value for their dollar! Be leather- 
wise, make more profits with Bosca—tradition- 
ally the finest value in tooled and all fine, 
Selected leathers. Fully guaranteed. Write for 
complete catalog. 





Huge Besca Co., Inc. 


SPRINGFIELD 99, OHIO 
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Lido Value MakesMews / 


Largest selection of the famous LIDO combination cigarette 
cases and lighters—chrome and enamel finish; also in 
gift boxes. The most attractive novelty table lighters — 
=... smoking sets — pocket lighters 
— cigarette cases. 
#1002 Combination Cigarette 
Case and Fully Automatic Lighter 
— fine chrome — engine turned — 


holds 20 cigarettes (regular size) 
—also king size. Retail $4.00 


















$3774 Smoking Set—modern 
style consisting of table 
lighter, ashtray and cigar- 
ette box with tray. Silver 
finish with green 
lacquer on cover 
of cigarette 
box. Approx. 
1/6 actual 
size. 


Sold through 
wholesalers only 


REXON, Inc. 


EXPORTERS 
New York, N. Y. 


IMPORTERS 
419 Fourth Ave. (at E. 29th St.) 























SALESMEN WANTED 


Experienced jewelry salesmen, well known to 
the trade and accustomed to earnings of $10,000 
or more, wanted to develop several open terri- 
tories and sell a nationally known line of mer- 
chandise exclusively. 


Write detailed experience, territory preferred, 
and lines carried. Submit information and refer- 
ences in first letter 

Box "F, 1088,"" Care 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 























DIAMONDS fox EXPORT 
BARBER sw. SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON. 


CABLES: _ SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM 


LONDON, ANTWERP. ann AMSTERDAM 
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Derby Sponsor 


(From page 138) 


the front page of the city’s newspapers, so that for a few 
days it was impossible for a Milwaukee reader to open 
the newspaper without Rohr’s name hitting him in the 
eye! 

But let Rohr tell it in his own words. 

“Tom Burkhardt was a customer of ours, he and his 
folks; his enthusiasm where this derby was concerned 
was contagious. This race for home-built cars is spon. 
sored by the Milwaukee Sentinel and the Chevrolet dealers 
in this territory. 

‘But each car and its driver must be individually spon- 
sored. This sponsor pays for the official wheels which 
must be attached to the cars. These wheels are all made 
alike so that each car gets no advantage over the others, 
And that’s all the expense I had in connection with my 
entrant, although I did promise him some jewelry prizes 
for himself and the other members of his family if he won. 

“Well, last year I sponsored Tommy Burkhardt, too, 
but he did not win. However, I approved this activity 
so much, that I decided to back him again this year, 
which would have been his last as he had reached the 
age limit of fifteen, and could not enter any future 
derbies. 

“I was there at the start of this race on Sunday, July 





Price Lists Help Canadian Jewelers 

Canadian jewelers would feel lost without the price 
lists issued by the Canadian Jewelers Association, accord- 
ing to its general manager, Norman J. Leach. The lists 
are prepared by retailers following submission from all 
parts of Canada. Committees send in their recommended 
lists and finally at Toronto, a committee of retailers co- 
relates the lists and puts it into final form. 











The Engraving and 
Jewelry Repair Price 
List issued by the 
Canadiar Jewelers 
Association. Another 
list is published giv- 
ing watch repair 
prices. 
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“We do not achieve perfection,’ Leach says, “but we 
do know that it helps the average jeweler to get a reason- 
able price for his service and it strengthens his hand in 
dealing with the public because he can make reference 
to an official accepted price list to convince the public 
that his quotations are fair.” 
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93rd, when these noiseless, home-built cars raced down a 
sloping street near the edge of town; but I had to leave 
before it ended. A short time later I was delightfully 
surprised to get a phone call notifying me that my con- 


testant had come in first! 


FRONT PAGE PUBLICITY 

“That started my publicity barrage. In Monday morn- 
ing’s Sentinel, right on the front page, even crowding out 
the dismal war news, was a picture of Tommy in his car 
sourrounded by his proud and adoring family; and there, 
bio as life on the white side of his little car were the 
words, ‘ROHR JEWELER, 617 North 2nd Street.’ In the 
long story below this photograph, my firm was mentioned 
many times as the Sentinel reporter described the derby 
in detail. 

“The next day appeared a photograph of me presenting 
a 21-jewel watch with its band, plus a ring, to Tommy 
with my compliments. That was free publicity number 
two. Newspaper items also mentioned the fact that I 
presented Tommy’s family with rings and earrings. Pub- 
licity break number three was a full-page spread showing 
Tommy in his winning car, plus a photograph of me giv- 
ing him his watch, and with the lower half of this page 
devoted to a display of various watches by the same manu- 
facturer. 

“After winning this local event, Tommy went on to 
race again at Akron, Ohio, in the All-American Soap Box 
Derby national finals. And my name went along with 
him. 

























“Did this publicity pay off? What do you think? 
Everyone who wasn’t blind and who read the paper had 
my store’s name dinned into his mind! And that was an 
excellent way to combat my one business disadvantage— 
being up on the fifth floor of a building. I have no street- 
front display windows and my store is difficult to get to, 
so | had to have a strong attraction to have people’ come 
to me. For weeks after the derby I felt the results in an 
upsurge in sales. 

“People came way from the other side of town to tell 
me they had read my name in the newspaper accounts of 
this derby, and many complimented me on having been 
public-spirited enough to sponsor this boy. There’s a 
lot of heady excitement in winning a race of this kind 
with the attendant publicity. Once a youngster gets good 
applause, he is going to stick to creative ways of getting 
more. At least that’s the way I feel. They boys got excel- 
lent experience in building the racers. I must say the 
crowd was swell, even applauding boys who lost but who 
made a gallant try. The trying was what counted with 
them. 

“Close to 50,000 people lined the several blocks of this 
runway to cheer the boys on! Imagine what that did to 
the kids. It made them all ambitious for next year so 
that they could try again! | 

“Will I sponsor another boy next year? I most cer- 
tainly will! I got just as big a bang out of this whole 
race as my entrant did and my increase in sales was just 
so much bonus on top of my pleasure in seeing those 
youngsters spend their time so constructively!” he con- 


cluded. 
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For a limited 
time only! 


IMMEDIATE 
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PECIAL OFFER 


SWISS CASED 


®@ Chrome Top, Steel Back 
® 104 Ligne, 17] 

@ Antimagnetic 

® Incabloc 

® Luminous Dial 


Sweep Second Hand 
Act Quickly and Save Money! 


BOAS SONS, LTD. 
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Perfect for Easter and 





Spring Promotions 


Jfakan Lily o th 


Gorham’s newest pattern enjoys overwhelming 


acclaim of thousands of women all over the country! 











When it was introduced last spring, “Lily 
of the Valley’’* received the greatest in- 
stantaneous consumer acceptance of any 
pattern in Gorham* history! Why? Be- 
cause of its natural appeal to women of 
all ages. In creating “Lily of the Valley,” 
the designer took his inspiration from 
Nature itself. Then he sculptured in ster- 
ling the delightful contrast of nodding 
bell-like florets against dark leaves. That 
it was a great inspiration is proved by 
the acclaim with which the pattern was 
received. 

So here’s a sure-fire way to cash in on 
this spring’s sterling selling season. Fea- 
ture and promote Gorham “Lily of the 
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America’s leading silversmiths since 1831 


will start your promotion rolling with a 
brilliant and compelling four-color adver- 
tisement in March issues of leading na- 
tional magazines. Tie in with this ad by 
running frequent insertions of your free 
“Lily of the Valley” mat ads in local 
papers. Use the radio spots supplied you 
to get extra impact. You'll be amazed at 
the results. 

Do like hundreds of successful Gorham 
Dealers all over the country. Get behind 
“Lily of the Valley” and promote it 
heavily this spring. It’s a pattern that’s 
bound to bring you extra sales. 









Valley” beginning next month. Gorham DA\. 
STERLING @§0’ 
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Meets His Customers at the Fair 


Shtfners rs = Jewelry 5 fore eC 


~~ MERC HAN? 


Located in one of the most prom- 
inent spots of the Fair Grounds, 
the Shaffner exhibit, featuring 
a display of silverware, clocks 
and china, is estimated to have 
a traffic flow of some 250,000 
persons during time of the fair. 
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C. H. Shaffner’s annual exhibit at the York Interstate Fair, he believes, 


is a sure method of dispelling the aura of exclusiveness of the quality 


jeweler and of getting to meet his buying public on a personal basis. 


P ERSONAL CONTACT is the merchant’s best 
form of advertising is the belief of Charles H. Shaffner, 
vice-president of the Pennsylvania Jeweler’s Association. 
“It’s a safe bet,” he says, “that this rule would apply to 
any line of merchandising, but it is especially true in 
the field of luxury goods. 

“In our business,” Mr. Shaffner, one of the leading 
jewelers in York, Pa., continued, “our biggest problem 
is in licking the psychological problem of the show win- 
dow. This sounds paradoxical if not downright silly, per- 
haps, but let’s stop and take a look at the jeweler’s win- 
dows and analyze their effect on the public. If he’s carry- 
ing quality merchandise such as we handle you'll find a 
beautiful display of expensive articles in his windows. 
You'll see his best silver, perhaps a $10,000 ring, a set of 
the best imported China service, etc. All of this makes 
for a good display, of course, and people from every in- 
come bracket will stop and admire the window. In fact 
people from the lower income brackets frequently spend 
more time admiring expensive diamonds and silver than 
those who can afford them. 

“But, and here’s the problem you've got to lick, the 
people from the lower income brackets will turn away 
from that window convinced that a store which displays 
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such high-priced merchandise has little or nothing to 
offer people with their pocketbook. They’re afraid to 
enter the store thinking that it’s out of their class. They'll 
buy through their mail-order catalog instead. The win- 
dow, you see, can become a psychological barrier to sales 
as well as an advertisement. 

“Somehow or other you’ve got to get those people 
inside your store where they can meet you and talk to you 
and ask you a thousand questions. And if you can’t get 
them in you've got te go out after them.” 

In Shaffner’s case the solution to the problem was sim- 
ple. York, Pa., is the home of the York Interstate Fair, 
one of the largest fairs in eastern America. During its 
five days of operation, early in September of each year, 
practically all of York County (York’s greater trading 
area) turns out at one time or another, in addition to 
visitors from surrounding states and counties. 

Annually for the past seven years, Mr. Shaffner has 
rented a space under the grandstand, the most prominent 
position, from a display angle, on the Fair Grounds. He 
has filled this space with an attractive set-up of silver, 
clocks and chinaware. Most effective is his table setting 
which pulls more women visitors than any other display 

(Please turn to page 169) 
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POOLE STERLING O& English Hand Chased SERVICE 
No. 700 Retail $1893.90 F.T.I. 
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—_ This «s the sel, the demand for which Poole is still un- 
| : able to satisfy. In spite of its retail price it is the most 
wanted sterling silver tea service. The magnificent hand chased design 
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and extra heavy weight have captivated the fancy of every buyer. 


If your customers have beefi kept waiting, we are sorry. 


We would like to keep them happy but it takes time to — 


create a maslerfuece. 
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POOLE SILVER CO., INC. « TAUNTON, MASS. 


Ew YorK SHOWROOM — 366 FirtH Ave. © New York, N. Y¥ 
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HOUSE BEAUTIFUL MAKES 





**(ood eating is also a visual experience,” March House Beautiful 
emphasizes. “The best meal tastes only as good as it looks.” Reproduced 
here is the dramatic table setting which appears in full color as part of 
a new department on the arts of cooking and table service. Note the 
canny stagecraft to enhance the good looks of a chicken and rice dinner 
presentation... which will suggest any number of atmospheric displays 
for your windows and counters. The ripe-olive glass tumblers, by Russel 
Wright, are from Imperial Glass Corp., Bellaire, Ohio; the “Cat tail” 
china plates from Lenox, Inc., Trenton, N. J.; the “Hannah Hull” 
sterling flatware from Tuttle Silver Co., Attleboro, Mass. 





Against a brilliant Easter ‘‘backdrop”’, the Gor- 
ham Sterling March advertisement promotes the 
sale of “Lily of the Valley.’’ The popularity of 
this pattern makes it ideal for featuring at this 
time. Gorham dealers can cash in on Gorham’s 
March ad by tieing in with free mats available 


to them. 
. 7 o 


Pacific Silver Cloth — the only fabric that posi- 
tively prevents silver tarnish —is featured this 
month in 1847 Rogers Bros. bleached oak chest 
containing ‘’Daffodil’’. This rich, mahogany cloth 
filters tarnish from the air, keeps silver bright 
without polishing. Recommended by leading 
silversmiths and available in chest, rolls, bags 


and wraps. 
- o a 


Another in a powerful series of advertisements 
featuring Americas most widely advertised tea 
ware. Continuing with the successful ‘Build your 
Reed & Barton Tea and Coffee Service step-by- 
step’, the campaign has attracted widespread 
consumer attention and demand. Dealer tie-ins at 
the point of sale have proved very effective. 


The first Wallace Silversmiths advertisement for 
1951 features all six ‘‘Third Dimension Beauty” 
patterns. Famous designer, William S. Warren, 
has created these patterns in full-formed sculp- 
tured loveliness . . . ‘Third Dimension Beauty’’ 
is exclusive with Wallace Silversmiths — found 
only in Grande Baroque, Sir Christopher, Grand 
Colonial, Stradivari, Rose Point and Romance 


of the Sea. 
e o e 


At long last — dinnerware of beauty, dignity and 
utility! BROOKPARK, modern design for dining, 
is break-resistant, chip and crack-proof. Molded 
of Melmac in decorator shades of chartreuse, 
burgundy, emerald and pearl gray, these lovely 
dishes retain their original luster and unmarred 
beauty indefinitely. Available in starter sets and 
open stock from International Molded Plastics, 
Incorporated, Cleveland 9, Ohio. 


A large Cemar tureen in lustrous moss green will 
be a show piece in your shop — and will pile 
up orders from those who like to entertain 
royally. It can be used for serving soups, spa- 
ghetti, and other supper dishes. This beautiful 
tureen will be advertised in HOUSE BEAUTIFUL 
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reaching and influencing your 
best prospective customers 
month after month. 


for March, and is sure tc promote many calls. 
Complete Cemar Catalog on request. 


In our March advertisement, you will be intro- 
duced to ‘‘TEA LEAVES”, the newest Flintridge 
china pattern which will retail at $13.50 a 5-pc 
place setting. Graceful green leaves, in two 
shades, bring out the delicate loveliness of the 
yellow and white blossoms. You will also find 
“TEA LEAVES” presented editorially in the Janu- 
ary issue of HOUSE BEAUTIFUL on page 84. 


Imperial’s ‘Family Favorite’. Appearing in the 
March issue of House Beautiful — sparkling, dur- 
able, Cape Cod table crystal; hand-crafted by 
skilled American artisans. #1600 10-oz. Goblet; 
#1600 6-oz. Sherbet; 21601 9-oz. Tumbler; 
#160/7D 9-inch Plate and the #160/35 Teacup 
and Saucer. Open stock, moderately priced to 
build traffic. Complete list available. The Impe- 
rial Glass Corporation, Bellaire, Ohio. 


SENECA CRYSTAL — Featured in the advertise- 
ment is ELEGANCE, a pattern showing the ex- 
quisite beauty of hand-cut crystal stemware at 
its best. Elegance stressed, in line design and 
decorations, this stemware pattern is destined to 
beautify table settings in the homes of Ameri- 
can’s throughout the land. 


For a very busy spot in every busy store. In the 
new Silver City ‘’Flanders’’ pattern, a breath- 
taking array of many exquisitely detailed pieces 
as advertised in House Beautiful, Holiday, and 
American Home magazines to over 4,000,000 


families. 
. - a 


Brodegaard features reproduction of a prize 
Swedish Crystal Vase by STROMBERGSHYTTAN, 
which is on permanent exposition at the Metro- 
politan Museum of Art in New York in March 
advertisement. Simplicity is obtained in line and 
design, and color distinction achieved by subtle 
smoke coloring — to complete a crystal piece 
perfect in artistic attainment. 


Josiah Wedgwood & Sons, Inc.—a full page in 
color showing a six inch plate in DEVON SPRAYS, 
the newest Wedgwood bone china dinnerware 
pattern. A new twist to the ad suggests that 
the plate be cut out and placed right on the 





Push and promote big sellers like these ... 


parading across House Beautiful’s pages month after month 


table — not to eat on — but to see how it fits 
in with the table decor. 


Taperlites, by Will & Baumer Candle Co., Syra- 
cuse, N. Y., come in three sizes, a variety of 
10 “most-wanted” colors, and are conveniently 
and protectively sold in distinctive ‘‘Two Pack’’ 
container. Other desired colors available in small 
quantities. Newspaper mats, folders, counter 
cards, window streamers, two display stands are 


free to dealers. 
2 . 


Killinger Hi-Jacs are a ‘natural’ for gift-giving. 
Practical as well as pretty, these terri-knit coast- 
ers dress up drinks, slip easily onto any glass, 
protect table-tops from rings and spots. Set of 8 
in assorted brilliant colors, only $1.25 Ppd. from 
The Killinger Company, Fort Payne, Alabama. 


A new paper by Crane is always an event in 
the wor'd of style. But a whole new line of fine 
papers... to mark the 150th anniversary of the 
making of Crane’s Fine Papers .. . is truly an 
occasion. All are made... as are all Crane’s 
Fine Popers . . . from cotton and linen fibres... 
the choicest materials from which paper can be 


made. 
2 Me  ] 


CONCENTRATE ON EATON’S OPEN STOCK 
PAPERS BECAUSE: 


Open Stock brings high average sales; profit is 
among the best and most dependable in writing 
papers; Open Stock business is repeat business, 
steady business, easy to handle; continuing big 
national advertising campaign pre-sells twenty- 
five million women this Spring. 


‘DECORATIVE and COMPELLING VALUES” Ver- 
plex Merchandise shown: Pin-up Lamp #4436 — 
Modern and Baroque. Conventional Table Lamp 
##7600 — French Provincial. Wrought Iron Floor 
Lamp with magazine rack and glass-topped tab e 
#8406. Modern Table Lamp in Wrought Iron 
#17850. Fast Turnover Today —and Tomorrow 


Too! 
s as — 


General Electric’s Dial Beam Radio is a ‘‘natural”’ 
promotion item with so many big sales features. 
It spotlights each station as you dial. Big, jumbo- 
size dial with large, easy-to-read numerals. 
Beautifully styled plastic cabinet in three smart 
colors, all at the same national price, only 
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o USE THIS CONVENIENT COUPON 
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1. ALVIN STERLING FLATWARE 


2. AMSTON STERLING FLATWARE 17. STERLING “‘FASHIONED”’ 


CRYSTAL ACCESSORIES 


3. GORHAM STERLING FLATWARE “ELANDERS” PATTERN 
“LILY OF THE VALLEY” 
18. SWEDISH CRYSTAL VASE— 
4. INTERNATIONAL STERLING FLATWARE BRODEGAARD 
a ee. 19. WEDGWOOD BONE CHINA 
5. PACIFIC SILVER CLOTH DINNERWARE 
“DEVON SPRAYS” 
6. REED & BARTON SILVER TEA & 
COFFEE SERVICES 20. pone MILK GLASS 
7. WALLACE STERLING FLATWARE 21. WEST VIRGINIA CRYSTAL BOWL 
8. BROOKPARK PLASTIC DINNERWARE 92. TAPERLITE CANDLES 
: 9. BUENILUM CASSEROLE 93. HI-JACS COASTERS 
10. CEMAR TUREEN & SAUCE DISH 94. CRANE FINE PAPERS 
11. FLINTRIDGE CHINA DINNERWARE 95 EATON’S FINE LETTER PAPERS 


“TEA LEAVES” PATTERN 


26. VERPLEX LAMPS & SHADES 
; 12. FOSTORIA ‘CENTURY’? STEMWARE 
27. GENERAL ELECTRIC DIAL BEAM RADIO 


| 1S. IMPERIAL “CAPE COD” UNIVERSAL COFFEEMATIC 
| CRYSTAL TABLE 28. 
f * No Card Available. 


14. LIBBEY GLASS HOSTESS SET 














* LIFETIME PLASTIC DINNERWARE NAME 
15. SENECA CRYSTAL STEMWARE a 
“ELEGANCE” PATTERN ll 
16. SPODE FINE ENGLISH DINNERWARE CITY . ZONE __STATE 
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A Practical Course in Artistic Enéraviné 


by R. ALLEN HARDY 


Section F—Hardening and Tempering Steel 


For correcting defective gravers or making gravers. 





Section F 


|. Principles of heat treatment as applied to 
making gravers and to correcting defec- 
tive gravers. 


2. Making a square graver: (a) filing and 
shaping; (b) hardening and tempering. 


3. Correcting defective gravers. 
4. Altering gravers for improved cutting. 


(*Subjects completed in previous installments 
of series.) 





QO N completing this much 
of the course, the beginner has learned 
the primary alphabets which were cut 
with the script graver only. The next 
phase of work involves a new type of 
graver, new cutting principles and de- 
mands a knowledge of heat treatment. 


For engravers, the mastery of cor- 
rect hardening and tempering may 
seem unnecessary since gravers can be 
bought that are supposedly just right 
for use. If such were the case, the en- 
graver would not need bother with 
learning the process of rehardening 
and tempering his gravers. But un- 
fortunately such is not the case, and 
the engraver is required from time to 
time to temper gravers that are too 
hard, and sometimes to reharden grav- 
ers that are too soft. 


In order to gain experience in heat- 
treatment the beginner may well ac- 
quire it by making script gravers from 
raw square steel stock. After doing 
this, the alterations to gravers, required 
in the section following this one, can 
be done with knowledge and_ skill, 
thereby eliminating any spoilage. 


I, PRINCIPLES OF HEAT-TREATMENT 


Correct hardening and tempering is 
an exacting procedure and must be 
carefully and accurately done. How- 
ever, it is not complicated. Anyone, 
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with practice, can become quite adept 
at it. 

The following explanation of hard- 
ening and tempering is from the book: 
“The Manipulation of Steel in Watch 
Work” by John J. Bowman: 

“The property of tool steel to which 
it owes its great value is its capability 
of being hardened to such a degree 
as to enable it to cut and shape almost 
every known substance, including itself 
in its unhardened condition. This hard- 
ening is brought about by bringing a 
piece of steel to a red heat and plung- 
ing it into cold water or otherwise sud- 
denly cooling it. The higher the pro- 
portion of carbon in the steel, the 
harder will this heating and quenching 
leave it. After hardening, the metal is 
found to be too brittle for most pur- 
poses, so it has to be subjected to a 
tempering process or ‘letting down’ to 
the proper degree of hardness, ac- 
cording to the purpose intended. This 
tempering consists simply in slowly 
reheating the hard steel and observ- 
ing by its deepening of color, the grad- 
ually lessening degrees of hardness. 
The term ‘tempering’ is often used to 
signify what really consists of the two 
very different processes of (1) harden- 
ing and (2) tempering. 

“In selecting a medium for quench- 
ing the hot steel in hardening, it is our 
opinion that the workman will do well 
in general practice to confine himself 
to clear water at the temperature at 
which it flows from the ordinary 
sources of supply. An exception to this 
is in the hardening of very small 
pieces, such as single pivot drills, in 
which, for the sake of convenience, wax 
may be used. There are many nostrums 
in the shape of hardening mixtures, 
supposed by some to possess peculiar 
merits, but we have not heard of any 


cases in which such claims are sup- 
ported by either theory or practical ex- 
perience. 

“We will assume that the piece of 
steel to be hardened has been filed, 
turned, or otherwise worked to shape. 
The size and shape of the piece deter- 
mines the treatment to be followed. 
The heating apparatus used by watch- 
makers is usually a jeweler’s gas- 
burner or large alcohol lamp, with a 
blowpipe to direct and intensify the 
heat of the flame. 

“Direct the blast of flame so as to 
heat the piece evenly; maintain an 
even color over the piece during the 
entire heating. It is easy to maintain 
a steady, uninterrupted blast with an 
ordinary mouth blowpipe for a time 
sufficient for heating a large piece, if 
the operator will use his cheeks in the 
same manner as the rubber reservoir 
on a foot bellows is used, which is not 
difficult after a little practice. 

“The idea is to fill the cheeks with 
air from the lungs. keeping them dis- 
tended all the time, and depending on 
the pressure of the cheeks to force the 
blast through the pipe, whenever a 
breath is taken and the chest pressure 
is thus cut off. Correct blowpiping re- 
quires an alternate chest and cheek 
pressure. 

“The operator must use his judg- 
ment in applying the flame to the work 
so as to heat it evenly. If the piece 
is formed of a large and a smaller por- 
tion, blow the flame on the larger part 
first. The heat will follow to the light- 
er portion, while if it were directed 
against the whole, the smaller part 
would become overheated. 

“Before quenching, however, be sure 
that the entire piece is of one color 
or shade of red heat since unevenly 
heated steel will become strained in 
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the interior, and liable to crack where 
there is a difference of volume in the 
piece. As an additional precaution 
against this strain, in quenching dip 
the greater part of the piece first, so 
that it will be already partially chilled 
when the lighter portion strikes the 
water, resulting in a more uniform 
chilling of the entire piece. 


“A piece of steel after hardening will 
be found to be coated with a black 
oxide. For large work which requires 
subsequent dressing to size, etc., this 
is not a matter of importance; in hard- 
.ening small work, however, it is de- 
sirable to prevent it by coating the 
article with moistened soap _ before 
heating. This melts over the steel and 
forms a protecting film; after quench- 
ing, the steel comes from the water 
with a silvery gray surface very easily 
polished preparatory to tempering. Any 
small portions of black scale happen- 
ing to adhere can be removed with a 
steel or brass wire scratch brush or 
scraped off with a knife. In order to 
harden steel without discoloration or 
scaling of the metal, the object to be 
accomplished is simply the exclusion 
of air from the surface during heating 
and quenching. 


“When one end only of a piece is to 
be hardened, do not plunge it to the 
end of the glowing portion and then 
let it rest until cool, but move it rapid- 
ly up and down, as otherwise the piece 
may be flawed or weakened at the part 
which was on a level with the surface 
of the water. 


“For heating gravers to the desired 
color before quenching, the term 
“cherry red” is generally used, and we 
must say here that as there is a vari- 
ance of color perception in the eyes 
of different persons, the same shade 
of color in the metal may appear dif- 
ferently, so the term used can be only 
approximate. To attain skill in hard- 
ening steel actual experience and much 
practice is necessary. Discussion of 
the subject is of course valuable, but 
there can be no absolute rules: one 
must learn by combining his own ex- 
perience with what he may learn of 
others. Heat treating operations in- 
volving judging of colors may well be 
done always by the light from win- 
dows facing northward, which is most 
uniform under varying conditions of 
the weather, the time of day, and the 
seasons. 


TEMPERING 


“Now we have come to the subject 
of tempering, or lessening, to suit our 
purpose, the degree of hardness the 
piece of steel has acquired from the 
heating and quenching. A fact which 
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should be mentioned here is that steel 
will harden to different degrees by 
using metal containing different per- 
centages of carbon; the more carbon 
the- greater hardness with the same de- 
gree of heat. We believe manufactur- 
ers furnish steel of great uniformity 
for known purposes, such as the square 
rods used for making gravers, so that 
this ‘percentage of carbon’ question 
need not be considered in practical 
work. 

“The same piece of steel may be- 
come very hard with great heat, and 
less so with a lower heat. In this 
matter of heating, experience must 
teach the happy medium between over- 
heating and underheating. Always try 
your work for hardness with a file of 
rather fine cut. If underheated, the 
steel may come out of the quenching 
bath softer than it was before heating. 
Overheated or partially ‘burnt’ steel 
becomes coarse-grained and brittle. If 
not too far gone, it may be restored 
by heating to a good red and cooling 
slowly, but it will never again be 
fully as good as before. 

“There are several methods of gaug- 
ing the changes in the hardness of a 
piece of steel undergoing tempering. 
The two most generally used are (1) 
by observing the change in color of 
the steel, and (2) by noting the action 
of the heat on oil or tallow with which 
the steel is covered. It has been 
claimed that the oil method is the bet- 
ter, as being more certain than the 
color method because of the difference 
in color appreciation in the eyes of 
different persons. This opinion does 
not seem to take into consideration the 
fact that ignition and smoking will take 
place at different temperatures in dif- 
ferent oils: the certainty of both meth- 
ods would appear to be about equal. 
and as the color method is cleaner in 
operation and more convenient, we al- 
ways favor it when possible.” 

The following table shows the vari- 
ous colors and temperatures in tem- 
pering steel. 


Color Temperature 
1. Pale Straw 420° F. 
2. Straw 450° F. 
3. Yellow 480° F. 
4. Brown 500° F. 
5. Purple 530° F. 
6. Bright Blue 580° F. 
7. Deep Blue 590° F. 
8. Light Blue with 

sreenish tinge 640° F. 


In this table, No. 1 is the temper 
generally used for gravers, although 
No. 2 and No. 3 will cut the softer 
metals. Any graver tempered as soft 


as to a brown color is of no use and 
must be rehardened and tempered. 


Before proceeding to temper an ar. 
ticle by color it is imperative that jit, 
or at least a portion of it, be thor. 
oughly clean. An emery stick of rather 
fine grain is good for the purpose. The 
cleaned surface must not be touched 
with the fingers nor anything greasy 
until after the coloring is finished. An 
alcohol lamp is convenient for draw. 
ing the temper. The procedure is illus. 
trated in Figure 50, step (6). Care 
must be taken to heat the heaviest part 
of the graver first, gradually moving 
back and forth through the flame 
toward the point so that when the first 
pale straw tint is observed, it will be 
uniform throughout the area heated, 


Remove the steel from the heat as 
soon as the desired color is attained. 
In tempering large pieces, as soon as 
the color is reached, plunge into water, 
else the heat in the piece will carry 
the softening further than was in- 
tended. 


2. MAKING A SQUARE GRAVER: 
(a) Filing and Shaping 


To make good gravers only a few 
essential tools are needed: a jeweler’s 
saw frame, saw blades, #2 and #4; 
hand files with handles, flat emery 
hand buffs #00, and a good grade of 
tool steel rod, 1% of an inch square. 


Using the jeweler’s saw requires del- 
icate handling and considerable skill. 
The blade is adjusted by first tighten- 
ing the screw controlling the length 
of the frame. Placing the saw blade in 
the upper clamp, tighten with the teeth 
pointing towards the lower clamp. 
Placing the upper end of the frame 
against the body of the operator, add 
a little pressure to the sawframe by 
bending the body forward and tighten 
the saw blade in the lower clamp. This 
provides tension, eliminating any 
“slack.” 

To start sawing, stroke the metal 
upward with light pressure. Two or 
three strokes will do and the regular 
sawing action may follow. The cutting 
is done on the downward stroke, and 
as the hand is pulled downward, add a 
little forward pressure. 
stroke should receive no real pressure 
but should be allowed to slide lightly 
in position over the metal. A _ little 
beeswax applied to the blade will avoid 
jamming and prevent breakage. 

Making gravers will not be the only 
use for the jeweler’s saw. It will also 
become a necessary tool in sawing out 
inscription plates of a_ specific size 
(discussed in a later section). 

To make a square graver, select a 
piece of steel stock ¥% of an inch 
square (see Figure 50—step 1). Mark 
off a 334 inch length and saw through 
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DON’T JUST TAKE OUR WORD FOR THIS! 


We'll gladly give you the names of the Biggest Jewelers all 
over America who are using ‘‘WIN-A-DIAMOND.” Here's 


what a few of them say about it! 


Livingston Jewelers, Youngstown, Ohio: 
“WIN-A-DIAMOND promotion best ever. Results beyond our expectations!” 


Busch Jewelers, Inc., Lansing, Michigan: 
“WIN-A-DIAMOND is the finest promotion both for business and good-will. 
For first 26 days, Diamond business increased $15,000!" 


Kortz-Lee Jewelry Co., Denver, Colorado: 
“WIN-A-DIAMOND is the most outstanding Diamond promotion we've ever 
run. We highly recommend it to any jeweler!” 


Hudson’s Jewelers, Los Angeles, California: 
“We've never had a Diamond promotion—regardless of how much we spent 


—ever come near to this one for results!” 


NOW IS THE TIME TO PUT THIS TERRIFIC BUSINESS-BUILDING, 
PROFIT-INCREASING PROMOTION TO WORK IN YOUR STORE! LET US : *Copyright 
TELL YOU HOW! FOR FULL INFORMATION, WRITE, WIRE OR PHONE: . 1950 


\ATTAL A OLUARAQAIT PAI 524 S. LA BREA ANGELES 36, CALIF, 












Ueddddecedddddddddcdddeeddeeeeeeddecdddddddddddeec EE” 
MMW Qa AAA A A OOOO OAOAOAOAMAM- MU 009) 






|. Select a piece of !/g in. square steel stock. Saw off 334 in. length. 
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2. File or grind to the above shape. 





3. After applying a thin film of dampened scap over area to be 
hardened, heat 1/3 of length until metal is a cherry red color. 























4. Plunge vertically into water or 
oil, taking care not to touch the 
sides or bottom of the container. 


Figure 50. How 


diagonally, keeping in mind that this 
will be the 45-degree face angle when 
sharpening later. Clamp 2/3 of the 
graver length in a bench vise, leaving 
1/3 of the length showing. File the 
graver to the shape indicated by step 2. 
Figure 50, using a #2 file, then a #4 
file and finally a #00 emery stick. In 
using the #2 file, the first strokes are 
made at right angles to the graver. 
After the shape is attained the file 
strokes may be run parallel with the 
length of the graver. This will smooth 
out all bumps and ridges and is called 
draw-filing. Continuing this stroke 
with the #4 file and #00 emery stick 
will result in a smoothly finished 
graver. 


{b}) Hardening and Tempering 


To harden, apply a thin film of 
dampened soap over the filed area 
(1/3 of the graver length). Holding 
the graver as shown in Figure 50— 
step 4, direct the flame over the soaped 
area until the section is a cherry-red 
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5. Remove scale formed by hardening 
with an emery stick. Heat graver over 
alcohol flame until the metal shows a 


pale straw color. 


to make a graver. 


color. Then plunge the graver imme- 
diately into the water as shown in 
Figure 50—step 5. In doing so, do not 
hold the graver motionless after plung- 
ing, but rather move it upward and 
downward until the metal has cooled. 
This will minimize the risk of warping 
or bending out of true. 

Before tempering, the graver must 
be cleaned in order to correctly deter- 
mine the color. Use a #00 emery 





stick to remove discoloration remain. 
ing from the hardening operation. Pro. 
ceed, then, to temper the graver as 
shown in Figure 50—step 6. The 
graver should be heated first at the 
beginning of the taper and gradually 
pulled through the flame as indicated 
by the arrow in the illustration. Do 
this slowly, moving the graver through 
the flame as many times as necessary 
to effect the color change. The first 
tinge of yellow or straw color should 
show at the thickest section of the 
taper and be gradually worked down 
or pulled out to the very tip of the 
graver. If the color appears to be 
darkening too rapidly, plunge the 
graver in water. Colors tend to con. 


tinue to darken after the work is re. 


moved from the flame. 


3. CORRECTING DEFECTIVE GRAVERS 


Gravers may be defective in many 
ways. The metal may be too hard or 
too soft, or it is possible the carbon 
may be “burnt out” of the graver ren- 
dering the tool useless, because further 
heat treatment will not restore it to 
its original condition. 


If a graver is found to be hard or 
brittle, points break easily. Tempering 
the metal to a light straw will elimi- 
nate the brittleness, strengthen the 
point and improve cutting generally. 


A graver that is too soft does not 
hold a point; this is not because the 
point breaks, but because it wears 
away. In some instances the point of 
a too-soft graver will bend over, show- 
ing a distinct burr. To correct this 
condition the entire procedure of hard- 
ening and tempering must be repeated. 

Occasionally gravers are found that 
will not respond to hardening and 
tempering. Points continue to break. 
and often when sharpening, a good cut- 
ting edge will not appear. This condi- 
tion indicates the carbon content of the 
steel is defective, “burnt out” or other- 
wise useless. The graver should be 
discarded. 


(Please turn to page 211) 








Figure 51. To bend graver to the desired shape, heat area with a thin flame and press 
on a hard asbestos pad. Heat and bend gradually and avoid overheating. Be sure 
line of centers is kept straight. Graver may be held in pinvise during operation. 
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The Changing Picture 


(From page 95) 
CHART FOR REFERENCE ON PAGE 162 


South Central states, comprising Kentucky, Tennessee, 
Alabama and Mississippi, had the largest increase in the 
number of stores—86.1 per cent. This large increase in 
the number of stores in this area was undoubtedly re- 
sponsible to some extent for the lower average sales in- 
crease per store here—130 per cent—as compared with 
its neighbor, the West South Central division. 

In 1939, the East South Central area accounted for 
3.8 per cent of the total retail jewelry sales of the country. 
In this latest census this proportion had risen to 4.9 
per cent. The area however. remained in the same rank 
—eighth place—in percentage of jewelry volume to the 
national total. 

Both the Mountain and Pacific areas showed identical 
percentage sales increases in 1948—283 per cent. The 
first division made up of the states of Montana, Idaho, 
Wyoming, Colorado, New Mexico, Arizona, Utah and 
Nevada, being more thinly populated, does not have the 
dollar volume of the Pacific area as far as the sales total 
of each is concerned. The Pacific area, made up of 
Washington, Oregon and California, accounted for 12.4 
per cent of the total national jewelry sales volume, the 
third highest in the country area-wise. The Mountain 
states accounted for 3.4 per cent of total U. S. jewelry 
sales in 1948 and ranked ninth in the national picture. 
This was the same position it had in 1939 while the 
Pacific area on the other hand, rose from fourth to 
third place. 

Percentage-wise, however, these two areas made nearly 
identical showings in 1948 as compared with 1939. The 
sales increase of each was the same—283 per cent; the 
number of stores increased 67.3 per cent in the Mountain 


‘Timely’ Clock Promotion Rings Up 
Profits 


An eight-day clock played a feature role in a unique 
graduation-day promotion which has paid dividends for 
several years at The Diamond Shop, Columbus, Mis- 
sissippi. 

Approximately ten days before graduation day at the 
Columbus high school, the clock is wound and placed in 
the Diamond Shop’s show window. Names of all male 
members of the graduating class are arranged around 
the outside of the clock’s giant dial, names of feminine 
members around the inside. When the clock finally runs 
down, the boy whose name the minute hand halts near- 
est to and the girl whose name is closest to the hour hand 
receive valuable prizes. These gifts are awarded during 
high school graduation exercises, deriving additional 
publicity for the store. The prizes normally consist of 
watches. 

Joe Stengel, manager of The Diamond Shop, has em- 
ployed this “clock promotion” for several years, obtain- 
ing good results each spring. The promotion not only 
stimulates the sale of graduation gifts, but creates a lucra- 
tive interest in his show window, since both adults and 
school children devote considerable attention to the clock 
on its eighth day of operation in order to learn the 
winners, 
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NORTHAMPTON 
STAINLESS STEEL 


Teaspoon Blanks 


RSS 








In response to increasing 
demand, we offer this high 
quality forged steel tea- 
spoon blank—at a reason- 
able price! 


This teaspoon blank 
will prove popular for use 
with bone or bamboo handles, 
particularly with manufactur- 
ers catering to the gift trade. 





Manufacturers of the finest sterling or plated flat- 
ware and reputable repair shops have learned that 
they can stake their reputations on 80-year-old 
Northampton Cutlery. For the ultimate in quality 
and craftsmanship in forged stainless steel blades, 
you can rely on the complete line of Northampton 


Blades. 
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FUERA CHESTS 


mean guaranteed anti-tarnish 


protection for silverware! 





The 
HERITAGE 
CHEST +92 


A distinctive EUREKA 
Chest, holding up to 200 
pieces, with a tailored 
rack for 3-piece carving 
or steak set and space 
for a variety of other 
odd pieces. Available : 
with mahogany, walnut , . f 
or modern blond finish. 

Solid bronze drawer pulls and cover lift. Non-scratching felt 


casters. Approximately 1744" x 12" x 6%". 


le 
: # 
wosble 


The 
HALL MARK 
CHEST #82 


A beautiful and durable 
EUREKA Chest that holds 
up to 110 pieces, with 
special rack for steak or 
carving set. Solid bronze 
cover lift and non-scratch 
felt casters. Heavy wood 
construction with walnut or 
mahogany finish. Approxi- 
mately 18144“x 12x44", 





Every Silverware Chest made by EUREKA is guaranteed 
tarnishproof for the life of the chest. Made with cabinet crafts- 
manship of selected hardwoods, EUREKA Chests are lined 
throughout with seal-brown Pacific Silver Cloth —“the cloth 
that prevents tarnish,” or with anti-tarnish EUREKA Doeskin 
Cloth in Bahama Rose shade. EUREKA Silverware Chests 
are available in a wide range of styles and prices. Write for 
free illustrated leaflet. 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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states and 61.5 per cent in the Pacific states; the average 
percentage sales increase per store was 136 per cent in the 
former and 137 per cent in the latter, a consistently im- 
pressive record of healthy growth for these eleven west. 
ern states. 

We have been studying those areas that are above aver- 
age on national gains. Naturally, if there are some areas 
above average, there must be those which are below the 
average gain. That leads us back East for a look. In the 
accompanying table of figures we find that the New 
England and Middle Atlantic areas, comprising all the 
states from Maine down through Pennsylvania, did not 
have as great percentage gains as other areas. In both 
areas the per cent of increase in sales and stores was 
below the national average. 

In the NE area, comprising Maine, New Hampshire, 
Vermont, Massachusetts, Rhode Island and Connecticut, 
the increase in sales over the 1939 figure was 154 per cent, 
but the position it occupied in national sales volume 
slipped; swapping fifth for seventh place with West South 
Central. Meanwhile the Middle Atlantic area, comprising 
New York, New Jersey and Pennsylvania showed an in- 
crease in sales of 180 per cent and maintained its position 
as number one area of the country from the standpoint 
of jewelry sales volume. Also the number of new stores 
in the New England states increased only 18.6 per cent; 
the lowest gain of any of the nine areas. The percentage 
increase in sales per store in the NE area was 114 per 
cent; in the Middle Atlantic states 106 per cent. 





Per Cent Increase by Area in Sales, Number of 
Stores and Sales Per Store 














1939—1948 
Position in 
Avg. Relation to 
% Total U. S. 
% % Sales | Jewelry Sales 
Inc. Inc. Inc. 
in in Per 
Area | Sales | Stores| Unit | 1948 1939 
New England...... 154% | 18.6%} 114% 7 5 
Middle Atlantic....| 180% | 35.1% | 106% 1 1 
East North Central.| 257% | 34.6% | 159% 2 2 
West North Central | 261% | 36.8% | 164% 6 6 
South Atlantic. ....| 249% | 70.9% | 104% 4 3 
East South Central.) 331% | 86.1% | 130% 8 8 
West South Central.| 333% | 65.4% | 162% 5 7 
Mountain......... 283% | 67.3% | 136% 9 9 
ere 283% | 61.5% | 137% 3 4 
National Average.| 239% | 46.0% | 131% 




















This below-par average for New York, New Jersey and 
Pennsylvania as a group was the next to the lowest figure 
for per-store sales increases of any of the nine areas of 
the country. It was only exceeded by the South Atlantic 
group which, with an increase of 70.1 per cent in the 
number of stores, showed an average increase of 104 per 
cent in sales per store. It gives rise to speculation when 
you consider that these three states making up the MA 
area had the largest share of the total retail jewelry vol- 
ume of the country. In 1939, this area did 26.7 per cent 
of the total retail jewelry business; yet in 1948 this figure 
dropped to 22 per cent. It held its number one position 
in the national sales picture by the slim margin of eight- 
tenths of one per cent over the East North Central group 
which is in second place as it was in 1939. 

This East North Central area, made up of Ohio, 
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Indiana, Illinois, Michigan and Wisconsin, accounted for 
21.2 per cent of the total retail jewelry volume in 1948. 
This was a gain of one percentage point over 1939. 

Here, the sales increase for the area over 1939 
amounted to 257 per cent, the number of stores increased 
34.6 per cent and the average increase in sales per store 
was 159 per cent. 

Large increases in sales volume were likewise shown by 
the two remaining areas. In the West North Central states, 
comprising Minnesota, Iowa, Missouri, North and South 
Dakota, Nebraska and Kansas, sales increased 261 per 
cent in 1948 over 1939. The increase in the number of 
stores in this area was 36.8 per cent and the increase in 
sales per store averaged 164 per cent. 

In the South Atlantic group—Delaware, Maryland, Dis- 
trict of Columbia, Virgina, West Virgina, North and 
South Carolina, Georgia and Florida—sales increased 
249 per cent in the area as a whole. The increase in the 
number of stores here was the second largest of the 
country, amounting to 70.9 per cent. This large number 
of new stores was instrumental in pulling down the 
average increase per store showing. Obviously, the stores 
increased out of relative proportion to the sales oppor- 
tunities, for in spite of this second highest increase in the 
number of stores the area lost one notch in its sales vol- 
ume position nationally. 

The better financial position of the farmer and indus- 
trial worker perhaps enabled the people to better satisfy 
their desire for the niceties of life. This may have been 
a prime factor in the large increases in sales shown by 
most sections of the country, particularly so in the East 


and West North Central areas, both of which showed 
large gains in jewelry sales with lower than average in- 
creases in the number of stores in each. 

The “Big City” factor has always been an important 
one in the sale of jewelry. Here, the average person con- 
siders and more readily accepts jewelry as an impqrtant 
part of every-day life. In the East, where jewelry sales 
have always been high proportionately as compared with 
the rest of the country, as well as in the East North 
Central states in which are located the big cities of the 
Middle West, this factor is apparent. 

In the Middle Atlantic area where sales rose only 180 
per cent, the jewelry business in 1939 amounted to about 
96 million dollars. In 1948, sales rose to 269 million 
dollars although the increase in the number of stores was 
below the national average. 

The East North Centrol states, comparable to the East 
as far as its “Big City” factor is concerned, had as well 
the increased spending power of its large farmer and 
industrial worker population, resulting in very favorable 
indices. 

These factors and others become more significant when 
a comparison is made by individual states. This narrows 
down the considerations from an area-wide comparison 
with its over-all economic picture, to that of more local 
conditions. 

Next month we will publish our analysis of the Census 
Bureau figures by states. This will enable you to further 
pin point your study and sharpen the comparison with 
the performance of your store during the ten-year period 


1939 through 1948. 
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WHITE OR YELLOW 14 Kt. GOLD, $215 FED. TAX INC. 


Tourneayu 


watches 





431 MADISON AVENUE at 49th STREET, NEW YORK 22 
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Exelusive lines of... 


® fine silver plated holloware 
® silverplated tableware 
® stainless steel tableware 
© unusual metal giftware 


Direct from our Swedish plants 


Nwedish Metaleraft, Inc. 


1177 BROADWAY (Nr. 28th St.) NEW YORK 1, N. Y. 
Phone MUrray Hill 5-9244 











Reach For Your 


W.R.C. 
FINDINGS CATALOG 


W. R. COBB Co. 
101 Sabin Street, Providence 3, R. I. 


New York Office, Chicago Office, 
320 Fifth Avenue 29 East Madison Street 
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Double-Duty Fixtures 


(From page 116) 


choices. So then, what looks like a round, raised knob 
on the front panel in the base, is grasped and pulled oy, 
and lo and behold! there’s a straight-backed chair with 
red leather upholstered seat. There are two of these side 
by side in each of these three lower counters. 

The center of this back wall is devoted to a display of 
silverware and hollowware, with movable glass shelves 
holding them before a graceful backdrape of light greey 
crepe. The east and west walls hold three large square 
shadowboxes in each: and these, with their mirror backs, 
display more merchandise behind sliding glass doors, 
All these wooden and glass fixtures were built for the 
store by the C. D. Baird Company of Milwaukee; and 
they are not duplicated anywhere else. 

There is a small diamond room off to the rear so that 
people can make big purchases in privacy; and the stock 
room and wrapping room are in a rear portion of the 
building, and downstairs. 

Other unusual touches are the imported Japanese wall. 
paper across the back and above the front window and 
door; and the overhead lighting fixture consists of a 
trough-like stainless steel runway with a strip of bronze 
through the center. Hidden above this are long tubes of 
fluorescent light; and spotlights are set into recessed 
niches in the ceiling above both rows of counters and 
across the ceiling front, right inside the window, and 
also across the back ceiling. 

A small end table standing near the doorway, holds a 
complete place setting so that customers can see how the 
proper silverware looks in use. Opposite this table is a 
Swedish modern table and chairs for the convenience 
of customers who want to address their gifts. 


NOVEL WINDOW UNIT 


But the piéce de résistance, as store Manager, Ralph 
i. Briggs, calls it, is the unique window display unit. This 
is built in the form of a rectangular case with glass sides 
and top, but with the front, which faces the passersby, 
open. One end of this case is speared through with steel 
rods which turns on a swivel; and the other end is sup- 
ported by a wooden pillar which moves on a_ rubber 
wheel. Thus Mr. Briggs can swing this unit out into the 
store, away from the main window, and he can replace 
the items displayed easily, and then simply swing the 
whole setup back in place up against the window. Since 
the back of this unit is of glass, too, the passersby can 
look right on into the store and be intrigued into going 
in to buy. 

For advertising media, Briggs uses the local Whitefish 
Bay newspaper, also direct mail, and occasional flyers. 
When local society matrons have club meetings he offers 
to put up silver displays or to have one of his staff give 
talks on silverware or allied topics. 

Briggs, who has been with the Schwanke-Kasten 
Jewelry firm over twenty-five years, is most enthusiastic 
over his new store, and the neighborhood it services. 

“T tell you,” he remarks with a smile, “that I have never 
seen such a relaxed, unrushed attitude as these residents 
up here have. It’s marvelous. I was so used to the hurly- 
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burly and rush of the downtown store, that it took me a 
bit of time to slow myself down. But I noticed how our 
customers would come in and take their time about mak- 
ing their choices, and how there was always.time for a 
few words on how much they admired our store and 
would come in often. 

“We are fitting ourselves into the lives of the com- 
munity here, so that they will automatically think of 
us when gift-giving occasions come up. We want to be 
part of the family here; and it looks like we’re off on a 
good start!” he concluded. 





Bridal File Sells After the Wedding 


Instead of retiring cards covering purchases of sterling 
flatware to a dormant status, maintaining them as a 
“hollowware prospect file’ has proven constantly produc- 
tive of additional sales for A. W. Whittingham, enter- 
prising head of Crowder’s, jewelry store in Boulder, 
Colorado. 

The Crowder store carries four top, nationally-adver- 
tised lines of hollowware, and devotes one entire side of 
the store to their promotion. Four wallcases show out- 
standing hollowware items, ranging from candelabra 
through service trays, tea sets, pitcher and cup combina- 
tions, bowls, and fruit servers. When prospective brides 
are brought into the store’s unique Silver Room to choose 
patterns in flatware, dinnerware, crystal stemware and 
other lines, hollowware is always mentioned but con- 
centrated selling effort is reserved until later because 
prospective brides are usually more intent upon pur- 


chasing basic table settings in silver, china and glass, 
than in more deluxe gifts. 

Therefore, after the prospective bride’s wedding is 
carried out, and registered pattern items have been pur- 
chased, the card is transferred to a “hollowware file” with 
the addition of the husband’s name. 

Thereafter, each year, as near as possible to the wed- 
ding anniversary, the Crowder store, through pleasant- 
voiced salespeople, re-contacts the husband in the. case, 
suggesting the purchase of hollowware items to round out 
the sterling table setting. In many cases, from the 72 
patterns in sterling flatware carried by the store, it is 
possible to match up hollowware with a precise pattern. 
“We do not schedule such calls on a cut-and-dried basis,” 
Whittingham said. “However, the cards are gone through 
once a month, and those which may be easily telephoned, 
are subjected to this system. Almost all of the couples 
whose original sterling flatware selections were made at 
the store, are eventual hollowware purchasers.” 





Jewelry Customers Given a Ride 


Zall Jewelry, Denver, Colo., offers a free 15-minute 
cruise over the city in a chartered airplane with every 
purchase of a timepiece costing $19.50 or more. 

Every Sunday some 20 to 50 purchasers of diamonds, 
watches or other items, are loaded into a chartered plane 
and taken in groups of 20—over the city. The cost to 
the store is little as the plane is chartered for several 
hours but everyone is all up in the air over the idea— 
literally and profitably speaking, of course. 
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* * 
Metals of Guaranteed Purity 
GOLD - SILVER - PLATINUM - PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 
| We solicit your Sweeps es 
tt | Filings — Scrap Gold and 
eo Platinum — Metals 
= ads | Your OH Gold Shipments 
| | | WILL RECEIVE 
Special Atten tion 
Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
* 














ai JEWELERS \ | Quality Repairs 
pLER?: 


(From page 122) 


| relied upon to deliver supplies when needed. These sup. 
| plies are carefully filed in drawers and cabinets within 
| arm’s length of the man working at the bench.” 

| When watches and rings are received for repair they 


are given cardboard tags and hung on pegs on a large 


ACTIVE — INACTIVE AND OBSOLETE 
| framed board about five feet square. Pocket watches are 
STERLING FLATWARE PATTERNS CAN hung on hooks on the bottom row, while the two top 


rows, all bearing numbers containing 0 and 1 contain 
BE TURNED INTO CASH NOW! watches requiring major repair and cleaning. From the 
next eight rows of pegs are suspended watches and rings 
needing minor repairs. Certain hooks hold work destined 
for certain repairmen and each man goes to the board 
and picks up the next piece of work he is to do. When 





Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 





offer on receipt of information as to quantity, con- he has finished it, he hangs it back on its peg, where any 
dition, etc.; or, a definite offer on receipt of the of the men taking care of the counter may find it as 

silver. This will enable you to obtain a much higher : 

price for the old silver. We are also interested in needed. — 
purchasing any sterling silver your customers wish Jewelry that is received for repair is placed in small 
+ Pengo — sterling flat or hollowware stock. manila envelopes and duplicate numbers given them. The 
, customer receives a numbered ticket for both watches and 
Correspondence Solicited | jewelry. The envelopes are then filed alphabetically in an 
We are also interested in your traded-in | incoming bin and later in 12 drawers which are kept in 
or surplus jewelry and diamonds. | the basement. 


Gerlach’s Jewelers is staffed by six employees in addi- 


Julius Goodman & Son tion to the owner. Three of these men are watchmakers 


| | | and another man on the outside is kept busy full time on 

77 MADISON AVE. MEMPHIS |, TENN. ' ; , 

watch repair. The other three men in the shop repair 

. jewelry and all six take turns and help at the counter as 

— | necessary. With a flexible staff of this kind it is even 

more important to have a filing system that is fool-proof 
and Gerlach says mistakes are a rarity. 


STAFF FUNCTIONS AS TEAM 


While only three of these men are relatives of the 
owner, all six function together smoothly and there is an 
infectious spirit of good comradeship among them that 
RESILIENT | gives the impression that they are all of one family. Each 
crates avec: | on / man has a day off a week, which is another reason why 

: Ew | the finished work must be easily available, so that one 
ae eee ee 3 3 man can pick up where the other left off. 

non-magnetic BY [EF 2S : The rates for various types of repair work are fixed 
“Ss Wodel” r | | Hew sy depending on the length of time required, the quality of 

Aes “ce MH. OR the piece and its value. The date when the article is 
— om $3.95 “AKO A K/) promised is also designated at this time, and only infre- 
Ns an quently is the article not ready for delivery. This only 

*"e o hic ne happens when it has been found that more work is neces- 
























No. 3— : 
No. 2—With beautifully embossed 1/20 12 Kt. gold $9.50 sary than was at first thought. More about this later. 
Stainless Steel $4.95 _ tilled clips to es Like all jewelers, Gerlach’s keep a record of the date 
Adjustable Clips retoil match gold watches ~ "* '""" when a watch is cleaned and overhauled, but instead of 
No. 4-10 KT. ALL GOLD $75.00 Plus excise tax writing it in a book, they feel it is much faster to write 











the month and year right in the watch itself. “Customers,” 


Features that make Don J wan $0 popular Mr. Gerlach explained, “are often negligent about this 















@ Brilliantly styled Clasp on Band and several years roll around before they are aware of it. 
[ @ Fits contour of the wrist This sometimes necessitates looking quite far back in the 
@ Holds watch securely book, which takes more time than the other method.” 
@ Perspiration proof ‘“‘We never press or high pressure work on a customer,” 
——~ Wrist sizes: Small 6% —Medium 6 %"—Large 7” continued Gerlach in his courteous, friendly manner. “If 
“YX 5/8" Lug width ad 11/16" Lug width ? a customer wishes only a small job done, when a much 
Dou Yuan WATCH BANDS vale See ae larger job seems advisable in our considered opinion, we 
do the work the customer requests without protest, advis- 
Sold exclusively through the wholesale trade _ ing the customer of the impossibility of guaranteeing the 
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work and of our opinion that the repair work is inade- 
quate to correct the defect.” This is done both when the 
customer presents the article and when he receives it. 


SMALL JOBS DONE WITHOUT CHARGE 

Many tiny jobs, possibly every third one, estimated 
Gerlach, is done without charge to the customer and this 
has built good-will, as evinced by one customer who 
arrived while we were in the store. She had been the 
recipient the day before of a small soldering job for 
which she was not charged. She was so impressed that 
she returned the next day with a three-strand pearl neck- 
lace which needed extensive repairs, remarking that she 
did not wish to leave them without having some article 
of hers to repair for which she could recompense them. 

If a customer loses a ticket, he is asked to give his 
name. Then after he has produced satisfactory identifi- 
cation, the article is located in the alphabetically filed 
drawers and given him and he is asked to sign that he 
has received it. 

Repaired jewelry that is not called for, is something of 
a headache. Strangely enough, occasionally, very valu- 
able pieces are forgotten by the customer. The practice 
of Gerlach’s Jewelers in this matter is to drop a postal 
card to the owner about six weeks after the article is 
ready. It would be fine, Gerlach admitted if this could 
be done every month, but he pointed out they are so 
busy, that such a close follow-up is impossible. In the 
State of Pennsylvania quite an elaborate procedure is 
required by State law, advertising, etc., before an uncalled 
for piece may be sold. Even after selling, the jeweler 
must foot the cost of advertising himself and may only 
keep the actual cost of his work. The remaining portion 
of the purchase price must be returned to the owner of 
the piece of jewelry in question. This is a very unprofit- 
able arrangement from the jeweler’s point of view, so 
that it is much simpler for him to make consistent at- 
tempts to have the owner call and pay for his repairs. 


GOOD WORK MEANS CUSTOMER GOODWILL 


Good work, Gerlach insisted is of the greatest impor- 
tance. By that he means quality work. Repair work that 
just passes is not good enough, according to his code of 
ethics, and will result in a dissatisfied customer and 
eventually a lost customer. If an article costs more to 
repair than was originally estimated, which happens in- 
frequently, the repair work is properly done and the situ- 
ation is explained to the customer who nine times out of 
ten is understanding and pays the difference. Should the 
customer refuse, the difference is on the house, This, 
says Gerlach, occurs very rarely, but he feels it is neces- 
sary to assure the customer of high quality work. 

“There is no secret to our methods of service,” con- 
cluded Gerlach. “They have been developed over the 
years and seem to us the best methods to enable us to 
carry on our large repair business in a small shop with 
the ease and smoothness we enjoy and by which the 
customer profits.” 





A display of tables, arranged by prominent men who 
like to cook, originate recipes, and preside at parties, was 
shown by a store at a special exhibit. Types included a 
robot’s dinner, a circus theme, a Victorian table with old- 
fashioned milk glassware on red and white damask. 
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THE MONARCH ‘’TRI-MARKER’”’ 
Price-Marking Machine 


Ree 








PRICE-MARKING 


THAT PAYS FOR ITSELF IN 
Hours Saved, Errors Avoided 

















Every detail of a jewelry business should add to the atmos- 
phere of friendly dignity and integrity. Neat, legible 
price-marking of jewelry, art and gift wares inspires confi- 
dence, protects prestige. You can make the right impression 
on your customers—and at the same 
time save hours of tiresome effort and 
many dollars in clerical help —by the 
use Of a Monarch “'Tri-Marker”’ price- 
marking machine. Any employee can 
easily learn to operate the Monarch 
‘‘Tri-Marker’’ turning out accurate, 
businesslike price-marking that does 
away with the errors and misunder- 
standings caused by untidy pen or 
pencil price-marking. 

Monarch “‘Tri-Marker”’ price-marks 
jewelry tags in 3 sizes, ring tickets in 
3 sizes, and 8 sizes of gummed and 
Senso labels, all in rolls. A turn-back 





reset counter is regular equipment; 
automatic stop counter and rewinder 
for labels is optional. 

Send for illustrative folders; also 





samples of Monarch jewelry tags and 
labels price-marked on the Monarch 
‘“Tri-Marker’’ price-marking machine. 








tue Monarch 
MARKING SYSTEM COMPANY 


World's Largest Manufacturers and Distributors of 
Merchandise Price-Marking Equipment and Supplies 


Toronto, Canada ® DAYTON, OHIO ©@ _ Los Angeles, Calif. 
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GREEN ° ENGRAVER 


Fast, rugged, convenient - - and /nexpensive 


Expert engraving on flat or curved surfaces 
whether silver, gold, platinum, brass, steel or 
plastic. Unskilled clerks can do a uniform, clean- 
cut job. Letters (Block, Script or Old English) are 
sharp in detail. The Green Engraver is a multi- 
ratio pantograph providing various size letters 
from one set of master type. 


FREE —roct-packed folder—Send for yours today 


GREEN INSTRUMENT CO. 


369 PUTNAM AVE., CAMBRIDGE, MASS. 





Tas 


West Coast Distributor: HIGBEE & DORRER 


315 West 5th St., Los Angeles, Calif. 











POP 


“TRIM solves 


talel|| Severe Tarnish 
_*h Problem in 
ee store Display 








@ Bosshart & Morphy, Clifton 
© Springs, N. J., report that 
mineral water springs create a 
severe tarnish problem in their 
area. After years of search 





F 


roof, Moth Proof 


Tarnish Trim Protectors solved their 
Dirt, Dust and Moisture Proof problem completely. Said 
Perfect Visibility, Easy Access they: “None of the silver 


items displayed in TRIM Pro- 
tectors have shown the slight- 


Tough, Crystal-clear Vinylite 
Beautifies Cases, Cupboards, i= 

ete. They now recommend TRIM 
to other stores and to their retail customers. 


Envelope type Vinylite protectors in several sizes are interchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pe silver place 
setting is marvelous for "bride-trade." Designed by Lucile Whittier. 
Now nationally advertised. Among units available and list prices: 


Trim Units for 6-pc Flat Silver place setting.............. $1.25 


Trim KIT for 72-pe Flat Silver service. .. ............... 6.75 
12 Units, each 15x19"... .$5.00 6 Units, 12x13" ....... 2.00 
16 Unrts, Ass't Sizes ... 5.00 | Unit, 18x24" ....... 2.00 
3 Units, each 16x20"... 2.00 | Unit, 24x30" ....... 3.00 
| Shelf Protector, 27" deep by 36" wide . ............... 1.00 


| Complete SILVER TEA SERVICE PROTECTOR, 32x19xI4". 3.00 
| Flai Silver Tray Storage Protector, 18x18" ............... 


THE FRIM Company ineders 40% 


2669-JCK Cascade Springs Drive, Ada, Michigan 
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Tuned for Traffic 


(From page 124) 


pace with its community, Behrman believes, has been the 
move three years ago, into his new, enlarged, and modern 
jewelry store. Another reason has been his highly suc. 
cessful sheet music and record department carried over 
and expanded from the former location. 


Behrman Jewelers has gained a number of concrete 
merchandising benefits as a direct result of the move, 
Behrman points out. Not the least of these was the sub. 
stantial increase in floor space from the old, 11 x 40 foot 
store. The new store measures 24 feet wide by 88 feet 
in depth, or better than 2000 square feet of floor space. 


A principal improvement this effected was the greater 
spaciousness which the new floor lay-out allowed. In the 
old store customers were continually bumping into one 
another. The result was that shoppers left as soon as pos- 
sible after seeing the specific item in which they were 
interested. 


To remedy this, the new store was planned with a 
13 foot wide aisle running the entire length of the display 
area, with exception of the record department in the rear. 
As a result, shoppers now come in and browse at their 
leisure, with no compulsion to head for the exit. This 
feature alone has effected an improvement in impulse 
sales. 


The attractive appearance of the store and improved 
display facilities have likewise given a decided impetus 
to sales, Behrman believes. The front of the store is un- 
usually attractive, and windows are backless so the in- 
terior can be easily seen from the street. Inside, flush 
ceiling lights highlight the flat top cases while wall cases 
are illuminated by indirect lighting inside the case. 

A feature of considerable interest is the ceiling. At the 
time the new store was built, materials were unusually 
scarce, so Behrman had to order the most expensive 
mineral acoustic tile on the market at a price of $1 per 
square foot. This apparent extravagance has proved to 
be a decided economy instead. 


Sheet music and records have proved of considerable 
value primarily as a traffic pulling department. For this 
purpose, they were placed at the back of the store. Due 
to the acoustic tile ceiling and rubber tile flooring, record 
playing booths are not required. 


Success of the department is attributed in considerable 
measure to the daily half-hour radio program which pro- 
motes the store’s musical merchandise. The program is 
broadcast daily except Sunday, and alternates between 
popular and classical music. The announcer provides a 
commentary with the music. The store promotes its mer- 
chandise through three spot commercials in the course 
of the program. 


Especially popular with Tri-City listeners is the Friday 
night program for children. Children’s music, again with 
commentary, is featured on this program. Since the pro- 
gram comes on at 5:30 p.m. it is also popular with parents 
who like to have the children occupied while dinner is 
being prepared. The daily program has found good 
response as reflected in increased floor traffic, and sales. 

In addition to these features of the new Behrman store 
operation, there are also some display ideas of interest 
which were developed by Mrs. Behrman. One such idea 
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is the display pad for costume jewelry which she devised 
recently. 

Mrs. Behrman got the idea for the pads from those 
used by wholesale salesmen. Hers are approximately the 
same size, but cut to fit the dimensions of the case. They 
are made of strong cardboard with cotton padding 
stapled to the cardboard. A square of drapery cloth is 
folded over this, and stapled to the back side of the pad. 
The costume jewelry is then attached with clips to the 
face of the display pad. Mrs. Behrman made 44 pads 
sufficient for the entire case, at a cost for materials of $15. 

Another idea she has developed for display in the flat 
top cases, is to build up several steps inside the case, the 
steps being covered with decorative paper. The stepped- 
up arrangement permits more display without over- 
crowding, and relieves the monotony of an unbroken 
surface. It also brings the merchandise closer to the 
customer. The paper can be sponged clean, lasts a long 
time, and can be replaced inexpensively when needed. 





Customers at the Fair 
(From page 152) 


in the neighborhood. And to balance the effectiveness of 
his table setting, at the other end of his booth, Shaffner 
places a craftsman from one of the firms supplying his 
silver who demonstrates the craft of silversmithing. No 
man can resist watching another man at work and while 
the wives are admiring the finished product the husbands 
are marveling at the craftsmanship that produced it. 

For this space (48 x 12 feet) Shaffner pays $400 an- 
nually. Add another $200 for setting up, moving from 
the Market Street store and other incidentals and you 
have the cost of a half dozen newspaper ads—depending, 
of course, on your local papers. 

Now let’s break down the return on this investment: 

Fair officials estimate the flow of traffic in Shaffner’s 
area at 250,000 people. (One nationally-known dairy 
products company whose display was located in a far less 
favorable building actually clocked 120,000 visitors who 
entered their booth during “Fair Week.”) Daily thou- 
sands of people stopped to either look or to ask questions. 
There’s no hesitancy about asking questions at a fair or 
carnival. The same people who would be afraid to enter 
your store will stop and pick up your literature or in- 
quire about the price of a wedding gift. The mechanic 
with the rough hands who stops to look at some silver 
bowls is probably going to mention your name when the 
trophies are bought for his shop’s bowling team. The 
aura of the cut-away coat and striped pants which sur- 
rounds the high-class jeweler is dispelled when you are 
there on the spot meeting your buying public. 

Each year Shaffner’s display pays its own costs and 
actually shows a good profit for the week of the fair from 
on-the-spot sales. 

_ “But we're not interested in a profit on the display 
itself,” said Shaffner. “What we are interested in is meet- 
ing the public and registering our name on the potential 
buyer. Six months from now someone will buy a $200 
clock they saw at the Fair. Six weeks from now some 
woman will tell her neighbor about our table setting. 
And most important people who met me and my clerks 
will remember who I am. That’s the best advertising 


of all.” 
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WATCH REPAIRING TO THE JEWELRY TRADE 


One week's service on average overhaul jobs 


PPTTTTRTTTTTTTT TET $3.00 
(self-winding - $1.00 extra) 
Ciloemine Gm SIG cccccccccccccccccccccccces 4.50 
Cleaning and Mainspring ...............-.--+s 3.50 
Cleaning and Stem and Crown ............... 3.60 
CE « np OndaeeaCeeetedoc Haven eneaness 2.50 
ee 1.75 
SE cc kcacccccenceccesecescececse 1.75 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


IN, 6 6. 6646406004 0006040 eeues eaaes 1.00 
Ee ee 1.00 
I. on oh cnawdenneneseceecsens 1.00 


Chronographs overhauled (plus parts)... .$8.50 - 10.50 
Dial refinishing - factory prices. 


All customers’ watches are fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped “open” to well rated accounts. Terms: Net: 
10 days. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 





FF 120 ASSORTMENT AS 970 ASSORTMENT 
; only on > demas | only roller table, complete 
! ve ° 

| “minute wheel 2 yoke bridges 

| " setting wheel (inter- |} | minute wheel 
mediate} | " clutch wheel 

2 "“ clutch wheels | " hour wheel 

.. one ol 2" 4th wheels, sec. hand 

3“ clutch lever springs * ow es 

2 " winding pinions winding pinion 

YOUR COST $3.00 |] YOUR COST $3.00 

















Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, lilinois 
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1. Orrefors Vase 





2. “Golden Oriole" 


3. “Flair’’ Glassware 





4. New Stemware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. In Orrefors glass from Sweden, this tall, slim vase 
with triple-button stem, delicately flared bowl; 14" in 
height, approximate retail $27.50; spring delivery. From 
Fisher, Bruce & Co., in the East; Axel Zacho, in West. 


[] 2. Spode bone china "Golden Oriole'—one from group of 
50 bird figures, modeled in careful detail and painted 
by hand in natural colors; 10" tall, retails for $40.50. 
Stocked by Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[] 3. Recently-introduced "Flair design in heavy crystal 
glass is made in stemware, plates, tumblers, and acces 
sories; buffet servers shown here retail for about $4.50 
to $6 each. By Duncan & Miller Glass Co., Washington, Pa. 


[] 4. New "Aquarius" design in stemware has cut stem, may 
be retailed for $18 a dozen; with crystal stem and bowls 
and feet in amethyst, greenbriar or cobalt blue, retail 
$21 a dozen. Made by Bryce Bros. Co., Mt. Pleasant, Pa. 


[] 5. "Luau,"" new dinnerware pattern of Hawaiian inspira- 
tion, various pieces modeled from items used in native 
luau feasts; brown or green duotone; 16 pe. set, $14.95. 
By Santa Anita Pottery, 3117 San Fernando Road, L. A. 


5. Hawaiian 
Pattern 
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DUNCAN 


presents 


THREE EXQUISITE 
NEW SHAPES IN THIN 
LEAD-BLOWN STEMWARE 











CHALICE 


THE DUNCAN & MILLER GLASS CO. 


The Loveliest Glassware in America 
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DUNCAN -SCROLL 





WASHINGTON, PA. 








These beautiful new 
patterns were acclaimed 
at the Pittsburgh show. 
They are available 

in many new rock-crystal 
cuttings and etchings. 


Send for prices or contact 
your Duncan salesman. 
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2. Cut Glass Lazy Susan 





4. Provincial Design 





5. Ceramic Figures 





1. Cabochon 


3. Automatic 
Ash Tray 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. "Cabochon""—new line of table glassware and acces- 
sories modeled on rounded lines of cabochon-cut gem; 12 oz. 
tumbler, $9.60 doz, retail; 3!/"" vase, $1 each; sherbet, 
$6.60 doz; 8" plates, $15. By A. H. Heisey & Co., Newark, O. 


2. New Lazy Susan with 1634" plate in Piecrust shape cut 
in Royal English pattern, with revolving base in either 
walnut, mahogany, cherry, or maple; retail $11.50. Both 
plate and base created by Lotus Glass Co., Barnesville, O. 


3. "Spin-a-Way" self-cleaning automatic ash tray—with 
finger-tip pressure on plunger, inner disc begins whirl- 
ing—centrifugal force throws off ashes; smoke, odors 


are sealed in. From Rexon, Inc., 419 4th Ave., New York. 


4. Provincial motif in gay colors is featured in_ this 
newly-introduced pepper mill in ceramic, sold with @ 
matching salt shaker; Suggested retail is $8.95 a set. 
By Verity Southall, Ltd., 2251 Lincoln Ave., Altadena, Cal. 


5. Dynamic design characterizes these Peruvian-inspired 
figures—distinctive in modeling and showing interesting 
contrasts of texture and glaze. Suggested retail is $15 
a pair. From Worth Durham, 527 West 7th St., Los Angeles. 
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For alert buyers of decorative turers and importers will display Eo 


home accessories and gifts, all their newest and freshest wares. 







roads lead to New York and this 
The portals to profitable merchan- 





great market. 





dising will be open wide. We 





Here the world’s leading manufac- invite you to enter. 


New York Gift Show 


FEBRUARY 26—MARCH 1 
HOTELS STATLER & NEW YORKER 














SHOW HOURS: Monday and Tuesday: 9:00 A. M. to 9:00 P.M. 
Wednesday and Thursday: 9:00 A.M. to 6:00 P.M. 
















Sponsored by NATIONAL GIFT AND ART ASSOCIATION, INCORPORATED 
Directed by GEORGE F. LITTLE MANAGEMENT, 220 Fifth Avenue, New York 1, N. Y. 





inom a ee 
Sey Bo fagivn * geet BEE SGA OL ERO,” OT OR EN Se a on aS 
OR Saco SOS Ss ES RE ai ace PO Saal + ace tia . B. 


173 


FOR FEBRUARY, 1951 











4. Swedish Glass 





5. Miniature Painting 
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1. Ceramic Boxers 





3. New Dinnerware Pattern 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Beautiful modelings of the popular boxer breed of 
dogs, painted in natural colors and richly glazed. In 
Knight Ceramic, figure is II!" long and 8!/." high; sold 
only by Hudson Art Importing Co., Inc., 225 5th Ave., N. Y. 


[] 2. New "Horizon" design, made in both spruce and cin- 
namon colors; shown—blown tumbler, $18 a dozen retail; 
7" plates, $13.20; cups and saucers, $21; 5°’ preserve, 
$1.75 each. By Fostoria Glass Co., Moundsville, W. Va. 


[] 3. "Green Dragon''—new English dinnerware design from 
Booths shows Chinese dragons in tones of green, on Ma- 
jestic shape. Illustrated leaflet available. On immediate 
delivery from Midhurst Importing Corp., 129 5th Ave., N. Y. 


[] 4. Richly hand-cut in a mitred pattern on a lead crys- 
tal shape, this is the "Mary" decoration from the Ekenas 
factory in Sweden. The goblet may be retailed for $84 
a doz. From R. F. Brodegaard & Co., 225 5th Ave., N. Y. C. 


[] 5. One from new series of miniature original oil paint- 
ings by Elyse, in shadow-box frame—5!/." x 6!/2"" overall; 
12 outdoor subjects, usable singly or in groups; $4 each 


retail. From Edward Gross Co., 120 East [6th St., N. Y. 
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the naw 
trend -— 
COMPLETE 
‘PLACE SETTINGS 
of Stemware 

and Tumblers 























--oin LIBBEY 


me te ill a 


Originated by Freda When merchandising Libbey “Diamond 
Diamond, noted fashion Cut,” remember: 
designer, “Diamond Cut” 


Vv 
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:; j; (1) It was designed to go with both tra- 
crystal glass is the Commrapeees ditional and modern china settings. 
of Libbey glassware promotions | 
for 1951. It is a brilliant new (2) 
pattern in complete place settings—tum- 

blers and stemware that match! 


ADVERTISED IN 


Beautifully boxed, it makes an im- 
pressive gift. Ideal for bridal gift 


promotions. 


RY RET RaES TII Cec 





(3) Chip-resistant rims are fully guar- 
anteed: “A new glass if the rim of a 
Libbey ‘Safedge’ glass ever chips!” 


Center your 1951 promotions around 
Libbey “Diamond Cut” crystal glass. Its 
quality will reflect prestige for your gift 
and glassware counters. Advertisements To Order: Contact your near-by Libbey 
in LIFE and leading women’s magazines — Glass distributor, or write direct, if you 
will presell quality and eye-appeal ... prefer. to Libbey Glass. P. O. Box 1035- 
build wide consumer acceptance for you. 1036, ‘Toledo 1. Ohio. 


Somer Twonblons, A of o kind, 


asanenel retail A Bf a. Kind, boed ee I \ ta tal — | PY is boved oP 
prices, slightly p45” \ 4 \ YY \ 7 we \ . ‘a A nin 












higher in > $ 
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South and West. 
Bas — pam ¥ Sy 


LIBBEY GL 


ESTABLISHED 1818 


=> a =~ = > <« 








S S Distinclhive Uassuware 


LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo I, Ohio 
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Jotuts 


presents for your pleasure 


ine esign 


# 94-11 





a startling, new cutting in 
polished rock crystal 


A design of fresh modern simplicity, this 
beautiful Vine covered full lead glass 
shape. Plain and simple in design, a 
proper setting for either the most formal 
or informal dinners. 


True clear lead ringing crystal. Hand 
made, hand cut. 


me Lotus Glass Co., ine. 


BARNESVILLE, OHIO 


























by MADELINE LOVE 





oo the trade show season off to an exceptionally 
good start, the Pittsburgh China and Glass Exhibit 
at the William Penn and Fort Pitt Hotels, early in Jany. 
ary, got applause from both exhibitors and retailers, 
Jewelers who attended—and there were more of them 
than ever, this year—found new ideas, new designs, and 
new colors in every display room. And they bought, in 
quantities big enough to please the exhibitors without 
showing any tendency toward overstocking. 

Like other retailers there, the majority of the jewelers 
were interested chiefly in dinnerware and in table glass. 
ware. They were concerned with styling, of course, but 
they were also keeping eyes and ears wide open for news 
about prices, production, and shipments. They found 
prices up in both china and glassware, but this came as 
no particular shock, since most of them had been already 
informed of the increases by the manufacture and im. 
porters. 

As for production and shipment, no one had any 
definite predictions to make, but everyone expected to 
find the coming months increasingly difficult. Shortages 
of certain materials, cartons, and, probably, man power, 
will harass the manufacturer. But because all of these 
phases of wartime business and the unhappy results of 
both overbuying and underbuying are still fresh in mind, F 
most orders were placed on a sane and sensible basis. | 











































* * # 


EW color tendencies made themselves felt in both 

dinnerware and glassware. Browns and purples ap- 
peared often enough in china patterns to indicate a trend, 
with green and pink tones as runners-up. Subtle shades 
of cinnamon brown and green were introduced in glass, 
and shadings of purple such as wistaria or amethyst 
seemed to be increasing in popularity. 


. i a | 


* * * 


LBERT W. SAGE has joined Castleton China, Inc., 
as advertising and sales promotion manager. Mr. Sage 

was buyer and manager of the china, glass and gift sec- 
tion of the E. G. Scheer, Inc., jewelry store in Rochester, 








ALBERT W. SAGE 
Castleton China, Inc. 





N. Y., from 1945 to 1950, when he went with B. Forman 
Co., of Rochester, in the same capacity. He joined 
Castleton on the first of the year. 
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HE largest Chicago Gift Show ever held opens Febru- 

ary 5 at the Palmer House and the La Salle Hotel. 
With the Merchandise Mart conducting its market at the 
same time, more than 400 exhibitors will show their wares 
at the two hotels. A dinner dance is scheduled for Febru- 
ary 8 at the Palmer House, and on February 13 there will 
be a cocktail buffet at the La Salle. The show closes on 


February 16. ss * 


ISS LILLIE V. HAYNES, secretary-treasurer of 

Josiah Wedgwood & Sons, Inc., has resigned from 
the company after a service of 44 years. Miss Haynes 
was the first employee taken on by Kennard Wedgwood 
when he formed the American organization in 1907. She 
became an official of the company some years later and 
continued in the position when Hensleigh C. Wedgwood 
became president. The concern gave a dinner in her 


honor shortly before her retirement. 
oF * * 


J. BROCK & CO., INC., of Lawndale, Calif., manu- 

¢ facturer of dinnerware, is now being represented 

in the Midwest territory, Virginia, and Kentucky, by the 
Ira A. Jones Co., Merchandise Mart, Chicago. 


*% *% *% 


re dressed to represent three of the Paragon bone 
china figurines appeared recently at the press cos- 
tume party held at Stoke-on-Trent, England. In left-to- 
right order above they are Miss Betty Emery as Lady 





Melanie; Miss Beryl Catlin as Lady Sybil; and Miss Jean 
Brampton as Lady Marilyn. Paragon china is represented 
here by Fondeville & Co., Inc., New York import house. 


# * * 


He Imperial Glass Corp., of Bellaire, O., has just 
opened new West Coast showrooms and offices at 
404 Brack Shops Bldg., Los Angeles. H. Earl Gustkey, 
Vice president of the company, is in charge. 
id * # 


C W. GOODFRIEND & CO., INC., New York im- 
® porters of china and glass accessories, has moved 


from 24 West 25th Street to Room 1015 at 225 Fifth 
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OTclis Whodels 


On Hand for Prompt Shipment 


Paul A. Straub ¢ Co., inc. 


19 East 26th St. New York 10, N. Y. 
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WORLD’S , FINEST : 


MONOGRAMMING 


MACHINE 


STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Gift Items 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 

| operation assure you of 

ae » extra profit. 





nt il Se as 


STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif. 








ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 


Fine English Earthenware eins ODE 
| NMS, 


ENGLAND 


. ; SPOQUE 
English Bone China coretancs cHina 
ENGLAND 


Lowestoft Stone China 





Stone-Chins 


Made in England by W.T. COPELAND & Sons, LtTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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PEOPLE INTO 
YOUR STORE! 


GIVE EXOTIC 
PRINCESS ALOHA ORCHIDS 





...for that special Spring Promotion or 
Opening ... Anniversary Date... Specigl 
Event! Orchids... lovely, dainty, exotic 
orchids...flown direct from Hawaii to 
your store... that will build good will... 
bring in NEW CUSTOMERS... bring back 
OLD CUSTOMERS! Tested and proven... 
the MOST SUCCESSFUL promotion ever 
planned ...and it's all here in one package 
...for the special low price of only $100! 
JK. 2-51 


1000 BEAUTIFUL ORCHIDS, 
IN COLORED FOIL HOLDER 


100 


PLUS—AT NO EXTRA COST 
12 orchid corsages 
2 gorgeous Hawaiian flower leis 
Complete window displays 
Complete specially prepared adver- 
tising kit. 


F.0.B. WEST COAST 


Also available... 
$25 — $50 — $75 promotions 


FLOWERS OF HAWAII, LTD. 


2016 Wilshire Blvd., Los Angeles 5, Calif. 
(Growing Ranges, Hilo, Hawaii) 
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HERE’S THE SPECIAL DEAL 











~.. 3 soins 
"tee eae em ag 


SMOKER’S ACCESSORIES 


by ROYAL VIENNA, AUGARTEN 


Introducing a group of ash trays which are ex- 
amples of the finest hand decoration by Europe’s 
leading artists. These decorations are so detail 
perfect and so superb in the use of color, that 
they are truly works of art. On the finest, pure- 
white translucent china, the appropriately cos- 
tumed, delightful figures make an ash tray en- 
semble of rare charm, Size: 54%” x 5%”. 


New YorK GIFT SHOW, HOTEL NEw YorKER, Room 907 


HUDSON ART IMPORTING CO., Inc. 


225 Fifth Ave-—Room 1225—New York 10, N. Y. 
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Avenue. This is the suite formerly occupied by the Hunt * ag 
Glass Works, Inc., which is now maintaining its show- . : oy 
rooms at the factory in Corning, N. Y. J ¢ 


— a DESIGNED BY 
Mee = TROPHY-CRAFT 


EGISTERED CALIFORNIA, the non-profit organi- 
R zation in the California giftware field, has opened its 
new showrooms in Rooms 805 and 806 in the Brack 


Shops Bldg., in Los Angeles. Samples of over 100 dif- “Sarva al TO 
ferent lines of merchandise produced on the West Coast | AVAIL 
are on display there. William H. Fields, of the Roselane S\N ; ULG/1l4A 
ttery, is president of the group. S Ve 
Pottery p a a . AVY | YOUR : 
ATES for two Canadian gift shows have been set-— - ie | ES 
one in Toronto from February 19 to 22 in the King Vea WINTER SAL 
: | 


Edward Hotel; the other in Montreal from March 12 to 

15 in the Mount Royal Hotel. 

— PARSONS has been made sales manager for 
the Walter Crowell Co., New York gift house. He 

will cover the New York metropolitan area. Jack Eagan, 

formerly of Eagan & McKeough, has joined the company, 

traveling in New York State, New Jersey and Connecticut. 





Terminal Jewelry Bar Trades on 
Gift Customers 


A large advertisement in the Atlanta Sunday news- 
papers informed the public that Walter R. Thomas, 
Jeweler of Atlanta, Ga., has opened a Jewelry Bar in the 
rotunda of the Atlanta Terminal Station as a “special 


a tedion eaiitha” customers, railroad employees and JUST TWO OF THE MANY 
sey ' ; 
ohio ie tn eta Sse Mc | WBTBABASKETBALL AND 


large crowds in the station at all hours—some waiting for 


trains to leave, others waiting to meet friends who are BOWLING TROPHIES IN 


coming in. Some travelers have long waits between train 
connections and spend hours idling around the terminal 

station. In addition, there are some five hundred people THE/ TROPHY -CRAFT LINE 
employed in the terminal building and many others em- | | 


ployed as workmen, baggage handlers underneath the 
building. The traffic is so heavy at all times that we felt 








No matter the season or the sport, there’s a Trophy-Craft award that 
| will make winning worthwhile. Trophies, medals and ball charms that 





it would be a most desirable spot for the jewelry bar, and are worthy of champions. A quality line that is famous for faithful 
thus far sales volume has indicated that we picked the reproductions, finest materials and greatest value. Offering the most 
right spot.” complete variety of interchangeable figures, cups and bases and featuring 
And for the convenience of trainmen whose watches the popular and inexpensive ‘‘goltone’’ finish which resembles a 
bright 24 karat gold color. That’s why you’re sure to keep the sales griddle 


must be kept accurate, and for the traveler who meets 
with “watch trouble” on his trip, the bar maintains a | 
complete watch and jewelry repair department. For in- | gec——! 


stance, many traveling men keep wearing watches with 
TROPHY-CRAFT CO. 


burning brightly when you carry the complete Trophy-Craft line. 


249 N. Reno St. 
Los Angeles 26 


“cracked” crystals simply because they’ve not had the 
time to have the crystal replaced. This convenient bar 
offers a solution to the problem, he can have it repaired 
while waiting for his train. 

The bar is situated in a prominent place—the center 
of the terminal. It is 25 by 7 feet and has been modern- 
istically designed with an eye to attracting attention. The 


use of glass and bronze creates a streamlined appearance 


California 





TROPHY-CRAFT CO., DEPT. J.C. | 
249 NO. RENO ST., LOS ANGELES 26, CALIF. 











and the large blue neon Thomas sign is a wonderful Yes, | would like my free catalog of the complete Trophy-Cratt line. 
advertising medium. according to Thomas. The display 
cases are attractively arranged with merchandise and name company 


indirect lighting brings out the individual beauty of each 


item displayed therein. 
address city state 
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CCURATE 
EATS ALL 


OMPETITION 


in production & delivery of 


BAGS & ROLLS 


e To Protect Your Merchandise 





CUSTOM 
TAILORED 


Write for 
Price List 


e To Merchandise Your Product PS A 


PACIFIC SILVER CLOTH ¢ ANTI-TARNISH FLANNELS Dept. K 


ACCUPAC COTTON-LINER PAPER ¢ KIMPAK 





poco Scie 


150 West 22nd Street New York 11, N. Y. 











INSERTS FOR 
TABLE LIGHTERS 


' Chelsea 2-4880 
| d 


AVAILABLE 








MANUFACTURERS © 
CHROME | | jf 
FINISH = Ee Shae 
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Write for complete price information to: 


REXON, Inc. 


419 FOURTH AVENUE 
NEW YORK 11, NEW YORK 











THE STERLING 
FLATWARE PATTERN INDEX 


Contains Material Found In No Other 
Publication 


Jewelers find THE STERLING FLATWARE PATTERN INDEX 
absolutely indispensable for identifying patterns to be matched 
-—and for making selling suggestions to customers. It contains, 
under one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obsolete pat- 
terns. 

Each pattern name is listed in one alphabetical index .. . 
and cross-indexed again under the name of the manufacturer 
using it. Illustrations are beautifully done, in full size, and 
printed on fine coated paper. The binder is of rich black 
cowhide leather, gold stamped. These pages are supplied in 
convenient loose-leaf form, and revisions published periodically 
will be available at a reasonable cost. 


IMMEDIATE DELIVERY 
With binder $20.00—Without Binder $15.00 


Prices subject to change without notice. All books 
are sold remittance with order. 
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Famous Diamonds of the World 
HOPE—44 carats 


The most famous diamond in America is not white 
but blue and owes its fame to the many legends surround. 
ing it. Gem historians link it with the Blue Tavernier, 
brought back to France by Tavernier, and sold to Louis 
XIV in 1668. The “fine light-blue diamond” stolen 
during the French Revolution weighed 68 carats, | 
may have been recut to escape detection. Anyway, in 
1830 a diamond of similar blue color, weighing 44 carats, 
came on the London market and was sold to Henry 
Thomas Hope, the banker for $90,000. It was shown 
at the Crystal Palace Exposition of 1851 in London 
where the Koh-i-noor also was displayed. 





Now called the Hope, it was willed by Lady Hope to 
her grandson in 1887. Her daughter had married the 
Duke of Newcastle, whose family name was Pelham 
Clinton. The Hope diamond and other jewels were left 
to his son on condition that he adopt the Hope name, 
which he did. As Lord Francis Pelham Clinton Hope, he 
married May Yohe, an American actress, in 1894 and she 
is said to have worn the gem in British music halls. 
The Hope was apparently mistaken for a piece of “stage 
jewelry” when her trunks were seized for debt in a 
rooming house. Later it was returned to the Hope family. 


In 1908, an Oriental diamond merchant seems to have 
acquired it for Abdul Hamid, Sultan of Turkey, who is 
reported to have paid $400,000 for it. Faced by revolu- 
tion, however, he sent it to Paris to be sold. Mrs. Ed- 
ward B. McLean of Washington saw it at Cartier’s and 
was fascinated by the indescribable ever-changing blue. 
Mr. McLean bought it for her in 1911 for $154,000. 

Despite the legends, Mrs. McLean herself never con- 
sidered the Hope unlucky. Many of her guests, including 
the wives of G.I.’s stationed in Washington, wore it 
during her parties. It was mounted as a pendant on 
a necklace of white diamonds. Her favorite place to 
hide it was in the upholstery of an armchair. 

The Hope was appraised at $176,920 on Mrs. McLean's 
death in 1947, and was included in her jewel collection 
as purchased in 1949 by Harry Winston, the New York 


diamond merchant. 
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| / Size 612" x 9%" 


NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power”. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 








Selling points on karat quality, rolled gold plate and a re’ 00 
electroplated articles are backed up with the authority of P 
the printed word, compiled by experts in these fields. oak ens 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
In one comprehensive volume, THE JEWELERS’ DIC- IN RICH BLUE CLOTH 
TIONARY contains an invaluable wealth of information— WITH GOLD STAMPING 


indispensable to the jeweler, watchmaker, gemologist, 


advertising man; in short, to anyone seeking information ORDER TOD AY 


pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 
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AUTHORS ! ! 

Dr. Frederick H. Pough : = — CIRCULAR-KEYSTONE ? 
Curator of Gems and Minerals of the i N 7 ' 
American Museum of Natural History ow Tork 17, M. ¥. 1 
Salen 5 Gee ! Please send me a copy of the revised JEWELERS’ 1 

Director of ! DICTIONARY. Enclosed find $6.00 

Bowman Technical School ' ' 

C. M. Hoke 1 ite ots i ee etd is enclosed 1 

Consulting Chemist ; Money order ......... is enclosed 

Jewelers’ Technical Advice Co. 
SPs: ain. nee eee eae Sel Sareea eae eee ee eee a 

Check or money order must ! —_ ! 
accompany all orders. | 2a & 66S OOS WEES AN SOON 5646440666 OOS Se On oO Oe 
DO NOT SEND CASH ! MP 0 na0s awas Pa Gi Se PEs... wo a ee ee ! 
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You receive the same continuous tape model as 


furnished to the United States Government 


OMY the PAULSON TIME-O-GRAF- 












a 
eReD t FREM 14, WW 
groodweY 
74 6. 
199 
pecemoe® - 
son & 
ash 
ee ee 
y 
peer Mr wit pver © * prune 





























USE THIS HANDY COUPON 


$550.00 less 2% 
or PAYMENT PLAN 


ALL WATCH MANUFACTUR- 
ERS USE CONTINUOUS TAPE 
WATCH TIMERS including 119 
Swiss watch factories which 





HENRY PAULSON & CO., Dept. K 2-51 
131 S. Wabash, Chicago 3 


[] Please send Paulson Time-O-Graf on no risk 
trial. 

[] Please send Paulson Time-O-Graf at $550.00 
less 2% for Cash. 

[] Please enter order for Time-O-Graf — $100.00 
with contract. Balance $28.00 per month for 


18 months. use continuous tape exclusive- 
ly. The government, too, in- 
NE. Covet okphakddakanes>eueenee tess snauenine y 3 . ‘ ; 
sists on continuous tape. 
SE: «05:0 ckmneeRagwesiaeias se kehes inves 
BM cpa es eee enaemepele BO. 6 stich crepe 











a INVITES COMPARISON 










Fred L. Freman of Chi- 
cago, says: "'l positively 
know my Paulson Time- 
O-Graf cannot be top- 
ped in performance.” 








Se a 


Prove it yourself with a no-risk trial, as 
have thousands of others. 


Julius Kahn of New York City writes: ‘“‘Have used other 
machines at work and in school, but for speedy and 
accurate analysis the Paulson timer just can’t be beat.” 





Emory D. McMillan of Oscilla, Georgia, writes: ‘‘Your 
Paulson Time-0-Graf has all that | can ask for. Have 
used others but there really isn’t any comparison.” 





Dacus Jewelers of Los Angeles, California, write: ‘It 
is the best of timing machines, as we have used several 
other makes. Saved us money, besides it paid for itself. 
Can't afford to be without it.’’ 





A. M. Califf of Portland, Oregon, writes: ‘Il find the 
Paulson Time-0-Graf very helpful in repairing. | have 
used other types but find this the better one.”’ 





George N. Adams of Alexandria, Louisiana, writes: ‘‘The 
Paulson Time-O-Graf is tops. Have used others but 
Paulson’s timer has been in use every day for approxi- 
mately three years without a failure.”’ 





H. R. Reynolds of McKinney, Texas, writes: ‘‘The Paulson 
Time-0-Graf has them all beat. Has more scanning 
speed with greater degree of accuracy.” 


131 S. WABASH 
CHICAGO 3 





HENRY PAULSON & CO. ‘tn: 
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NPA Bans Use of Copper in Jewelry 


New Restriction Exempts Production of Alloyed Gold; 
DMA Order Makes I# Unlawful to Hoard Scarce Metals 


The materials supply picture for jewelry 
manufacturers has grown no brighter as 
the nation speeds up its mobilization efforts 
under Mobilization Director Charles Wil- 
son. As requirements become clearer, Na- 
tional Production Authority is putting the 
squeeze at an increasing rate on non-de- 
fense users of materials as it tries to keep 
supplies flowing until a Controlled Ma- 
terials Plan can be put into effect. 


Pressure for materials has become so 
acute as to force a crack in the NPA line 
against banning production of end items. 
Foretelling a probable series of such orders, 
NPA last month issued List A to the cop- 
per order (M-12), specifying upwards of 
300 items for which manufacturers were for- 
bidden to use copper or copper base alloy 
(containing 40 per cent or more copper). 
These specified items not only included 
jewelry as such but also numerous items 
normally stocked by the trade. 


However, the ban on copper base alloy 
does not apply to the production of alloyed 
gold produced in accordance with U. S. 
commercial standard CS67-38. But the over- 
all percentage of copper (85 per cent for 
February and 80 per cent for March) limi- 
tation still stands. 


CADMIUM USE ALSO RESTRICTED 


At the same time, a somewhat similar 
order relating to use of cadmium was is- 
sued. The cadmium order (M-19) in con- 
trast to the copper amendment listed the 
specific uses for which cadmium would be 
allowed. Permitted uses included silver 
brazing alloys provided that the cadmium 
by weight in such alloys does not exceed 
19 per cent. Both copper and cadmium are 
permitted for functional parts if no ade- 
quate substitute can be used or close toler- 
ances require use of either metal. 


By mid-January, no changes had been 
made in the zinc order (M-15) limiting 
civilian type use to 80 per cent for the first 
quarter. 

Start of 1951 also saw the beginning of 
action designed to prevent hoarding by 
either industry, business, or individuals. 
The first order (Notice 1) also put the 
finger on black market operations by for- 
bidding acquisition of any materials on the 
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list for the purpose of resale at “prices in 
excess of the prevailing market prices.” 

All of the items covered in Notice 1 were 
of the basic type such as metals, minerals, 
and chemicals. Stocking of items on the 
list beyond “reasonable demands’ is strictly 
forbidden. Among the materials which may 
not be hoarded are aluminum, copper, 
platinum, lead, zinc, tin, cobalt, tungsten, 
nickel, industrial diamonds, zircon and so 
on. A companion order by the Defense 
Minerals Administration applied the same 
ban to ores and other materials in raw 
forms. 

Under the regular jewelry classification, 
List A of M-12 bans use of copper specifi- 
cally for: 

“All jewelry (except operational attach- 
ments such as screw or snap posts; wire 
pegs; screws and rivets; spring pins for 
wrist watches; catches and pin stems; 
and copper seal interlinings to prevent 
‘bleeding’ of silver through gold); book 
ends; jewelry and instrument cases, includ- 
ing cosmetic; lighters except operational 


(Please turn to page 193) 





Use of Nickel is Prohibited 
In Manufacture of Jewelry 


Non-defense use of nickel, already limited 
to 65 per cent during the first quarter of 
1950, has been further restricted by the 
amendment of National Production Author- 
ity order M-14 under which nickel or its 
forms is prohibited in manufacture of sev- 
eral hundred end items. 

Effective date of the amendment is Jan- 
uary 23rd, but the ban does not become 
effective on nickel silver or nickel plate 
until March Ist and on nickel bearing 
stainless steel or high content nickel alloys 
until April Ist. Manufacture of items 
started before the respective effective dates 
may be completed if this is done within 
two months after the order becomes effec- 
tive. 

More specifically, the amendment forbids 
the use of high nickel alloys in the manu- 
facture of jewelry as such and for ash 
trays, badges and emblems, costume jewel- 
ry, cigarette lighters, nail files, key chains, 

(Please turn to page 195) 








Congress Considering 
Excise Tax Structure 


Congress will begin on February 5 to 
hear proposals for raising the $16 billion 
the government needs to keep from going 
in the red during the next fiscal year. 

The tax-writing committees of the Senate 
and House still are undecided as to how 
this sum—or any part of it—is going to be 
raised. But the House Ways and Means 
Committee, which expects the public hear- 
ings to continue for “a month or more” 
beyond February 5, is prepared to listen to 
any and all comers who have ideas on how 
to raise new revenue. 

Government tax experts—both in Con- 
gress and in the Treasury Department— 
have reached no agreement as to how the 
necessary funds should be raised. Reliable 
sources indicate, however, that there is 
limited possibility that Congress will raise 
the excises on jewelry, watches and vir- 
tually all other products now subject to 
federal excise levies. Instead, it is rumored 
that additional products may be added to 
the list of items now subject to the luxury 
tax. 


SALES TAX IS "LAST RESORT" 


At the same time, there is considerable 
talk of a sales tax at the retail level, but 
many congressmen are extremely shy about 
this idea. They might, however, come 
around to the plan as a “last resort,” if al] 
other attempts to enact new tax legislation 
should fail. 

A manufacturers’ sales tax is currently 
regarded as the best way to obtain the 
largest part of the needed revenue. Mem- 
bers of both political parties are known to 
favor such a plan, and many feel that this 
potential tax source is the only field re- 
maining where large revenue still can be 
obtained. 

Increases in existing personal and corpo- 
rate tax rates, in addition to the new levies, 
can be regarded as a certainty. The sharp- 
est increases are going to hit persons in 
the middle-and lower-income brackets. The 
President’s Council of Economic Advisers 
has suggested that the “great bulk of the 
income” is located there. 

In the House, Representative Harold C. 
Hagen (Republican, of Minnesota) is spon- 
soring a bill (H. R. 1541) to shift jewelry 
excises from the consumer level to the 
manufacturing level. Congressmen drafting 
tax legislation believe that Mr. Hagen’s 
proposal will receive only scant considera- 
tion. 
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Superlatives are always the order in 
describing any annual banquet of the 
Twenty-Four Karat Club of the City of 
New York. This year’s event, held in the 
ballroom of the Waldorf Astoria in New 
York on January 13th, should be no excep- 
tion. Precisely scheduled, the various events 
of the evening were presented in a smooth 
sequence that accented their excellence. 

Reflecting the Club’s respect for the seri- 
Ous situation of our country, the banquet 
opened with a patriotic tableau depicting 
the famous group of Marines installing the 
American flag on Iwo Jima. The invocation 
was delivered by Mr. Algernon D. Black. 

Herman L. Baskin, president of the 
Twenty-Four Karat Club, in full considera- 
tion of the sccial purpose of the evening, 
limited the length of his greetings to a 
minimum and then threw the evening open 
to enjoyment by the approximately 1500 
guests who literally packed the main floor 
and all the balconies of the huge ballroom 
which was elaborately decorated for the 
evening. 

After the dinner an intermission was 
provided for the guests to circulate through 
the room and exchange greetings. The Ban- 
quet Committee, headed by William B. 
Ogush as Chairman and G. H. Niemeyer as 
Honorary Chairman, was well rewarded for 


Superlative Evening Provided Guests 


By New York 24-Karat Club 











=> 


its fine work by the audience’s enthusiastic 
reception of the stage show. Smooth, fast 
and sparklingly funny, the various acts 
closed the festivities on a high pitch. 
Seated at the head table were: Algernon 
D. Black, Leader, The New York Ethical 
Society; Edgar E. Baker, President, New 
England Manufacturing Jewelers & Silver- 
smiths Association; Herman L. Baskin, 
President, The Twenty-Four Karat Club of 
the City of New York; Frank C. Beckwith, 
Honorary Member, The Twenty-Four Karat 
Club of the City of New York; Sigmund 


(Please turn to page 199) 





This years' souvenir of the 24-Karat Club 
banquet was one of the Club's most spec- 
tacular. Presented in a specially designed 
box were the two Gorham sterling frames 
shown above, one for a picture and the 
other housing a jewelled Cyma movement. 
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As would be expected at a function con- 
cucted by an association seventy-seven 
years young, the annual banquet of the 
Chicago Jewelers Association came off with 

a'@ “heel ARS a traditional smoothness. Held Saturday 
ox JF 2 ea So . % evening, January 6th, at the Stevens Hotel, 
mm | ‘ae Chicago, the crowd taxed the capacity of 
that hotel’s ballroom. 


A detailed description of the banquet 
would hardly be necessary for those who 








As a souvenir of the occasion, each guest 
at the CJA banquet received this hand- 
some perfume and cologne set. The gift 
was prepared especially for the CJA by 
Lucien Lelong. 
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Chicago Jewelers Begin New Year 


Amidst Good Fellowship 


attended. For those who have been to previ- 
ous CJA dinners it can be reported that 
this year’s event was typical of preceding 
successful affairs from the standpoint of 
attendance, fine food and superior enter- 
tainment. All these factors combined to 
promote the purpose of the gathering—the 
development of good fellowship among 
those who are working for the betterment 
of the industry as a whole. 


Guests of honor at the head table were: 
Mead Montgomery, President, Chicago 
Jewelers Association; Hon. Martin H. Ken- 
nelly, Mayor of Chicago; Rev. Charles U. 
Harris, Rector, Trinity Episcopal Church, 
Highland Park, Ill.; Thomas G. McMahon, 
Honorary Member, Chicago Jewelers Asso- 
ciation; Harry E. Radix, Honorary Member, 
Chicago Jewelers Association; Howard D. 
Schaeffer, Honorary Member, Chicago 
Jewelers Association; Admiral J. Cary 
Jones, Commandant, Ninth Naval District; 
Captain J. S. Keating, United States Navy: 
Hon. John S. Boyle, State’s Attorney, Cook 
County, Ill.; Edgar E. Baker, President, 
New England Manufacturing Jewelers and 
Silversmiths Association; Herman L. Bas- 
kin, President, Twenty-Four Karat Club of 
New York; Leon J. Engel, President, Na- 


(Please turn to page 194) 
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JIC’s Promotional and Publicity Program 
Reviewed at Annual Membership Meeting 


Retailer and supplier members of the 
Jewelry Industry Council gathered at the 
Waldorf-Astoria Hotel in New York on Jan- 
uary 12th for the Council’s annual member- 
ship meeting, and enthusiastically greeted 
reports on its work during the past year as 
well as an address by Dr. F. H. Pough, 
curator of Physical Geology and Mineralogy 
at the American Museum of Natural His- 
tory. Members also heard reports on the 
results of a mail ballot for the election of 
directors. 

Following the membership meeting, the 
Board of Directors met and re-elected Vic- 
tor A. Lambert, Lambert Brothers, New 
York, as chairman; H. A. Goldberg, 
Cooper’s, Inc., Portsmouth Va., as vice- 
chairman; Leonard Shiman, Shiman Manu- 
facturing Co., Newark, N. J., as treasurer; 
and Harry J. Bromley, National Jeweler, 
New York, as secretary. 

More than fifty large-scale exhibits of the 
Council’s publicity on jewelry-store prod- 
ucts were displayed at the annual meeting 
for those members who were not able to see 
the complete exhibit of the Council’s activi- 
ties as displayed at the Council’s “Open 
House” reception the previous day at its 
new offices at 608 Fifth Ave. 
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A. E. HAASE V. A. LAMBERT 


JIC Executive JIC Chairman 
Director 


Mr. Lambert in his report as Chairman 
placed the value of the Council’s publicity 
work in 1950 as being worth more than 
$1,500,000 to the industry. 

In opening his report, Mr. Lambert said: 
“At an annual membership meeting such 
as this, I think it is an excellent thing for 
us to stop and remind ourselves about such 
matters as why the Council came into 
existence and what its objectives are. 

In explaining the origin of the Council 
and its objectives, Mr. Lambert said: “The 
Council came into existence for one pur- 
pose and one purpose only—to help pro- 
mote the sale of jewelry-store products at 
the retail level. It came into existence at the 
very end of a year—1946—when retail 
sales of the jewelry industry were at an all 
time high. 

“Its originators and founders did not ask 
it to shoulder the responsibility of increas- 
ing retail sales over and above the 1946 
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MARTHA PERCILLA 
JIC Fashion Director 





high level. Rather, they asked it to so per- 
form as to help keep retail jewelry sales 
from slipping too fast in the post-war 
period. 

In concluding his report, Mr. Lambert 
said: “It seems to me that one of the most 
important contributions every member of 
this industry can render is to become better 
acquainted with the possibilities of the 
Council and what it can do for you person- 
ally and individually. We must recognize 
that there are too many members of the 
industry who, even at this date, ask: ‘What 
is the Council and what can it do for me?’” 

The Council’s Executive Director, Albert 
E. Haase, in presenting his report for the 
year stated that in reality his report was a 
report from the retail membership to the 
entire membership since it was based upon 
answers received from retailer members to 
a questionnaire which sought their evalua- 
tion of the Council’s activities. 

“In the latter part of 1950,” said Mr. 
Haase, “the Council endeavored to obtain 
an evaluation of its promotional services 
from retail members by means of a mail 
questionnaire. 

“Since its inception in October, 1946, the 
Council has operated under peace-time con- 





DR. F. H. POUGH 
Noted Gem Authority 


ditions. Today our nation is entering into 
war-time conditions. In view of this change, 
it is the desire of the Council’s Board of 
Directors to be guided by the opinion of its 
retailer members as to whether its present 
program should be continued as is or modi- 
fied,” Mr. Haase concluded. 

The main parts of the questionnaire sent 
to the retail members of the Council were 
concerned chiefly with: (1) the Council’s 
education or publicity work to the public; 
(2) the Council’s merchandising, promo- 
tional and advertising idea service for re- 
tail jewelers. 

On the first, it was the consensus of 
opinion that the Council’s present program 
with respect to publicity for jewelry store 
merchandise and jewelry fashion publicity 
was an excellent one. An increase in pub- 
licity, if possible, in both of these fields 
would be welcome, it was indicated. 

On the second question, it was generally 





agreed that the Council’s service in fy, 
nishing merchandising, promotional and 
advertising ideas to retail jewelers shoyly 
be continued as in the past. Under curren; 
conditions, it was felt that no expansion 
take place in the Council’s speech many. 
script activities or in its booklet-producing 
service. 


A brief report was given by Martha Per. 
cilla, the Council’s Fashion Director, oy 
plans for the coming year. Miss Peril, 
announced that the Fashion and Public 
Relations Clinics, begun during 1950 fo; 
various phases of the industry, would be 
broadened. 


To make available more fashion trend 
information for the industry, Miss Percilla 
announced, the Council now has a Paris 
fashion service. Information from this ser. 
vice and other sources will be among the 
details discussed at periodical clinics for 
Council members during the coming year, 


“An increased interest in gems on the 
part of the American people has recently 
become markedly evident,” declared Dr, 
F. H. Pough, Curator of Physical Geology 
and Mineralogy, American Museum of 
Natural History, during a brief address, 
Dr. Pough, a world-wide authority on gems, 
said he based his statement on the steady 
rise in attendance at the museum and its 
Gem Section. Asserting that the museum 
attracts people from all parts of the coun. 
try, he said museum attendance in 1950 ex- 
ceeded that al the Yankee Stadium. Dr. 
Pough also expressed the belief that the 
extensive, nation-wide promotion work the 
Council is doing for jewelry has played an 
important part in this increased museum 
attendance. 


The results of the membership balloting 
by mail for 20 Council Directors to serve 
for a two-year term were presented by tel- 
lers, L. J. Rad, L. J. Rad, Jewelers, West 
New York, N. J. and A. W. Macy, Ollen- 
dorff Watch Co., Inc., New York City. 


Directors elected from the Retail Division 
of the Council were: Myer B. Barr, Barr’s 
Jewelers & Silversmiths, Philadelphia, Pa.; 
B. J. Burnett, Burnett Brothers, Seattle, 
Wash.; Myron Everts, Arthur A. Everts Co., 
Dallas, Texas; John P. Fix, George R. 
Dodson, Inc., Spokane, Wash.; Richard 
Jessop, J. Jessop & Sons, San Diego, Calif.; 
Julius Loeb, Loeb & Velasco, Oakland, 
Calif.; Isador Meyer, Meyers Jewelers, Inc., 
Vallejo, Calif.; A. W. Molin, Roy & Molin, 
Inc., Portland, Ore.; A. N. Slavick, Slavick 
Jewelry Co., Inc., Los Angeles, Calif.; and 
Kenneth I. Van Cott, Van Cott Jeweler. 
Binghamton, N. Y. 


Directors elected from the Supplier Divi- 
sion of the Council were: J. Carlton Bag- 
nall, Swank, Inc., Attleboro, Mass.; Leon 
J. Engel, J. Engel & Co., Baltimore, Md.; 
Leo Glass, Leo Glass Co., New York City; 
Burrill M. Getman, The Gorham Co., Provi- 
dence, R. I.; James H. Hetzel, Eisenstadt 
Manufacturing Co., St. Louis, Mo.; Bernard 
Jolis, Diamond Distributors, Inc., New York 
City; Benjamin S. Katz, The Gruen Watch 
Co., Cincinnati, Ohio; Oscar M. Lazrus, 
Benrus Watch Co., New York City; Wil- 
liam B. Ogush, Wm. B. Ogush Co., New 
York City; and Leonard Shiman, Shiman 
Manufacturing Co., Inc., Newark, N. J. 
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Unusual Program Enlivens Luncheon 
of JSA’s Executive Committee 

















Guest speaker at the annual advisory board meeting of the Jewelers Security Alliance was 

United States Commissioner Edward W. McDonald (standing), who spoke highly of the 

Alliance and gave some interesting accounts of activities of his own office. Seated at the 

head table were, left to right: W. Waters Schwab, member of the JSA executive committee; 

Victor A. Lambert, vice president of the JSA; Mr. McDonald; Walter Eitelbach, president 
of the JSA, and Richard C. Murphy, executive secretary and counsel for the JSA. 


The annual Advisory Board meeting of 
the Jewelers Security Alliance was held at 
its traditional time, the afternoon of the 
New York 24-Karat Club banquet, with its 
usual array of industry leaders from all 
sections of the country and all branches of 
the trade. 

Following the reception and luncheon, 
Walter Eitelbach called the meeting to 
order for a report from the Vice President, 
Victor A. Lambert, who spoke on the activi- 
ties of the membership committee of which 
he is Chairman. It was decided upon the 
recommendation of Benjamin S. Katz, presi- 
dent of Gruen Watch Co., that the manu- 
facturers’ salesmen be pressed into service 
to get more retail members for the Alliance 
and plans for proceeding on this were ap- 
proved. 

Richard C. Murphy, executive secretary 
and counsel for JSA, then gave some high- 
lights of the Alliance’s activities during the 
past year in apprehending and prosecuting 
criminals who preyed upon jewelers. Mr. 
Murphy then drifted into some interesting 
accounts of outstanding criminal cases in- 
volving jewel thefts which the JSA had 
worked on during the past 25 years; choos- 
ing to do so because of the fact that this 
year signals his 25th spent principally in 
these specialized activities. 

Mr. Murphy next presented Edward W. 
McDonald, United States Commissioner, 
who spoke highly of the JSA and gave 
some interesting accounts of his own office’s 
activities. 

After words of praise for the Pinkerton 
organization which works so closely with 
the JSA and which was represented at the 
meeting by several of the officers of the 
organization, Mr. Murphy presented one of 
his usual novel variations to the program. 
This year it was an explanation of the 
principles of operation—and interpretation 
of the charts produced by a “lie detector” 
machine. 

Slides, projected and described by Dr. 
Fabian Rouke, pictured enlargements of lie 
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Elgin Boosts Jeweling 
Elgin National Watch Co. has dropped 


from its lines practically all watches with 
less than 17 jewels, and is announcing the 
change with a special promotion on its 
new 17-jewel models starting February 17th. 

Retail prices of the new 17-jewel line 
will begin at $33.75, graduating to $47.50. 

In announcing the increase in jeweling 
at prices the same as or lower than form- 
erly asked for 15-jewel watches, Andrew 
L. Rowe, Elgin’s vice president in charge 
of sales, stated that the new movements 
are being offered at unprecedented low 
prices in an effort by Elgin to more suc- 
cessfully meet competition from foreign- 
made movements. Meanwhile the com- 
pany’s medium-priced DeLuxe line has 
been up-graded in quality. Only a few 
pocket watches remain in the 15-jewel line. 

The watches in the 17-jewel line were 
designed and built from start to finish te 
retail in the low price field and are ex- 
pected to give Elgin a new and important 
position in that market, comparable with 
the reputation now held by the company 
in the medium and higher price ranges. 





_ 
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Snapped by JC-K's cameraman during an amicable chat were, left to right: Albert E. 

Haase, executive director of the Jewelry Industry Council; Walter Eitelbach, president of 

the JSA; Benjamin S. Katz, Gruen Watch Co., Cincinnati, Ohio; Victor A. Lambert, vice 
president of the JSA, and H. Victor Paul, member of the JSA executive committee. 





Alexander H. Arnstein (left), treasurer of 
the JSA; Kenneth |. Van Cott (center), 
president of the American National Retail 
Jewelers Association, and Myron Everts, 
Arthur A. Everts Co., Dallas, Texas, at JSA 
Advisory Board cocktail party. 


Richard C. Murphy (right), executive sec- 

retary and counsel for the JSA, greets 

James H. Hetzel, (left), Eisenstadt Mfg. 

Co., St. Louis, Mo., and G. H. Niemeyer, 

chairman of the Jewelers Vigilance Com- 
mittee. 





detector or as Dr. Rouke preferred to call 
the machine “truth recorder” charts. The 
audience was tremendously intrigued by 
the machine. One of the group was so fasci- 
nated that he impulsively, we might say 





recklessly, subjected himself to a test on 
it. Attempting to conceal the truth regard- 
ing personal questions presented to him, 
the machine revealed some interesting reve- 
lations. 


187 








Two-Show, One-Show 


Issue Becomes Involved 


Shortly after January 15th, firms that ex- 
hibited at the 1950 National Jewelry Fair 
were sent applications for space at the 1951 
trade show which will be held on July 29, 
30 and 31 and August 1 and 2, 1951. In 
addition to assigning space for ‘1951, the 
Convention Committee decided to have the 
trade-show manager give 1951 exhibitors an 
option on the same space for the 1952 show. 

After legal opinions obtained by the 

NACJ and ANRJA stated that the one-show 





proposal under consideration by the two 
associations as a result of the request for 
unified shows voiced by 58 exhibitors at 
jewelry trade shows would violate the Sher- 
man Anti-Trust Law, the NACJ announced 
that it would hold its annual shows in ac- 
cordance with its five-year agreement with 
the Stevens Hotel. 

A spot check by JC-K of big-space indi- 
vidual exhibitors, reveals that several of 
them are displeased by the developments, 
refuse to exhibit at two shows or choose 
between them and have notified the two 
associations that they will not exhibit this 
year under the present prospects of there 
being two shows. 











| 


A 


Sty l, 


Diamond and Platinum 
Jewelry enhanced by the 
extra touch of design that 
transforms beauty to sales. 


~ a S$ ‘ 
. 


or! Eo 


re 
"Pane wee 


Represented by 


Louis M. Rothenberg 
Lothar Goldschmidt 


188 


~ Value eauly 


510 


( y 37 W.47th ST. 
IZ NEW YORK 
4 ; 19, N.Y. 
ae 
Dept. A 




























At press time the situation is under con- 
sideration in hopes of finding a Solution 
that will be satisfactory to both of the 
associations and the exhibitors. 


Waltham Pays $2 Million, 
Frees ltself in RFC Tangle 


On January 23, the trustees of the 
Waltham Watch Co. were granted per. 
mission by the court to pay the Recon. 
struction Finance Corporation two million 
dollars on account of the company’s objj. 
gation to the RFC. 

This action was taken as the result of 
a petition which had been filed with the 
court by the trustees asking permission 
to make the payment. 

After this two million dollar check was 
sent to the RFC, there only remained 
$1,950,000 which obligation will be dis. 
posed of with the payment of $200,000 in 
three weeks, $250,000 before July 1, 195], 
and the balance will be amortized by 
Waltham over the next ten years. 

Waltham still has on hand at this time 
almost $1 million dollars. 

This, stated the trustees in a statement 
to JC-K, settles all differences between the 
RFC and the trustees of the reorganizing 
company and gives Waltham a free hand 
to proceed with defense business and the 
manufacture of watches for the consuming 
trade. 

Thus, the Waltham Watch Co. which 
has been through so many periods of diff- 
culty during the past few years is again in 
position to proceed with its business un- 
hampered by legal and financial troubles. 








NPA Restrictions Will Bar 
New Jewelry Store Construction 


Controls over construction have been 
tightened. Under present plans, after 
February 15 the building of retail stores 
as well as other commercial type buildings 
will have to have specific approval of the 
National Production Authority. This ac- 
tion follows a 30-day ban instituted on 
January 15 during which authorizations 
were limited to emergency cases. 

This action is in the form of an amend- 
ment to the construction order (M-4) which 
includes addition of list—B—naming types 
of construction which must henceforth bear 
NPA approval. In addition to retail stores, 
the list includes banks and office buildings, 
hotels and restaurants, and service type 
establishments such as laundries, garages, 
and service stations. Wholesale warehouses 
for food and storage facilities for fuels are 
exempted from the order. 

Also exempt from the order are projects 
to be built for the Defense Department, 
Atomic Energy Commission, and new con- 
struction and alterations costing $5,000 or 
less. No restrictions are placed on normal 
maintenance and repair. 

When the freeze is lifted as of mid- 
February, building projects submitted for 
NPA approval will be considered and 
authorized on the following basis—when 
they (a) help the defense program, and 
(b) are essential to health, welfare oF 
safety, or (c) are necessary to prevent 
hardship. 
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Bulova Employees Feted 
At Annual Dinner 
One of the highlights of the New York 


jewelry social season each winter is the 
annual Bulova Watch Co. dinner for its 
employees. 

Held this year again in the beautifully 
decorated ballroom of the Waldorf-Astoria, 
it provided Bulova President John H. Bal- 
lard with the opportunity to review the 
company’s accomplishments of the past year 
and to compliment the employees on their 
fine spirit of cooperation. 

Arde Bulova, chairman of the board, 
welcomed the guests with a brief, to the 
point talk on the conditions surrounding 
the country in general and Bulova in par- 
ticular. Following Mr. Bulova, Beardsley 
Ruml, a Bulova director, delivered an in- 
spiring impromptu message calling for an 


understanding of the nation’s present 
emergency. 
Following tradition, recognition was 


paid to the members of the Bulova family 
of employees who had worked for the com- 
pany, ten, 15 and 25 years or longer. Each 
was introduced and received an ovation. 
Following the dinner, an all-star cast of 
performers entertained the guests with 
singing, dancing and comedy acts of a 
quality which only a concern in Bulova’s 
position could provide. The bill of stage, 
screen, radio and television artists was 
headed by Frank Sinatra and produced a 
show that put the assemblage in a high 
mood to enjoy dancing until an early hour. 





New Haven Appoints Ochs 
Sales Promotion Director 


Announcement of the appointment of 
Major Edward A. Ochs (USAF-Ret.) as 
National Sales Promotion Director of the 
New Haven Clock and Watch Co., has been 
made by the firm. 


EDWARD A. OCHS 


National Sales 
Promotion Director, 
New Haven Clock 

and Watch Co. 


Ochs was formerly sales consultant to 
Universal Escapement Ltd., Swiss manu- 
facturer of “Incabloc” shock resistant de- 
vices for watches. During World War II, he 
was Chief of the Manpower Division of the 
First Air Force. 


——— ee 


Ronson Gets Write-up in Times 
The New York Times of December 3]st 


carried an article resulting from an in- 
terview with Alexander H. Aronson, first 
vice president and treasurer of Ronson Art 
Metal Works, Inc., Newark, N. J., and son 
of the firm’s founder. 

The article traced in considerable de- 
tail the growth of the company from its 
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humble founding in a two-room workshop 
and laboratory to its present-day position 
as one of the world’s largest manufac- 
turers of cigarette lighters and light ac- 
cessories. Also included in the story was 
a detailed account of the series of devel- 
opments Mr. Aronson and his inventor- 
father have made in the field of the me- 
chanical lighter. 


Fifteen-Week Lapidary Course 
Offered by City College 
Persons interested in learning how to 


work with semi-precious and _ precious 
stones, setting gems, or making jewelry 











can now enroll for 15-week lapidary 
courses offered by the City College depart- 
ment of geology. The courses, to begin 
this month, will be given weekday evenings 
in the college’s Lapidary Laboratory, Am- 
sterdam Avenue and 138th St. 

Instituted three years ago, the lapidary 
series is open to those who want to work 
with gems as a career or as a hobby. Reg- 
istration for the courses or requests for 
information should be made in writing to: 
Professor Daniel T. O’Connell, Geology 
Department, City College of New York, 
Convent Avenue and 139th St., New 


York 31. 





Start early this year in replenishing your 
stock to meet the requirements of your 
customers. There are to be shortages in 
most of the lines you sell. 


With the BA & Co. 1951 Catalog at hand 
you have the means of obtaining what is 


needed. The book can be of value if you 


will use it. 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. - 10 S. WABASH AVE. - CHICAGO 3, ILL. 
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U. S. Silver Consumption 
Reaches Post-War High 


Consumption of silver by the arts and 
industries in the United States last year 
amounted to over 120,000,000 ounces, ac- 
cording to Handy & Harman’s 35th annual 
review of the silver market issued Janu- 
ary 15th. This represents the highest rate 
since World War II and is about one-third 
greater than the amount used in 1949. The 
previous peace-time high, established dur- 
ing 1948, was 10,000,000 ounces below the 
1950 figure. 

Approximately 60 per cent of the total 
consumption last year was accounted for 





in the final six months, with the major 
portion of the increase resulting from the 
expansion in silverware production. 
Imports of silver into New York market 
also reached a new high in 1950 for the 
post-war period. The report estimates total 
imports of silver bullion, silver in unre- 
fined materials, and in foreign coins at 
about 139,300,000 ounces for the year. 


Of the total imports, about 37,300,000 
ounces represented demonetized coinage, 
including 21,600,000 ounces from Cuba. 
About 101,100,000 ounces, or nearly 73 per 
cent, of the silver imported last year, orig- 
inated in the Western Hemisphere, of 
which 45,100,000 ounces came from Mex- 
ico. Outside the Western Hemisphere, the 





























principal source was Spain, which sent 
9,800,000 ounces. 

Domestic production of silver in 1959 
amounted to 42,000,000 ounces, which Tep- 
resents an increase of 21 per cent over the 
1949 figures. Total world output increased 
to 157,200,000 ounces from 149,600,090, 
Mexico continued as the largest producer, 
but the estimated output of 47,000,000 
ounces was below the 49,500,000 in 1949, 
Canadian output swelled to 21,500,000 
ounces from 18,200,000. 

Considering the prospects for 1951, the 
review stated: 

“Events of the past year have brought 
about a basic change in the factors affect. 
ing silver. From 1946 to 1950 the situa. 
tion generally was one of over-supply, 
Since the middle of 1950, with the non. 
Communist world and especially the United 
States apparently committed to a long term 
defense economy, there has been a grow. 
ing demand for the use of silver not only 
in present lines but also as a substitute 
for those metals already under government 
allocation. The indications are that this 
demand will continue to expand. 

“The statistics which we have presented 
place world production of foreign silver 
at about 115,000,000 ounces. There are un- 
doubtedly sizable other supplies in ex- 
istence, but those which are presently 
known to be available for sale are limited, 
On the other hand, total industrial con- 
sumption in those countries from which 
we have reports, without regard for coin. 
age requirements, amounted to nearly 
150,000,000 ounces during 1950. Total 
world consumption was undoubtedly some- 
what higher. It is apparent, therefore, that 
unless offerings from non-producer sources 
over the coming year are greater than dur- 
ing 1950, any expansion in demand can 
only be satisfied out of United States pro- 
duction, currently being sold to the Trea- 
sury at 90% cents per fine ounce.” 

The full report, giving detailed statistics 
on the market, is available, on request, 
from Handy & Harman, 82 Fulton St., New 
York 7, N. Y. 





JIC's Fashion Director Shows 
Jewelry Fashions on Telecasts 


Spring jewelry fashions were reviewed 














Model GM—For the average jeweler. It 


engraves names, monograms, sentiments, on 


on 45 NBC television stations January 12th 
when Martha Percilla, Fashion Director : 
of the Jewelry Industry Council, guest- 
starred on the Bert Parks show which fills : 
a popular half hour spot mid-afternoons 
three days a week. 

The show featured jewelry for various 
hours of the day and highlighted new 
trends such as the chignon pin, ombre 
colorings in Spring jewelry, frost white to 
flatter warm weather sun tans and glitter, 
which was so popular this past season, 
carried over into another season in new 
designs and styling. 

This and other recent appearances on 
such TV shows as Dorothy Doan’s “Vanity 
Fair” on CBS are part of the Council’s 
increased publicity program in the tele- 
vision field which it feels is particularly 
well adapted to the presentation of jewelry 
store merchandise to the public. 


Only Engravograph 


jewelry, watches, lighters, compacts, silver- 


e Has self-centering vise 


e Engraves 15 sizes 
from ONE alphabet 


ware, baby cups, fountain pens, and similar 


gift items up to 544” width by any length. 
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GET ONE AND PAY OUT OF PROFITS 
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Wadsworth to Import and Sell 
Low-Price Swiss-Made Watches 


Plans to import Swiss-made jeweled 
watch movements and case them for sale 
under its name were announced January 
10th by the Wadsworth Watch Case Co., 

n, Ky. 
go W. Wadsworth, president, said 
the new line would supplement the com- 
pany’s present line of watch cases, com- 
pacts, cigarette cases and insignias for 
household appliances and automobiles. 

“There exists a large market for quality 
watches in the lower-priced field,” he ex- 
plained, “and we believe jewelers will 
welcome into this market an American 
firm which has a 61-year-old reputation 
for dependable products.” 

Wadsworth emphasized the new line of 
watches would not be competitive with 
those manufactured and sold in this coun- 
try by Elgin National Watch Co., of which 
Wadsworth is a wholly owned subsidiary, 
nor with other imported watches in the 
Elgin price class. 

J. G. Shennan, president of Elgin, com- 
mented at the company’s home offices in 
Elgin, Ill., that the Wadsworth move was 
“highly advisable.” 

“The exclusively American jeweled 
watch industry has not been successful in 
securing tariff relief against huge imports 
of Swiss-made watch movements, despite 
the great need for protecting the American 
industry for national defense purposes,” he 
said. “Under the circumstances, we there- 
fore consider it highly advisable for Wads- 
worth to import low-priced Swiss watches 
so as to broaden our distribution in that 
portion of the domestic watch market 
which Elgin cannot enter because of higher 
American wage scales.” 

Wadsworth expects to have a limited 
quantity of watches available for sale next 
autumn. 





Conf. of Christians & Jews 
Honors W. Waters Schwab 


W. Waters Schwab, president of J. R. 
Wood & Sons, Inc., head of the Jewelry 
Division of the National Conference of 
Christians and Jews and long active in the 
cause of brotherhood, was singled out for 
honors by the organization at a dinner at 
New York’s Waldorf Astoria on January 
29th. 

The committee in charge of the testi- 
monial dinner, headed by G. H. Niemeyer, 
had at press time completed arrangements 
for this fitting testimonial to Mr. Schwab 
and a large number of guests were assured. 
The guest speaker for the occasion was to 
be Oscar Hammerstein, II. 

Mr. Schwab had permitted the arrange- 
ments for the dinner because the proceeds 
will represent the main part of the jewelry 
industry’s contribution to the cause in 
which he is so interested. It is expected 
that approximately $50,000 will be raised as 
a result of the sale of dinner tickets at fifty 
dollars a subscription. 

Mr. Niemeyer, in his letter announcing 
the banquet, began, “Bill Schwab has prob- 
ably worked harder and done more for the 
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general good of the jewelry industry than 
any other man in the country. But he has 
never allowed us to thank him publicly and 
adequately for his fine work.” 

The close of the letter said, “all of us 
working together can make this dinner a 
real tribute to a real friend.” 


Bowery Jewelers Association 
Installs Cooper as President 


Victor Cooper, of East Meadow, L. L, 
was installed as president of the Bowery 
Jewelers’ Association January 18th before 
500 members and their friends at the 
Central Plaza. Judge Arthur Markewitch 
administered the oath of office. 








Other officers installed were: Irving 
Becker, vice president; Clarence Polack, 
treasurer; Samuel Weiss, corresponding 
secretary; Reuben Sheffield, recording 
secretary, and Leonard Jasper, financial 
secretary. 

Mr. Cooper, at 31, is the youngest presi- 
dent in the 78-year history of the associa- 
tion, and was re-elected for his third 
one-year term. 

One of the oldest retail trade groups in 
New York, the association consists of 
jewelry firms and exchanges located along 
Canal Street and the Bowery. In the last 
50 years, the organization has grown from 
one exchange with ten members to ten ex- 
changes with 650 members. 
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Model GT—A larger all purpose engraver. of ee: 


It accepts everything from the smallest lady’s 
watch and other jewelry items up to a large 
trophy cup 6” in diameter or a 12” wide tray or 
platter. In other words, it will engrave every- 
thing model GM can, and large objects as well. 


Diamond cut— 


. . . Brilliant as hand engraving! 


Tracer guided— 
. . . Anyone can operate it! 


Send For Free Catalogue G, "How to Make 
Money with Tracer Guided Engraving." 
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Committee of Precious Jewelry Manufacturers 
Suggests Steps to Obtain Defense Contracts 


Representative jewelers from various 
parts of the country attended an organiza- 
tional meeting of the Precious Metals 
Jewelry Manufacturers Committee on Jan- 
uary 12th in New York. 

After a brief report by Charles H. 
Church, temporary chairman, officers were 
elected as follows: Chairman, Charles R. 
Church, and Secretary-Treasurer, Raymond 
Mehrlust. 

Named to the executive committee were 
J. J. Abelson (Jabel Ring Mfg. Co.), 
Newark, N. J.; Fred A. Ballou, Jr. (B. A. 


Ballou & Co.), Providence, R. I.; Lewis 
W. Gibbons (Fulmer & Gibbons), Phila- 
delphia, Pa.; W. Waters Schwab (J. R. 
Wood & Sons), New York, N. Y., and 
Leonard Shiman (Shiman Mfg. Co.), New- 
ark, N. J. The officers are members of 
the committee ex-officio. 

In discussion it was brought out that all 
industries, including jewelry manufactur- 
ers, might expect a curtailment and pos- 
sible discontinuance of the use of materials 
found necessary in the defense effort. Ref- 
erence was made to orders already issued 
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with regard to copper and other materials 
and the fact that additional orders would 
no doubt be forthcoming. It was empha- 
sized by those present that jewelers should 
prepare themselves now for conversion. 

Individual manufacturers throughout the 
country were urged to take immediate steps 
to ascertain what best they can do in the 
defense field—make inquiry as to the secyr. 
ing of contracts and obtaining new ma. 
chinery without delay, even though they do 
not at this time enter into the production 
of defense items. 

Jewelers are not generally equipped to 
secure or fulfill prime Governmental cop. 
tracts. However, they can make many items 
on sub-contract. Experience has _ proven 
that the most successful way to obtain syb.- 
contracts is through the efforts of each 
manufacturer individually. Large produc. 
ers of war items as well as Governmental 
sources should be contacted. So should 
regional and field offices of the National 
Production Authority and the Department 
of Commerce which are located in many 
of the larger cities. These offices are pre- 
pared to give assistance and have on file 
listings of prime contracts as made by the 
Government. Manufacturers may also write 
for information to the Department of Com- 
merce, or the National Production Author- 
ity, Washington, D. C. 


Perlman Named Board Chairman 
And Treasurer of Cyma Watch 


Samuel Perlman has_ been elected 
chairman of the board and treasurer of 
Cyma Watch Co., Inc., of New York, with 


SAMUEL PERLMAN 





factories in Tavannes, Switzerland, accord- 
ing to an announcement made by J. T. 
Agate, president of Cyma Watch Co., Inc. 

Perlman was formerly director and vice- 
president of Longines-Wittnauer Watch 
Co., Inc., and has been active in the 
jewelry field for many years. 


Hair Joins Silversmiths Guild 


Melville M. Hair, formerly with the U. S. 
Chamber of Commerce in New York City, 
has joined the staff of the Sterling Silver- 
smiths Guild, trade association of leading 
sterling silver manufacturers. 

Hair will serve the Guild as field repre- 
sentative, calling upon retail dealers of 
sterling silver to advise them of the scope 
and objectives of a comprehensive retail 
sales training program which the Sterling 
Silversmiths Guild is currently conducting 
throughout the major trading areas of the 
country. 
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Bagnall and Stone Honored 
By Swank Employees at Party 


Approximately 1600 employees of Swank, 
Inc., attending their annual Christmas party 
at Rhodes-on-the-Pawtuxet on December 21 
were told by President J. Carlton Bagnall 
that they can “serve best our country, our 
company and ourselves as individuals in 
the trying times ahead only if we accept 
our responsibility for carrying out what- 
ever tasks are necessary, performing them 
to the best of our ability, cheerfully and 


enthusiastically.” 





J. Carlton Bagnall president (left) and S. 
M. Stone, chairman of the board (right), 
of Swank, Inc., manufacturers of men's jew- 
elry, leather and other accessories, hold the 
gifts they received from the 1600 company 
employees at the annual Christmas party 
on December 21. The awards were pre- 
sented by Leo DeBlois (center), president of 
the Swank Social and Athletic Association. 


Bagnall and S. M. Stone, chairman of 
the board of the company, were honored 
with gifts from the employees. Leo A. 
DeBlois, president of the Swank Social 
and Athletic Association, presented Bag- 
nall with an office clock and Stone with a 
fishing rod. 

Stone, who had been president of the 
company for 52 years before becoming 
chairman of the board last year, also spoke 
briefly. 

The affair began at 5:30 and included a 
complete Christmas dinner, entertainment 
by professionals, and dancing. Employees 
from both the Taunton and Attleboro 
plants of the company attended. 





NPA Bans Copper Use 
(From page 183) 


parts; medals and emblems except religious 
goods; mirrors and picture frames; smok- 
ers accessories; and souvenirs.” 

In addition, a wide number of items 
under other categories are included. 
Among them are: 

Buckles, buttons, insignia, candlesticks, 
cutlery (both table and pocket), scissors 
and shears, binoculars and opera glasses, 
general types of chimes and bells, clock 
cases, cocktail shakers, fountain pens and 
mechanical pencils (except for functional 
parts and underplating), manicure imple- 
ments, name plates, desk accessories, both 
straight and electric razors except for 
functional parts and necessary alloying), 
and toys. 

Use of copper is also forbidden in manu- 
facture of major appliances such as vacuum 
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cleaners, refrigerators, mixers, electric 
irons, toasters, and so on. Exceptions for 
specific uses such as functional parts are 
also allowed. 

Government officials have been discussing 
the tin situation with industry. representa- 
tives. The NPA has appointed two task 
groups—one to study the effect of probable 
tin conservation measures on copper base 
tin alloys (red metal) and the other to 
carry out the same job with respect to 
solder and babbit products (white metal). 

An amendment to the tin order (M-8) 
has lifted the limitation previously imposed 
on smelters and refiners of tin scrap and 
other secondary tin bearing materials. They 


had been previously held to 100 per cent of 
the base period for January and 380 per 
cent for February and March. 


Elgin and International 
Cited for Sound Management 


Awards for sound management principles 
were recently presented to Elgin National 
Watch Co. and the International Silver Co. 
by the American Institute of Management 
of New York. The two companies were 
among 238 firms throughout the United 
States and Canada which were awarded 
“Certificates of Management Excellence” 
for the year 1950. 
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NECESSARY EVIL.......... 8 
OR PARTNER? 


If you think your repair department is a necessary evil, why not let 
us help you make it a partner in your business? Many other jewelers | 
have done this and are making more money in their repair depart- | 
ments. They have built store traffic . . . good will. And have made 
more money in other departments as a result. Details of how they 
are still doing this are free and without obligation. Write today for 


Part Of Our Job Is To Get People Into Your Store 


Cd E. MARSHALL CO. 


1445 JACKSON BLVD. 

ILLINOTS 
28 DISTRIBUTORS AND BRANCHES IN 
PRINCIPAL CITIES THROUGHOUT THE JU. S. A. 
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Platinum Metals Field 
Reviewed by Engelhard 


“The demand for platinum metals is at 
a high level, and their increased use for 
industrial purposes demonstrates the eco- 
nomic advantage of using precious metals 
to obtain extraordinary performance,” C. 
W. Engelhard stated in reviewing progress 
during 1950. Mr. Engelhard succeeded his 
father, the late Dr. Charles Engelhard, 
as president of Baker & Co., Inc., dealers 
and manufacturers of platinum metals. 
Dr. Engelhard died on December 1, 1950, 
at the age of 83, after a long and distin- 
guished career in the precious metals 





business and in various scientific and edu- 
cational activities. 

“In spite of their rarity and high initial 
cost,’ Mr. Engelhard continued, “Ameri- 


-can industry has found it advantageous to 


use’ the platinum metals in equipment pro- 
ducing rayon, light bulbs, glass fiber and 
other products. Small parts made of plat- 
inum metals are incorporated in home 
thermostats and corresponding industrial 
instruments, in airplane magnetos and 
spark plugs, and in many other electrical 
and electronic devices. 


“There are six platinum metals,’ Mr. 
Engelhard explained. “Platinum and pal- 
ladium are the two principal metals manu- 
factured into sheet, wire and other com- 
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 Anti-Magnetic ¢ Sweep Second Hand 


In Stainless Steel $71.50 
Gold Filled $89.50 


Prices include Federal Tax 


Also distributors of the Kinematic, 
Synchromatic, Calendar and famous 
line of Zodiac Watches. 


Write for FREE new catalog! 
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mercial forms. The other four, thodium, 
ruthenium, iridium and osmium, are useg 
mainly as alloying materials for platinyy 
and palladium. Makers of fine jewelry em. 
ploy alloys of platinum and iridium ang 
alloys of palladium and _rutheniun, 
Iridium, ruthenium and osmium are ]tj. 
ized in the very hard alloys used to tip 
the writing points of fountain pens, 

“The United States is the principal cop. 
sumer of platinum metals, exceeding al] 
other countries combined. Its requirements 
are met mostly by importation. For the 
first nine months of 1950, United States 
imports amounted to approximately 300, 
000 ounces of unmanufactured platinum 
metals, including 185,000 ounces of plat. 
inum, which compare with approximately 
150,000 ounces and 90,000 ounces, respec. 
tively, for the corresponding period of 
1949. 

“The price per ounce of platinum de. 
clined early in the year to $66-69 and then 
rose to a peak of $100-103 from which it 
declined to the $90-93 price prevailing in 
late December. Iridium fluctuated consid. 
erably during the year but the current re. 
tail price is around $200, which is some- 
what below the peak.” 





Woods Appointed at Swank 


J. Carlton Bagnall, president of Swank, 
Inc., announced that Howard Woods has 
been appointed to the post of general sales 
manager. Woods previously has been vice. 
president and director of marketing with 


HOWARD WOODS 


General Sales Manager, 
Swank, Inc. 





Towle Mfg. Co., silversmiths of Newbury- 
port, Mass. 

Woods succeeds Chester G. Gifford, who 
resigned to become executive vice-president 


of Schick, Inc. 


Trade Notables Attend Banquet 
(From page 185) 


tional Wholesale Jewelers Association; 
Thomas Gallagher, President, Canadian 
Jewellers Association; H. A. Goldberg, 
President, National Association of Credit 
Jewelers; Lester F. Morse, President, 
Jewelers Board or Trade; G. H. Niemeyer, 
Chairman, Jewelers Vigilance Committee; 
Sturgis C. Rice, President, Boston Jewelers 
Club, and Kenneth I. Van Cott, President, 
American National Retail Jewelers Asso- 
ciation. 

The Banquet Committee which had done 
such an excellent job, was headed by 
Charles D. Ellbogen, who was assisted by 
John Biggins, Charles G. Brown, R. S. Hul- 
bert, Charles Mason, Marshall Spies, David 
E. Newman, James H. Swartchild, Webb C. 
Ball, and Francis V. Healy. 
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Kreisler Sales Representatives 
Attend Semi-Annual Conference 


“Judging from heavy orders received dur- 
ing the past two weeks, demands for Kreis- 
ler watchbands at both retail and consumer 
levels will probably be greater in 1951 than 
in 1950,” Toby Stern, president of the 
Jacques Kreisler Mfg. Corp., declared Jan- 
uary llth at the company’s semi-annual 
sales convention held at the Essex House, 
Newark, N. J. Mr. Stern pointed out that 
1950 was a peak year for the firm, during 
which over two and a half million units 
were sold. Company officials, as well as 
salesmen from all over the United States 
were in attendance. 

Mr. Stern emphasized that Kreisler would 
do everything within its power to meet the 
upsurge in demands for its watchbands par- 
ticularly since a large portion of them will 
be presented as gifts to men in the armed 
services or about to be inducted. At the 
same time, Mr. Stern warned against jewel- 
ers indulging in what he termed “scare buy- 


® 9 


ing. 
“True,” he said, “after April first, when 
the restrictions on the use of certain metals 
in jewelry go into effect, we can only sell 
what finished items remain in our inven- 
tories, or items made of substitute metals. 
However, jewelers should only buy, at 
present, what they actually require after 
carefully gauging their potential] sales.” 


Kreisler’s new spring line of watchbands 
and men’s jewelry was shown at the sales 
convention. In commenting on the new line, 
Julien E. Keilus, sales manager, termed it 
“the most comprehensive yet offered by his 
company.” 





Ban Use of Nickel in Jewelry 
(From page 183) 


knives except blades, necklaces, pen and 
pencil sets, perfume flagons, watch brace- 
lets and chains, watch inserts and pinions, 
watch cases and crowns, and novelties. 


Nickel plating is ruled out for alarm 
and other clocks, costume jewelry, lighters, 
pen and pencil sets, and watches, picture 
frames, and novelties. 


Nickel silver is banned for numerous 
purposes but 10 per cent nickel content 
is allowed for keys and 15 per cent nickel 
content may be used in making flat and 
hollowware. Watch cases are also restricted 
to nickel silver containing no more than 
10 per cent nickel. 


Nickel bearing stainless steel is banned 
for flatware, most domestic appliances and 
utensils, all jewelry (except watch cases), 
toys, cocktail shakers, and many other mis- 
cellaneous items. 





Detroit Jewelers Have Gala 
Time at Annual Dinner-Dance 


One of the best attended and most en- 
joyable gatherings of the Greater Detroit 
Jewelers Association was the fourth annual 
dinner-dance held at the Book-Cadillac 
Hotel on Sunday evening, December 10th. 
Always outstanding as one of the social 
highlights in Detroit jewelery circles, the 
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affair was attended by approximately 500 
members and guests. 

During the course of the evening’s fes- 
tivities a solid gold honorary lifetime mem- 
bership card was presented to Fred F. 
Simmons, outgoing president of the asso- 
ciation. Mr. Simmons, in turn, introduced 
and presented a gavel to Maurice M. Win- 
ston, incoming president. 

As usual speechmaking was dispensed 
with and again as usual the dinner was 
followed by an entertaining floor show 
thoroughly enjoyed by the diners. At the 
close of the show the floor was given over 
to dancing for the rest of the evening. 

Current officers of the association in ad- 





dition to President Winston are: Harry 
Kay, first vice president; William Fried- 
berg, second vice president; Loren Van 
Tassel, secretary; and Harry Nederlander, 
treasurer. 





Jewelry Stores in Ottawa : 
Hard Hit by Installment Curbs 


Jewelry stores in Ottawa, Ontario, have 
been very hard hit by new restrictions on 
installment buying in Canada. 

At a meeting of credit managers in Ot- 
tawa, it was reported that jewelry stores 
had been mest affected of all types of 
retail outlets. 














REMEMBER THIS: 
FASHIONS FOUND IN 
RINGS -O- BLISS 





So 


Here's what you get with your 
initial order of twenty Rings-O- 


Bliss matched wedding sets... 
An eye-catching tray ... 


grain-leather, velvet-lined; the 
perfect complement for the mer- 
chandise it displays to such strik- 
ing advantage. Yours at no extra 


cost. 


A complete line of high quality, 


fast-moving sets in all sizes. As- 












sortment is polished and reviewed 
annually to insure steady turn- 
over of each design featured. 


Twenty-four hour service for 


personalized engraving and ship- 
ment of every set you sell. Again 
at no extra cost, just part of our 
extensive service-to-dealers pro- 
gram. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 


the eyes of potential buyers. All 


yours with Rings-O-Bliss. 


Write for beautiful catalog of Bliss Rings 


Blea King (2 


29 EAST MADISON STREET ee CHICAGO 4, ILLINOIS 
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Hamilton to Sell Directly 
To Retail Dealers in N. Y. Area 


Hamilton wholesale and retail distribu- 
tors were advised on January 2nd that the 
Hamilton Watch Co. would start direct dis lic 
tribution in the metropolitan New York 
area on March 1, 1951. The announcement 
recalled that retail jewelers have been 
purchasing Hamilton watches through 
wholesalers for several generations and 
assured that this New York move does not 
forecast any general change in the com- 
pany’s satisfactory distribution by whole- 
salers throughout the rest of the country. 


distribution except in the New York area. 


to this general experience. 


section of America’s marketing 





In commenting on the new set-up, L. F. problems to all manufacturers. 
Halligan, Hamilton’s vice president and 
sales manager explained: “Our marketing 


and research studies indicate that outside form with those 


our Greater New York Sales Zone No. 1, 
Hamilton retailers are being served more 
economically and more efficiently by whole- 
salers, than would be possible by any other 
-means, And we are convinced that the pub- 
, the retailer and Hamilton will be best 
served by continuing our present wholesaler 


“Metropolitan New York is the exception 
Nearly one- 
eighth of the country’s consumer buying 
power is highly concentrated in the few 
square miles of this territory. It is a unique 
map—a 
section that presents abnormal marketing 


“Under the new plan our prices and dis- 
counts to New York retailers will be uni- 
in all other territories. 
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After March Ist New York retail jewelers 
will be served completely and promptly by 
our own sales force to insure the rapid 
inventory turnover and profit enjoyed by 
Hamilton retailers generally.” 





Herbert Cutler Enters Army 


Herbert Cutler, Hartman-Cutler Corp,, 
jewelry box and display specialists, re. 


HERBERT CUTLER 
Stationed at 
Fort Devens, 

Mass. 





cently entered the United States Army and 
is now located at Fort Devens, Mass. Her. 
bert is the son of Louis Cutler of the 
jewelry firm of Louis & Max Cutler, 2 
Maiden Lane, New York. 


NACJ Elects Officers for ‘51; 
Goldberg Re-elected President 


Directors of the National Association of 
Credit Jewelers have elected officers for the 
current year as follows: President, H. A. 
Goldberg (Cooper’s, Inc.), Portsmouth, 
Va.; First Vice President, Seymour Green- 
berg (Royal Diamond & Watch Co.), New 
York; Second Vice President, Irving J. 
Wolfgang (Cole & Erwin, Inc.), Detroit, 
Mich.; Third Vice President, H. M. Abel- 
son (Abelson’s, Inc.), Newark, N. J.; 
Fourth Vice President, Barnett C. Helzberg 
(Helzberg’s), Kansas City, Mo.; Treasurer, 
Jay C. Lighterman (Tappin’s Inc.), New 
York; Secretary, Samuel Gerson (Gerson’s, 
Inc.), Detroit, Mich., and Chairman of the 
Board of Directors, Clarence Olsen (Olsen 
& Ebann Jewelry Co.), Chicago, III. 








Tide Analyzes Mido Advertising 
The December 29th issue of Tide, the 


news magazine of advertising and market- 
ing, carried a feature article on the adver- 
tising-marketing campaign of the Mido 
Watch Co., Bienne, Switzerland, during 
the last three years. Mido, manufacturer 
of self-winding watches exclusively, started 
off its campaign in 1947, five years after 
Louis Aisenstein & Bros., Inc., had been 
assigned as U. S. distributor. Pierre Poffet, 
president of the watch company, and Stan- 
ley Moser, vice president of the distribut- 
ing firm, began their biggest advertising 
campaign at that time with ads in Holiday, 
the New York Times Magazine, and the 
Saturday Evening Post. (The two firms 
share the budget). 

In its first year, Mido acquired about 
200 distributors, according to Mr. Moser, 
who says the firm now has close to 2500. 
Within the past three years, Mido has 
stepped up its advertising budget 300, per 
cent, according to Mr. Poffet, and Mido’s 
1951 plans call for an even heftier budget 
with 10, 20, and 60-second spots on TV, 
in addition to other media. 
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4A. L. Wagner, well known sales repre- 
sentative, has joined the sales staff of 
Pennino Brothers, Inc., manufacturers of 
costume jewelry and rhinestone watches, 
38 West 48th St., New York City. Wagner 
was formerly connected with Marcel 
Boucher and will represent Pennino 
Brothers in the Midwest. 

4 Geo. W. Schaefer, who for the past 41 
years has been associated with Enos Rich- 
ardson & Co., 23 Maiden Lane, New York, 
left that firm the latter part of December 
to become a manufacturer’s representative. 
He will call on the trade in the East and 
will handle several leading lines. 

4 Jerome D. Osterweil, who during the 
past 14 years has represented Paul de Vries, 
Inc. and Jacobson Brothers Diamond Corp., 
has formed his own diamond firm with 
ofices at 2 West 46th St., New York. Mr. 
Osterweil is now calling upon his friends 
around the country. 

4 Jack Feinberg of A. & J. Feinberg, dia- 
mond importers located at 62 West 47th 
St., New York, flew to Europe on January 
14th to visit the diamond markets of Am- 
sterdam and Antwerp. He expects to re- 
main abroad until the latter part of 
February. 

q The Hamilton Watch Co. has set up new 
and temporary New York sales offices at 
55 West 42nd St. John Hall, District Sales 
Manager, has announced that the sales 
ofices will be permanently located at 600 
Fifth Ave., after June Ist. 

q Bernard Landau, 608 Fifth Ave., New 
York, left on January 10th for a five-months 
trip to India, Ceylon and Burma where he 
will visit the mines and gem markets in 
search of fine colored stones. On his re- 
turn he hopes to visit the gem markets 
of London and Paris. Mrs. Landau is 
accompanying him on the trip. 

q The Inter-Ocean Trade Co., importers of 
semi-precious stones and materials, has 
moved to new and larger quarters in the 
heart of the uptown jewelry district at 
48 West 48th St., New York. The firm, 


P. F. HEUBERT 


Inter-Ocean 
Trade Co. 





which was formerly located at 170 Broad- 
way, has branch offices and a cutting plant 
in Brazil. Paul F. Heubert, manager of 
the stone department, invites inquiries from 
the trade. 
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q Oliver Sabin, a director of the company 
since 1949, has been elected a vice presi- 
dent of Alex Sabin & Sons, Inc. The new 
vice president of the wholesale jewelry 
firm with offices at 20 West 47th St., New 
York, fills the vacancy caused by the re- 
cent death of his brother, Milton H. Sabin. 
At present, Mr. Sabin will devote his efforts 
to sales and promotion activities. 

q The Greater New York Area Study 
Group of the Gemological Institute of 
America met Tuesday, January 9th, in the 
Palm Room of the Hotel Diplomat. Eighty- 
two students and guests were present to 
hear GIA instructor, Bert Krashes, lecture 
on “Phenomenal Gemstones—Star Stones, 
Cat’s-Eyes, Opals.” A fine display of these 
stones was on exhibit after the meeting. 





Form Diamond Importing Firm 





DAVID BLOC 





SOL ROTHMAN 


Sol Rothman, formerly with Rothman & 
Schneider, Inc., and David Block, formerly 
with Josh Crohn, Inc., recently announced 
the formation of a new diamond import- 
ing concern. The new firm, known as 


Rothman & Block, Inc., is located at 64 | 


West 48th St., New York. 





J. R. Wood Shares 100th 
Anniversary with Employees 
On January 18th, J. R. Wood & Sons, 


Inc., provided an evening of entertainment 
for its employees as a culmination of its 
year of 100th anniversary events. 

Arranged so the date would fall at the 
close of its winter sales conference, the oc- 
casion represented a nationwide reunion of 
the entire Wood family of employees with 
the complete sales force in attendance. 

This being strictly a family affair, the 
entertainment which followed the dinner 
was sparked by some home talent that pro- 
vided genuine enjoyment for those in at- 
tendance. Following these acts the pro- 
fessionals emceed by the famous come- 
dienne Jean Carroll, took over and enter- 
tained for more than an hour of dancing 
and comedy. Icllowing the six acts of pro- 
fessional talent, the orchestra played for 
dancing which was enjoyed until the small 
hours of the morning. 
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Opals 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 




















“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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65 NASSAU STREET “NEW YORK 


ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 








THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Golf-Filled Crowns 

Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 
























SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 
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SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 


FINEST QUALITY FINISH 
Subjects Shown Approx. '/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished. Illustrated cata- 
logue ready soon. Reserve yours now. 


CHARM CRAFT CORP. 
Mfr's of 14k, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 








198 Broadway New York 9, N. Y. 








Titania Gem Stones 
(Rutile) 


SEMI-PRECIOUS STONES 
Cut * Rough 


Amethysts - Aquamarines 
Topaz - Tourmalines - Garnefs 


Direct from our cutting plant in 
Brazil. Widest selection of qualities 
and shapes in stock. 


For the convenience of our customers, we 
have moved to larger quarters in the heart 
of the jewelry district. 


Inter-Ocean Trade Company 


Leading Producers and Importers 


48 W. 48th Street, New York 19, N. Y. 
Phone: Circle 6-9431 














TRAVELING CLOCK CASES #113—Sheepskin case—Black, 


— Brown, Dark Blue, Red, 
#22J Genuine Moroceo Leather 
ease—Wine, Red, Black, a 
Brown, Green ......... $11 K 

#35J — Genuine Calf Leather 
with gold tooled border, Black. 
Brown, Tan, Red and Light 















/ Blue 13 & 
AVES 2%” and 2%” for Swiss and 

» Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 





Used by Seuiiioe leenniane 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 
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CROTON SHOWS NEW LINE AT ANNUAL SALES MEETING 


ww 





ing January. A great deal of enthusiasm 
was evidenced towards the company’s new 
watch line and the extensive advertising 
campaign planned for this spring. 

The above photo shows the sales repre. 
sentatives and their wives at the dinner at 
the Waldorf-Astoria Hotel which concluded 
the sales conference. 

Shown in the inset at left are, left to 





Sales representatives of the Croton right: Sidney E. Asherman, Croton sales 
Watch Co. saw the firm’s new spring line manager; Harold I. Horton, vice president, 
of men’s and women’s watches at the an- and Sidni Zimmerman, advertising mana- 
nual sales meeting held in New York dur- ger. 








Henry Peterson of Feature Ring Co., Ine. 
N.Y. Jewelry Manufactur ers The union was represented by ‘sabe 


Leredu, president and spokesman for the 


Gr ant Gener al Wage Hike union, together with the following officers 


and executive board members: David 


A general wage increase and other fringe Ehre, vice president; David Smith, record- 
benefits were recently granted to all pro- ing cocnetery; lstdewe Kaba, scontate 
duction employees in the manufacturing socnsumer: Wavy Benm, exccutive babe 
jewelry industry in the metropolitan area member, and Benny Sher and Leon Sed 
of New York. Negotiations were concluded love, hesinees sapeneumnatives. 
between the Jewelry Crafts Association, As- Thi » eummnnet ene satliel te tadkhun 
sociate Jewelers, and Local No. 1, Inter- ciatiens on Newenber & 2002 and Oe 
national Jewelry Workers Union. The new ratified by the union membership on No- 
contract provides for substantial wage in- vember 9, 1960. The feemel exccutien 4 
creases and other benefits for all em- the contract took place on November 17, 
ployees of employer-members of the asso- 1950, at a luncheon tendered by the union, 
ciations. Both associations are composed of ot the Wenniek: Thal. 


New York manufacturers of platinum, 
gold and diamond jewelry. 

Besides a general wage increase, all 
minimum wages were also substantially in- 


creased. The new contract provides for six REDIT FORMS 


holidays with pay and also welfare benefits, | ‘ss weteists 
consisting of life, health, accident and © contracts 


surgical benefits, two weeks vacation with 
























pay after four years’ employment, and a = orete a 

rest period with pay for overtime workers. “ ses sore 

All wage increases are retroactive to Octo- socateceseee seceses 

ber 16, 1950. The contract is to run for Eee » FREE al 
two years and expires on January 31, 1953, sosonececeseess Sd sam es 


with a re-opening clause on wages only in 
February, som , . ' Ss. i. surnamer of oF 
Wage increases were likewise granted by 370 7th Ave.. N.Y. 1. N.Y 
other jewelry manufacturers in the cities | * nL is. age 
of St. Louis, Chicago and Minneapolis. 
The Jewelry Crafts Association was 


represented in these negotiations by Martin af 
L. Untermeyer of Untermeyer, Robbins & from the IAMOND CUTTER 
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Co.; Isadore Gratz of Louis Gratz Sons, he 

t 1B Ech of K & Esch to the ETAILER 

nc., an ; arnett Ish 0o aspar sn, YOUR INQUIRIES PROMPTLY SERVICED 
Inc. Associate Jewelers was represented by NEW YORK DIAMOND IMPORTING CORP. 

. . . ; : wholesale jewelers 

its president, Herman Ostrin of Ostrin Co.; ons gp ee eee NEW YORK 17, N. Y- 








Walter F. Beer of Walter F. Beer Co., and 
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Pistey Heads Weidlich, Inc., 
New Plated Hollowware Firm 


Ownership changes in the Weidlich 
Bros. Mfg. Co. and_ the Weidlich 
Sterling Spoon Co., long established 
Bridgeport manufacturers of _ sterling 
and plated hollowware and flatware, were 
recently announced. These companies were 
recently liquidated and important portions 
of the assets were purchased by a group 
headed by Alexander M. Pistey, a former 
principal of the old concerns. He and 
other personnel of the old concerns have 
organized a new firm known as Weidlich, 
Inc., which is now producing a complete 
line of plated hollowware, trophies, cigar- 
ette boxes, etc. Offices and factory of the 
new company are located at 87 Resevoir 
Ave., Bridgeport, Conn. 

Officers of the new firm are as follows: 
Alexander M. Pistey, president; Dr. Ad- 
dima, vice president; Fred Weidlich, sec- 
retary, and Joseph Bedner, treasurer. Fred 
Weidlich is the son of Frank Weidlich, 
one of the three founders of the old com- 
panies. 

H. Haas, who formerly served as New 
York representative for the Weidlich Ster- 
ling Spoon Co., will serve in the same ca- 
pacity for the new concern. 





Henshel Heads Jewelry Division 
In Boy Scout Finance Drive 


Col. Harry Henshel, of the Bulova Watch 
Co., has accepted the Chairmanship of 
the Jewelry Committee for the 1951 
Finance Drive of the Greater New York 
Councils, Boy Scouts of America, accord- 
ing to an announcement made recently by 
Charles S. Shaughnessy, vice president of 
R. H. Macy & Co., Inc., and Henry L. 
Lambert, vice president of Lambert 
Brothers, who are Co-Chairmen of the Gen- 
eral Merchandise Division of the drive. 

The Jewelry Committee will participate 
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in helping the Boy Scouts reach their 
1951 Finance Drive goal of $2,000,000. One 
million of this is to be used for opera- 
tions, programming and training; the 
other million for camp expansion and im- 
provements. 

Serving on the committee with Col. 
Henshel are: Victor Lambert of Lambert 
Bros., and Serge Lederman, of Michael 
Barmache, Inc., who are Vice-Chairmen 
for the committee; Frank Whittaker, of 
The Gorham Co.; and Leo Kaplan, of 
Lazare Kaplan. 





Handy & Harman Names Dehlin 
Manager of Providence Plant 


Announcement of the appointment of 
B. E. Dehlin as manager of the Providence 
plant of Handy & Harman has been made 
by the company. He succeeds R. F. Drew 
who is retiring after 31 years of service with 
the company. 


B. E. DEHLIN 
Manager, 
Providence Plant 
of Handy & Harman 





Dehlin, who has been with the company 
since 1942, supervised the firm’s order de- 
partment during the early days of World 
War II. In 1944 he was transferred to the 
Providence territory as a salesman serving 
the silversmithing and jewelry manufac- 
turing fields. He became assistant manager 
of the company’s Providence plant in 1948. 





24-K Club Holds 48th Banquet 


(From page 184) 


Cohn, Honorary Member, The Twenty-Four 
Karat Club of the City of New York; Leon 
J. Engel, President, National Wholesale 
Jewelers Association; T. H. Gallagher, 
President, Canadian Jewellers Association; 
H. A. Goldberg, President, National Asso- 
ciation of Credit Jewelers; Victor A. Lam- 
bert, Chairman, Jewelry Industry Council; 
William F. McChesney, President, Sterling 
Silversmiths Guild of America; Mead 
Montgomery, President, Chicago Jewelers 
Association; Lester F. Morse President, 
Jewelers Board of Trade; G. H. Niemeyer, 
Chairman, Jewelers Vigilance Committee; 
Sturgis C. Rice, President, Boston Jewelers 
Club, and Kenneth I. Van Cott, President, 
American National Retail Jewelers Asso- 
ciation. 

The Reception Committee was headed by 
Harry J. Bromley of National Jeweler, 
vice president of the Club. 

The other members of the Banquet Com- 
mittee, in addition to Messrs. Ogush and 
Niemeyer, were: Jerome T. Agate, Harry J. 
Bromley, P. M. Fahrendorf, Norman M. 
Morris, August O. Packer, Reginald Reich- 
man, and W. Waters Schwab. 
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GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 

















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 




















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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JEWELRY DIVISION LAUNCHES MARCH OF DIMES DRIVE 
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Members of the Jewelry Division of the Greater New York 1951 March of Dimes who 
recently opened an industry-wide drive on behalf of the National Foundation for Infantile 


Paralysis. Standing, left to right are: Julius Kaufman, P. M. Fahrendorf, John Hall, Herman 


L. Baskin, George M. Fagan, J. T. O'Rourk, Jacob H. Schaeffer, Col. Harry D. Henshel, 
Albert J. Lubin, Lansford F. King, Dan Hecht, W. Waters Schwab, Harry Bromley, J. L. 
Grant, George Finn and C. H. Fetter. Seated left to right are: Oscar M. Lazrus, Hon. 
George T. Beldock, G. H. Niemeyer, Miss Joan Lawrence, Edwin D. Wagner and Albert 


Strumlauf. 


Prominent members of the jewelry indus- 
try met at the Hotel St. Regis on December 
15th for the first organizational luncheon 
meeting of the Jewelry Division in the 1951 
Greater New York fund appeal of the Na- 
tional Foundation for Infantile Paralysis. 

The meeting was called by the division’s 
General Chairmen, G. H. Niemeyer and 
Dave Kay, and General Co-chairman Her- 
man L. Baskin, to discuss plans for full 
participation of the entire industry in the 
city-wide, $4,000,000 polio campaign now 
underway. 

The Jewelry Division is divided into 
groups, each with its own Chairman and 
Co-chairmen, representing the various 
branches of the industry. They are: 

Watches and Clocks: Co-chairmen—Col. 
Harry D. Henshel, Oscar M. Lazrus and 


Norman M. Morris. 











Diamond Cutters 


Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 

















LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
*“‘Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 























No More Hard-to-Find 


Swiss and American Watch Parts! 
We carry ALL makes in stock. 
Same Day Mail Order Service 


FREE!—Write Dep't J for 
Catalog @ Ligne Gauge @ Stationery 


JOHN A. POLTOCK & CO. 


15 MAIDEN LANE @ NEW YORK 7, N. Y. 
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Manufacturing Jewelers: Co-chairmen— 
W. Waters Schwab, Henry Peterson and 
Jacob H. Schaeffer. 

Watch Case Manufacturers: Chairman— 
William B. Ogush. 

Loose Diamonds and Precious Stones: 
Co-chairmen — Alexander H. Arnstein, 
Stephen Hoffman and Jack Jolis. 

Findings, Casters and Assemblers: Chair- 
man—Walter Karlan. 

Class Ring Manufacturers: Chairman— 
August O. Packer. 

Display Specialists: Co-chairmen—Mil- 
ton Weill and Edwin Freed. 

Silver and Silver Plating: Co-chairmen 
—George F. Finn, Miss Joan Lawrence and 
Edwin D. Wagner. 

Bullion Dealers: Chairman — Sigmund 
Cohn. 

Watch Bands and Attachments: 
man—Max Jacoby. 

Retailers: Chairman—Emanuel W. Bel- 
man. 

Publishers: Co-chairmen—P. M. Fahren- 
dorf, Harry Bromley, Lew Schwartz and 
Sam Mintz. 

Wholesalers: Co-chairmen — Jerome L. 
Grant and Charles Barnett. 

Herman L. Baskin, General Co-chair- 
man, called a meeting of the Co-chairmen 
and Committeemen at the offices of the 
Jewelers 24-Karat Club of New York on 
January 18th. Lists of prospects were dis- 
tributed to the respective committeemen for 
personal solicitation. 


Chair- 





Morris Outlines Sales Plans 
At Annual Meeting in N. Y. 


Norman Morris, Inc., which holds an ex- 
clusive franchise in the United States for 
Omega watches, held its annual sales meet- 
ing at 608 Fifth Ave., January 17th. 

Sales representatives from throughout 
the country saw the new line in men’s 
and women’s watches and were apprised 
of the company’s extensive advertising, 
sales promotion and public relations plans 
for the coming year. 

Future plans were presented A. W. 
Lewin, of Lewin, Williams and Saylor, 
Inc., the advertising agency for Omega 
watches; Jerry Rabinowitz, advertising 
manager; J. Ellers, account executive, and 
Norman Morris, himself. 











REPAIRS and PLATING 
in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 


from 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, NW. Y. 


Est. since 1918 
AT THE SAME ADDRESS 











ZIRCONS 


All sizes in White, Blue and 
Amber Colors, Also; Genu- 


ine Siamese Sapphires. 





DELIVERY AT NEW YORK 


Original suppliers to this 
market for 25 years from 
our Branch—Bombay Store, 
Bangkok, Siam. 


Guaranteed Low Prices 


SABSONS TRADING CO. 
(K. D. Sabnani) 


130 W. 42nd St. New York 18, N. Y. 
Wisconsin 7-2465-6 























Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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New Swiss Watch Styles 
Shown at Fashion Preview 


Appealing and truly feminine new watch 
designs that blend with fashion wardrobe 
trends for 51 were unveiled by the Watch- 
makers of Switzerland January 9th at a 
preview for America’s fashion writers in 
New York. 

Whether today’s woman prefers a time- 
piece that may be modest in style or fash- 
ioned along more majestic lines, the Swiss 
showing of “’51 Fashions In Time” intro- 
duces an eye-arresting collection—with a 
European accent. 

Perhaps the most distinctive feature of 





Designed especially for today's business 
and professional woman, this new smart 
Swiss automatic watch in gleaming stain- 
less steel case was displayed at the " ‘5! 
Fashions in Time" show in New York. 














CALIBRE EMERALDS 
in Ist, 2nd & 3rd Qualities 
Cut for mountings in 

M/M sizes. 


Also: Matched Emeralds 
for straight row bracelets. 


Prices upon application 





Memorandum selection sent 
to responsible jewelers. 


MIRABEAU C. TOWNS & SON 


Est. 1910 


3 Maiden Lane New York 7, N. Y. 
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Many well known jewelers all over 
the country have profited from our 


WATCH REPAIR DEP’T FOR THE TRADE 


which guarantees you speedy, efficient, inexpensive ser- 
vice. All watches, chronographs, automatics, calendars, 
etc., time tested on Watch Master. Write for free 
self-addressed shipping labels. Send watches for Free 
estimate. 

ts 

JUST OUT! Request FREE catalog on watches, 
Seeattns Watch bracelets, STILL at the lowest 

s. 


ALL TOOLS, MATERIALS, BOOKS on 
Jewelry, Precious Stones, Gems, Engraving, 
Watch-Clock Repairing 


Request free complete catalogs on items of interest 








MODERN TECHNICAL SUPPLY CO. 
New York 18, N. Y. 


Dept. 2CK, 55 W. 42nd St. 
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this season’s Swiss watches for women is 
the versatility shown by their designers in 
styling timepieces that range from the lacy 
elegance of the high fashion and cocktail 
hour occasion to the more _ utilitarian 
models for business and travel. 

In the more formal models for dressy oc- 
casions, Swiss artisans have placed empha- 
sis on cases styled with gold filigree, some 
of them blending diamonds, rubies and 
emeralds into striking ensembles. Gold wire 
also is a favorite design treatment in the 
formal and informal group, many of which 
bear a distinctive, custom-made look. 

Yellow gold continues as the popular 
choice in metal for watch cases and wrist- 
lets, although some of the ‘51 Swiss watches 
show a trend to white gold. In addition to 
the smart interpretations in filigree and 
woven gold wire, brand new glamour de- 
signs include oblique-angled contours that 
flatter the wrist. 

Another fashion asset in the new Swiss 
feminine timepieces is the ingenious appli- 
cation of the ice-cube crystal, and the pil- 
lowed and faceted crystals which add style 
appeal to the watch face. 

The Swiss again are showing women’s 
watches for wear not only on the wrist, but 
also the very popular lapel or “pin up,” 
pendant, ring and cuff link timepieces, and 
a variety of ingenious designs for the 
pocket or purse. In the collection are 
watches to fit every dress occasion and 
budget. 





For cocktail time as well as business hours 
this graceful, pillow-shaped Swiss watch 
with its popular ice-cube crystal and richly 
molded clasp bracelet is an ideal acces- 
sory for the feminine wardrobe of ‘SI. 


A group of men’s watches shown in- 
cluded one automatic model with a dial 
gauge indicating reserve power left in the 
mainspring. Another contains a tiny alarm 
for rousing its owner from bed or jogging 
his mind to an appointment, while several 
models were noted with enameled dials. 

The Watchmakers of Switzerland un- 
veiled their new watch designs at a time 
when America’s fashion writers were in 
New York to glimpse the latest feminine 
style trends for °51. Consequently, the 
watch fashion preview received lengthy 
write-ups in newspapers throughout the 
nation. Many of the stories were illustra- 
ted with pictures which were distributed at 
the showing. 














THE BUTCHER 
AND THE BAKER 


set insurance 


rates for the 


ANDLESTICK 
-MAKER! 


Fire insurance rates are set 
by state insurance bureaus to 
cover every type of business. 
These standard rates must cover 
a wide variety of good and not- 
so-good risks. Consequently, 
you candlestick-makers (and 
sellers) pay more than you 
should, since you are a good 
risk class. 


There’s a solution . . . insure 
with the National Jewelers Mu- 
tual. We insure only jewelers 
(retail, manufacturing and 
wholesale), optometrists, watch- 
makers and their employees. 
Our losses are less. The savings 
(currently 30%) are returned 
to policyowners as dividends! 


A card will bring full infor- 
mation. No salesman will call. } 


National Jewelers Mutual 
Fire Insurance Company 


Jewelers Insurance Bldg., Neenah, Wisconsin 
Offices in New York, Milwaukee and Chicago 
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Delivery Overnight! 


Yes! . . . even same-day delivery on all 
the distinctively tailored styles in the new 
Alice earring line! This lovely swirl button 
earring, for instance (#1792) ... fashioned 
of solid stock . . . comes handsomely plated 
in Hamilton Gold or Silver finish, guaran- 
teed for one year. Write for samples. 
Thru your 


Jobber $1.00 retail 
JEWELRY CO. 


8 mocwm *. -, Prov., R. I. 
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WELLS MFG. CO., ATTLEBORO, MASS. 
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THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q As this issue came off the presses, the 
Boston Jewelers Club was playing the part 
of host to hundreds of jewelers from north- 
eastern United States, as it held its 63rd 
annual banquet at the Hotel Statler. 
Sturgis Rice, of Whiting & Davis Co., 
president; Roy S. Brooks, of Mauran 
Watch Co., vice-president; and Ellsworth 
W. Read, of Kettell, Blake & Read Co., 
secretary-treasurer, had all details well in 
hand—details which will be fully included 
in the next issue. 

q Members of the New England Guild of 
the American Gem Society varied their 
usual meeting procedure in January with 
a personally conducted tour of the Harvard 
Museum on January 10. Following dinner 
at the Harvard Faculty Club, Cambridge, 
Dr. Cornelius Hurlbut of Harvard Univer- 
sity, took the group on a tour of the famous 
gem and mineral collections in the museum, 
where he pointed out unusual gems and 
presented interesting facts about them as 
they went along. A laboratory session was 
held after the tour, with members bringing 
any stones they wished to have tested. 

q Henry Desjardins, jeweler of Beverly 
and Salem, Mass., spent the New Years’ 
holidays at Mont Tremblant, Quebec, 
where he participated in the ski jumps, 
winning the amateur jump with an amaz- 
ing leap of 190 feet. During his younger 
days at Bates College, Henry was a ski- 
jumping champion, and his latest accom- 
plishment proved he was still in there 
jumping. 

q Richard T. (Dick) Marshall of Room 
902 Jewelers Building has been “hitting 
the pipe” of late, according to informants. 
He is making a collection of clay pipes, 
and has several now, including one with 
a Norseman’s head carved in the bowl. 

q Joseph V. DiVita, diamond setter, form- 
erly with the Thomas Long Co., is now 
associated with his cousins, Carmen and 
Joseph, at the Boston Jewelry Manufac- 
turing Co., successors to F. DiVita & Sons, 
[nc., Room 1001 Jewelers Building. 

q Mr. and Mrs. N. I. Goodman of the 
N. I. Goodman firm, 1006-7 Jewelers Build- 
ing, are back from a New York trip, and 
Mrs. Goodman is full of plans now for a 
West-Coast trip to Los Angeles, San Diego, 
and Palm Springs, with stopovers in Tuc- 
son, Grand Canyon, and Yellowstone Na- 
tional Park. Joseph Stone, salesman with 
the company, became engaged recently and 
is looking forward to a spring wedding. 

q William J. Orkin, Inc., 1003 Jewelers 
Building, has just issued a series of attrac- 
tive lithographed blotters to mark the 1951 
year ahead. 

q News in the I. Alberts’ Sons firm, 8th 
floor, Jewelers Building: “Al” Mendell, 
shipper, married Jan. 7; “Bob” Smokler, 
shipper, ill at the Brooks Hospital, 
Brighton; Miss Marilyn Lieberman joined 
office staff Jan. 9; and Gerald Shulman, 
jewelry department, joined the Air Force 
in January. 


NEW ENGLAND 


q Edwin Guiness and his wife and two | 
children spent the first three weeks of | 
January in St. Petersburg, Fla. Herber 
A. Guiness went to Miami, on Jan, 9, 
Both trips followed the return of Louis Ff 
Guiness, head of the firm, 711 Jewelers 
Building, from a similar Florida vacation 
trip. 

q Jason L. Solomont of 604 Jewelers Build. 
ing, left on Jan. 17 for a seven weeks’ toyy 
of Mexico and Cuba. 

q Jacob Kamlot, watchmaker for 28 year 
and associated with the Imperial Jewelry 
Co., 603 Jewelers Building, retired recently, | 
Sensilend his well-lighted bench open to some | 
younger watchmaker. 

q Frank Reilly of the Bella A. Glass Co, 
Jewelers Building, received his medical 
discharge from the Army Air Corps re. 
cently, at Fort Lewis, Wash., and is now 
back at work. 

q Sam Russakoff of Skowhegan, Maine, 
recently remodeled his store, and planned 
a formal reopening early in February. 

q Lawrence H. Pearlstein, of 502 Jewelers 
Building, held a well-attended New Years 
Party on Dec. 29. “Larry” recently was 
elected president of the Newton, Mass, 
Squash and Tennis Club. 

q The entire staff of the Katherine A. 
Murphy Co., 509-11 Jewelers Building, 
were entertained at an “open house” in 
the new Dedham, Mass., home of Edwin 
Osborne Fish, salesman and buyer, on Jan. 6, 
Also in attendance were Mr. and Mrs. Carl 
Beresford and Miss Virginia Morrissey of 
the Webster Co., North Attleboro, Mass. 
4 Teams on the Boston Jewelers Bowling 
League were back rolling on the Boylston 
Street alleys on January 2, following a 
Christmas-New Year holiday, and with the 
Thomas Long Co. team maintaining its lead. 
q Michael Mahar, Jr., and _ Vincent 
O’Keefe, both formerly with Mahar-Eng. 
strom Co., 406-10 Jewelers Building, were 
home over the holidays on 10-day fur 
loughs after completing their basic train- 
ing at an Army air base in Texas. Fol- 
lowing their leave, “Mike” went back to 
Texas, but “Vin” headed for Wyoming. 

4 In the interest of better service, W. T. 
Kinney, lapidary, who recently took up 
quarters in Room 403 Jewelers Building, | 









































AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear: 
wire nuts. Sixteen 
full threads on the 
nut. 
Plenty of protection 
for expensive eaf- 
rings. 


PERE CS OSC EER aaa 


Patent Applied For Minimum order 3 
Price for Wire and Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices on request. 
14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. om request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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shared by Lester H. Porter, watchmaker, 
took in Paul Malbon, diamond setter, on 
Jan. 15. Mr. Malbon was formerly located 
with Patrick Marino, 313 Washington 
Building. 

q Andrea J. LaRochelle, jeweler of Dover, 
N. H., was awarded an attractive plaque 
by the Dover Chamber of Commerce just 
after the holidays for having had the best 
window display in the city. The plaque 
was presented to Mr. LaRochelle by 
Charles Locke, secretary of the Chamber, 
in the presence of Mayor Frederick Cc. 
Smalley and other city officials. 

4 Mr. and Mrs. J. Baron Mason of West- 
boro, Mass., spent a winter vacation in 
Florida, with their son Paul in charge of 
the store during the absence. 

4 Mr. and Mrs. Harold Barry, of Barry 
& Epstein, 400-1 Washington Building, are 
planning a trip to New Orleans, Texas, 
Arizona, California, and Mexico soon after 
the return of Mr. and Mrs. Epstein from 
their Florida trip. 

4 Smoke and water caused considerable 
damage during a fire the week before 
Christmas adjacent to Pilgrim Jewelers, 
159 Washington St. However, the store, 
minus some fixtures, was able to reopen 
just before Christmas. 

q Several personnel changes have taken 
place at the Herbert W. Stranger Co., 
305-6 Washington Building. “Rod” Mit- 
ten joined the firm’s shipping department 
on Jan. 8, replacing Richard Karlmark, 
who is to be married shortly and enter the 
U. S. Army. Just before Christmas, an- 


























DEFENSE WORK 


in Jewelry Casting Shops 


@ The jewelry casting 
plant is a potential defense worker. 


@ The jewelry casting 
process is very similar to industrial 
precision casting used today to 
produce airplane, automotive and 
many other important parts re- 
quired for defense. 


@ With a minimum of 
new equipment, accomplished gold 
and silver casting firms can be- 
come producers of non-ferrous in- 
dustrial castings by the “lost wax" 
process. 


@ To convert your plant 
to defense work, call on our experi- 
ence in servicing industrial preci- 
sion casting firms. Send for our 
new booklet, “Modern Precision 
Investment Casting." 


ALEXANDER SAUNDERS & CO. 


95 Bedford St. New York 14, N. Y. 
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other worker, Bob Kendrigan, left for du- 
ties with Uncle Sam. 


4 Henry Kamlot, head of the firm of the 
same name, 307-10 Washington Building, 
took a week off early in January to in- 
dulge in a bit of fancy skiing on Mount 
Mansfield, near Stowe, Vt. 

q George Walker has joined the shipping 
department of Harry Parritz & Brother, 
315-16 Washington Building. 


q Jorge Epstein of 412-16 Washington 
Building, was off for Miami Beach, Fla., 
for his second trip of the winter season 
late in January, this time accompanied 
by his brother and sister-in-law, Mr. and 
Mrs. Isadore Epstein, of Barry & Epstein, 
400-401 Washington Building. 

q Thomas Finnerty, salesman with Hub 
Material Co., 408-12 Washington Building, 
was called back into the U. S. Coast Guard 
on January Ist, to be stationed for the mo- 
ment in Virginia. Samuel Freedman, part- 
ner in the firm, spent the month of January 
and part of February in Florida. Fred 
Boos, who was formerly with Smith-Petter- 
son Co. in their materials department, is 
now with Hub Materials. 


q Stanley Bello, salesman for Joseph 
Gann, Inc., 404-7 Washington Building, is 
to be married on February 18. Mr. Gann 
combined a vacation and sales trip to New 
York City in January. 

4R. W. “Rommy” Nathan, popular 
“Mayor” of the 3rd floors, Jewelers and 
Washington Buildings, won the Christmas 
eve election hands down and uncontested 
by Herbert Stranger, who withdrew from 
the campaign “because of pressure of busi- 
ness.” “Mayor” Nathan has been conva- 
lescing from illness since the holidays. 


q George W. Stuart, jeweler of Concord, 
N. H., is back at his place of business 
following a prolonged illness, and _ still 
displaying the same old pep, despite or- 
ders from his doctor to “take it easier.” 
@ Miss Alice Charnis, bookkeeper with 
the Ross-Taylor, Inc., 717 Washington 
Building, who is to be married in Febru- 
ary, gave an engagement party and tea 
on Jan. 7. 

4 Those two “yachting” jewelers, Roy S. 
Brooks, of Mauran Watch Co., 712 
Jewelers Building, and Roy L. Spring, of 
Room 705, were both off to New York 
recently to “look ’em over” at the Boat 
Show. 

q Mrs. Margaret Donahue, bookkeeper 
with Harry Heller & Son, 706 Washington 
Building, and during World War II a 
captain in the Wacs, has been called back 
into service, and was to take up duties 
in Fort Dix, N. J. 

q Mr. and Mrs. Henry A. Sanders of 
701 Washington Building left for Florida 
the end of January where they expected to 
remain about six weeks. 

q Miss Beverly Channen has become as- 
sistant bookkeeper with the Colton-Lewis 
Co., Inc., Washington Building, working 
with her sister, who is now Mrs. Rosalyn 
Hootstein. 

q Frank Gendreau, Sr., of the firm of the 
same name, 47 Winter St., is convalescing 
from a recent illness at a local hospital. 
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No. 1796 A fine quality ring, specially priced 
for quantity sales. 
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No. 1795 An exquisite band ring with raised 
32nd Degree Emblem, in white gold and asso- 
ciated emblems flush in proper colors. 


These Masonic Rings are available 
with any desired combinations of 
emblems at remarkably low prices. 
They have the well known fine finish 
for which “Gran” Emblem Rings are 
noted, 

Your inquiry about these and other 
rings in the Gran Line for 1951, will 
receive prompt response. 


QIRAW 


AND COMPANY INCORPORATED 


Manufacturers of America’s 
Better Fraternal Ring Line 


546 So. Meridian St. © Indianapolis 25, Ind. 














COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 


New Shanks — New Bezeles — New 


ongs. 
DIAMOND SETTING 
WATCH REPAIRING 
1 year guarantee. 
ENGRAVING 
All styles of block, shading and 
script. 
PLATING 
Jewelry, silverware, etc. 
All work at moderate prices. 


With 25 years of serving the trade we 
can meef ali your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergrees 8-1294 




















WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, New York 19, N. Y. 
Judson 2-4539 
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CULTURED PEARLS 


\ 


BYARD F. BROGAN 


STREET 
PHILADELPHIA 7, PA. 


SANSOM 


$05 
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q Edward A. Farnan left his recently 
renovated store at 101 South llth St. for 
a January vacation in Florida. 

q Mrs. Charles E. Schellinger has added 
a note of distinction to her attractive store 
at 27 South 17th St. by decorating the 
interior with two expensive plants. Both 
look Oriental and are the specialty of a 
nearby florist who treats them with a 
salmon colored flaking. One on a six-foot 
high brass torch stand and the other on a 
table with an Oriental lamp and a “rock” 
garden encased in a fish bowl, add touches 
of exotic charm. 

q Friends and relatives are sending best 
wishes for a speedy recovery to William 
J. Hackett of Wellington and Frankford 
Aves. who was taken to the hospital on 
January 4th for treatment of a heart ail- 
ment. 

q John Babaian, who owns and operates 
the shop bearing his name at 4623 North 
Sth St., tested various local advertising 
media during the pre-Christmas season in- 
cluding publications in foreign languages 
and religious periodicals. However, he 
reports he has discontinued using this 
media because of the poor response to the 
ads he placed. 

q.H. Adlin of 529 Poplar St. has been ill 
and away from his shop much of the time 
since Christmas. Other jewelers join in 
wishing him a rapid recovery. 

q Wiltshire Brothers, in keeping with their 
standard procedure of tying-in with na- 
tional advertising campaigns, gave promi- 
nence during January to Parker, Sheaffer 
and other nationally advertised pens in 
their window at 100 E. State St., Media, 
Pa. The large window devoted exclusively 
to writing equipment attracted many stu- 
dents home for vacation. 

q Lloyd H. Daily modestly attributes the 
increase in his volume of business recently 
to the location and appearance of his new 
store on the third floor of the Crozer 
Building. For many years he occupied a 
store on the eighth floor. During 1950, 
as the building was renovated and mod- 
ernized he moved to the lower floor, re- 
arranged his displays and added new 
fixtures. The transitions were completed 
just before the Christmas season. 

q The Louis Lefkoe Co. of 25 S. 11th St. 
has created a modified version of the old 
upside-down ads which always seem to 
draw attention. The firm occasionally in- 
serts a single-column 214 in. ad in the 
local newspapers with nothing but copy, 
all printed diagonally across the ad. The 
stunt is designed to make the most of a 
small space and has proved an attention 
getter. 

q At the monthly meeting of the Horolog- 
ical Guild of Philadelphia, held on January 
9th, the possibility of making the Phila- 
delphia School of Engraving the regular 


| meeting place for the remainder of the 


* PHILADELPHIA 


| year was discussed and practically agreed 
| upon although no formal motion has made 
| the decision official. At the new and cep. 
| trally located meeting place there will he 
permanent storage space for the group's 
equipment and all the facilities of the 
school will be available for the use of 
members of the guild. Since the Phila. 
delphia School of Engraving has recently 
expanded to include watchmaking courses, 
guild members will have access to timing 
machines, large escapement models and 
other instructional equipment. 

q Tucker’s Jewelers of 896 Main St. in 
Darby, Pa., are in the midst of plans for 
redecorating the store. Highlights of the 
plans include consolidation of the luggage 
and small appliance displays to a short 
space along the wall at the left of the 
entrance. Blond wood wall and floor cases 
to match others in the store will fill the 
vacated space and create background for 
the showing of costume jewelry. The rear 
of the store where costume jewelry is now 
on display will be converted into a silver- 
ware department. 





Herrick Visits Swiss Accounts 


Casey Isaacs Herrick, vice president of 
the A. M. Sneider Advertising Agency, left 











| New York January 3rd for Switzerland 


where she is conferring with the Swiss ac- 
counts serviced by the agency. 











WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


> Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa 








yu va Secs 
| TECHNICAL SCHOOL 
i COURSES FOR SUCCESS FOR 
i WATCHMAKERS - ENGRAVERS 
AND JEWELERS 


=" GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER, HA. AND ALL STATE 
LICENSING EXAMS. 


©63 YEARS SERVICE © 
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LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 








for P.L. 16 Veterans & 346 
PHILA. COLLEGE OF HOROLOGY 
1338-48 


W. Somerset St., Phila. 
Write Dept. “‘K’’ I0’é Cateles 
BAidwin 9-1376 
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KIND'S WINDOW DISPLAY WINS MAGAZINE AWARD 
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*. colorful window display by Mrs. Adele W. McAllister, S. Kind & Sons, Philadelphia, won 
ag nee agen medal Pine for the best display entered in the Display World competi- 
tion during that month. Promoting jade set in gold, the display used a colorful Balinese 

dancer as the principal prop. Background curtains and the flooring were in aqua silk. 


Mrs. Adele W. McAllister of S. Kind & 
Sons is receiving congratulations from 
friends and well wishers on the contest 
award which she has won from the maga- 
zine Display World for her window display 
on jade jewelry. The contest was interna- 
tional in scope and included 103 classi- 
fications according to merchandise ex- 
hibited. Two sets of prizes were awarded 
—one for the best display entered each 
month regardless of classification; the 
other for the best in each classification 
for the year. 

The S. Kind & Sons display won the 
November gold medal for being the best 
entry out of the 256 submitted during that 
month. During January Mrs. McAllister 
was notified that she will soon receive an- 
other award for the annual contest in the 
jewelry class which is completely inde- 
pendent of the first one. 

The prize-winning window display fea- 
tured a Balinese dancer dressed in gold 
lame and a red velvet jacket with gold 





Elgin Pledges Compliance 
With U. S. Price Standards 


Elgin National Watch Company has ad- 
vised all jewelers that it will cooperate 
fully with the mobilization program in 
complying with price standards established 
by the federal government. 

A letter to the trade by Andrew L. Rowe, 
vice president in charge of sales, in con- 
nection with issuance of new suggested 
price lists, states in part: 

Although it is not possible at this time 
to determine the full implications of the 
new pricing standards issued by the Eco- 
nomic Stabilization Agency on December 
19, may we assure you that to the best 
of our knowledge our prices to you com- 
ply with these standards and that it is our 
intention to continue complying with them. 
It is our policy fully to cooperate with 
the mobilization program.” 


FOR FEBRUARY, 1951 











beads and chain. The background cur- 
tains and flooring were all of aqua silk, 
while the tree units were finished in high 
lustre black with gold-dipped plum blos- 
soms. Jade in gold was the merchandise 
displayed. This display was one of two of 
similar arrangements in Kind’s 18-foot 
window. Diamonds and watches were 
shown in the remaining space. 





SERVING THE TRADE 








Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 





SILVERWARE 


REPAIRING REFINISHING 
GOLD & SILVER PLATING 
ENGRAVING ~ACQUERING 


JEWELRY REPAIRING 


COMPLETE FACILITIES 
EXPERIENCED STAFF 


i SEND FOR PRICE LIST 


LOUIS J. MEYER, Inc. 


Silversmiths—Platers 
205 S. 9th St. 





PHILADELPHIA 7, PA. 




















Patented 


—— 


“Your high styling has in- 
creased sales for us, over 
all competitive lines that we 
carry. We hope this trend, 
along with your fine quality, 
especially in calfskin and 
steerhide, continues. Meeker 
has been our number one 
line for 30 years.”’ 


—An Ohio Jeweler 


(name on request) 


MEEKER Wachtel 


New York: 347 Fifth Ave. ¢ Chicago: 36 S. State St. 
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The famous 
Meeker 340. 
Various leathers, 

$30 per doz., and up. 


They'll Make Money for 

YOU Because of Their 

¢ Long-Established Quality + Latest Features 

¢ Smart New Styling + Expert Craftsmanship 
¢ National Advertising 

THE MEEKER CO., INC. + JOPLIN, MO. 
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You'll Find A 


WORLD 


of NEW ITEMS 
and IDEAS in our 


NEW 1991 LINE 


with plenty of merchandise 


for IMMEDIATE DELIVERY! 


OT WELPY 22 JWILER. 





Baltimore !, Md. 
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q B. I. Friedman, president of Friedman’s 
Jewelers, Inc., which operates several stores 
in Atlanta, Ga., recently announced the 
appointment of Joseph Perelstine to the 
vice presidency of the firm. Mr. Perel- 
stine has been associated with the com- 
pany for the last 25 years in Savannah, 
Columbia, S. C., and Atlanta. 

q Adams & Ortmann, jewelers, at 251 King 
St., Charleston, S. C., have purchased 
property at 33 and 35 Archdale St. and 
have opened it as a parking lot for cus- 
tomers. 

q Le Roy White, owner of White’s Jewelry 
Store, Ozark, Ark., has been appointed 
watch inspector by the Missouri Pacific 
Railway to succeed the late Rex Neilsen. 
q Reed’s Jewelers, Inc., Sumter, S. C., 
has been chartered with capital stock of 
$16,000 to engage in business as jewelers, 
gold and silversmiths; to deal in china, 
curiosities, medals, precious stones. Wil- 
liam R. Zimmer is president. 

q The Newton Jewelry Company’s store 
in Joplin, Mo., is taking over the larger 


> THE SOUTH 
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portion of the Leffen Building at Fifth and 
Main Sts. This move will double the sine 
of the present retail quarters, Work oy 
the remodeling is expected to be op, 
pleted by March 1, 1951. According ty 
Bunny Newton, manager of the Joplin 
store, it will be designed similar to 4p. 
other Newton store in Waterloo, Ia. 

q George Ochs was elected president of 
the New Orleans Watchmakers’ Guild 
a meeting of the group held on December 
6th at the New Orleans Athletic Ciy) 
He succeeds Martin Eckert in that posi- 
tion. John Krogsgard was named yice 
president and Joseph Hollier secretary. 
treasurer of the organization. 

q Nathan Dunn, manager of Leste; | 
Jewelers, Corpus Christi, Texas, has ap. © 
nounced the purchase by his firm of Na | 
than’s Jewelers in Odessa. Dunn said the 
purchase is part of a continuing expan. 
sion program by the Corpus Christi firm, 
The Odessa store’s name is to be changed 
to Lesters but there will be no immediate 
change in personnel. 
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Coro Shows New Spring Jewelry 
At Fashion Preview in N. Y. 


A beautiful style show combining Coro 
jewelry and Glentex scarfs was presented 
by Ann R. Silvers Associates for the na- 
tion’s fashion editors in the Hotel Pierre 
in New York City on January 8th. 

“Invigorating” accessories were  pre- 
scribed as a tonic for 1951 fashions and 
used in dramatic dosage on clothes rang- 
ing from bathing suits to evening gowns. 
Color in both jewelry and scarfs was the 
miracle vitamin used to bring excitement 
to undersiated silhouettes and spring’s neu- 
tral-toned ready-to-wear. Color offered tonal 
“build-ups” for pastels and color “shock 
treatments” for contrast. White gave effer- 
vescence to dark costumes. 





Deep-toned jewels to add verve and color 
contrast to the neutral shades predominant 
in spring and summer dresses have been 
fashioned by Coro into exquisite necklaces 
and earrings. This one of cabochon stones 
with pendant leaves in deep ruby red has 
the fabulous air of an empress’ jewels. 


Exquisite Coro jewelry featured ine | 
jewel tone simulated stones. Enamel 

beads in vivid hues, bulky necklaces of 
shell, branch coral, gleaming simulated 
pearls in bon-bon shades, polished “peb- 
bles,” “sea spray” beads, as well as flower | 
tint simulated pearl necklaces emphasized 
the season’s high fashion colors. Depth 
was dimensionally important in jeweled | 
pins and couturier necklaces. Sleek 7 
coiffures and chignons inspired tiaras, a | 
“bun cage” of simulated pearls and jeweled ( 
chignon pins. Replica designs of antique © 
keys, scimitars and halberds formed © 
“clutch” pins for stoles and scarfs. Jewelry 
sparkled in dozens of new wearable-ways | 
from every part of the season’s silhouette. 
Pins scattered radiance through folds of 
billowing skirts, punctuated peplums, pock ~ 
ets, sleeves and shoulders with gold, or ~ 
glitter, or simulated colored stones. 
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NEMJ&SA Sets Banquet Date 


The annual banquet of the New England 
Manufacturing Jewelers’ & Silversmiths | 
Association will be held in the ballroom © 
of the Providence Sheraton-Biltmore Hotel 
on Saturday night, February 24. 

Name of the speaker, as well as the 
annual gift souvenir, is being kept a secret. © 
Arrangements have gone forward to accom § 
modate a crowd equally as large, if no § 
larger, than last year’s 550. 

















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
eo JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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FLGIN PURCHASES WADSWORTH WATCH CASE CO. 





Above is the plant and home office of Wadsworth Watch Case Co., Dayton, Ky. Elgin 
National Watch Co. recently announced it has purchased all outstanding capital stock of 
the Wadsworth company, and will operate the firm as a wholly owned subsidiary. 


Elgin National Watch Co., with plants at 
Elgin, Ill., and Lincoln, Neb., recently an- 
nounced it has purchased all outstanding 
capital stock of the Wadsworth Watch 
Case Co. at Dayton, Ky., near Cincinnati, 
and will operate that firm as a wholly 
owned subsidiary. 

Elgin announced simultaneously a re- 
financing program by which, on December 
18, the company borrowed $10,000,000 from 
Metropolitan Life Insurance Co. on a 15- 
year serial loan. Of this amount, $6,500,000 
is being used to retire current bank loans, 
$2,700,000 for purchase of Wadsworth’s 
outstanding capital stock, and the balance 
of $800,000 for current working capital. 

Arthur W. Wadsworth, son of one of 
the co-founders of the Wadsworth com- 
pany, will continue as president of the 
new subsidiary. 

J. G. Shennan, president of Elgin, said 
Wadsworth was purchased primarily to as- 
sure Elgin of a continued supply of high- 
grade watch cases, since facilities of two 
case manufacturers who had previously sup- 





plied Elgin with 30 per cent of its require- 
ments are no longer available. 

Wadsworth will continue to make a por- 
tion of its watch case production available 
to manufacturers other than Elgin. Elgin 
will secure a larger percentage of its cases 
from Wadsworth than in the past, and will 
continue to purchase the balance from 
other manufacturers. 

Shennan said another benefit to Elgin 
will be diversification of product, since 
Wadsworth produces and sells compacts, 
cigarette cases and allied gift items, and 
produces emblems used on automobiles 
and home appliances. 

Wadsworth was founded in 1889 and 
manufactured only watch cases until 1935, 
when the company expanded into allied 
jewelry lines. It began making automotive 
insignia and name plates last year. Like 
Elgin, which was converted 100 per cent 
to military production during World War 
II, Wadsworth produced more than 100 
million precision pieces for the armed 
forces between 1941 and 1945. 
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Kreisler to Discontinue Sale Of 
Watchbands to Manufacturers 


The Jacques Kreisler Mfg. Corp. intends 
to discontinue its watchband sales to watch 
manufacturers, according to a recent an- 
nouncement by Toby Stern, president of 
the North Bergen, N. J., firm. 

As a result of this move, Mr. Stern said, 
retail trade channels will receive a greater 
share of available merchandise in times of 
scarcity. He pointed out that for the com- 
ing spring season, sales to watch houses 
will be “drastically curtailed” and will be 
discontinued completely within six months. 

“There were several reasons for the 
change,” Mr. Stern declared, “but prac- 
tically speaking, this means that we will be 
able to divert to our retail jewelry custom- 
ers that portion of our merchandise made 
with scarce materials which would normally 
have gone to the watch houses.” He added 
that no other change in merchandising 
policy is expected. 

For nearly 20 years, the firm has been a 
major source of supply for many of the 
nation’s largest watch houses. It plans to 
continue to supply its leather watch straps 
to the many manufacturers it has serviced 
in the past. 
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Rim Jewelry Mfg. Company 
Purchases Providence Building 


Rim Jewelry Mfg. Co. of Providence 
plans to expand its facilities. 

Early in December it purchased from 
the New England Telephone & Telegraph 
Co. the former West telephone exchange 
building in Providence. 

Pasquale Marandola, president of Rim, 
said he plans to expand his pearl manu- 
facturing facilities. The building com- 
prises 13,000 square feet of floor space. 

Rim has been in business since the 
spring of 1946. The firm makes a line of 
pearl necklaces, earrings and novelties. 

Its present Providence factory will be 
operated in conjunction with the newly ac- 
quired plant. 





Jean Graef Announces 
Formation of Angelus Clock 


Jean R. Graef recently announced the 
formation of the Angelus Clock Corp., at 
30 Rockefeller Plaza, New York 20, N. Y. 
This corporation was formed for the ex- 
clusive purpose of distributing and ser- 
vicing Angelus Clocks, a fine line of dis- 
tinctive Swiss creations. 
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See, Hear, and SELL 
the Difference! 


Arvin 





Velvet Voice Radio 
Visible Value Television 


Television and Radio Division 


Arvin Industries, Inc. 


Columbus, Indiana 
(Formerly Noblitt-Sparks Industries, Ine.) 











RAISE CASH 
IMMEDIATELY 


Louis COLMES 
Th 
JEWELERS’ AUCTIONEER 






No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 


We have conducted sales for 
leading jewelers of America 


20 years of cencentrated experience 


in this field. 


Bank and Trade References Supplied 
Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auetion is over you 

have the good will the people in 
your entire community, and your business 
will be permanently in 


LOUIS COLMES 


637 SCRANTON AVENUE 
LYNBROOK, N. Y. 
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Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
IF NOT. 
Ask Your Jobber Today! 
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EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicago 2 IHinols 

















Gold=Siiver 
DPDLATING 


“ASK ABOUT” 


}HODAN IZE 


TRACE MARK REG. UV. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
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CENTRAL WATCH CO. 


ESTABLISHED (91! 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 














603 Metropolitan Bidg., Detroit 26, Mich. 
SILVER 


STOP TARNISH™” 


One —_ application of Pro-Tex-Sil 
will rotect beautiful silver from 
aeons for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 22, Chicago 47 
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DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
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q Many Chicago jewelers and other in- 
dustry leaders from throughout the nation 
attended an “open house” party at Jacoby- 
Bender’s new Chicago branch office which 
is located at 29 E. Madison St. The formal 
opening of the new branch was held on 
January 6th, the same day as the annual 
banquet of the Chicago Jewelers Associa- 
tion. On hand to greet visitors were Max 
Jacoby, president of Jacoby-Bender, Inc., 
and Irving Jensen and Bernard Zell, who 
jointly manage the new office. 

q Harry Simon (Simon Brothers, 5 South 
Wabash Ave.) and his family spent the 
month of January in Miami Beach, Fla. 

q Another Florida vacationer was G. H. 
Matson, president of Matson’s Inc., 55 East 
Washington St. Mr. and Mrs. Matson left 
for Pompano Beach around the 27th of 
January, planning to remain there about 
a month. 

q Joseph Kagan (55 East Washington St.) 
plans to leave some time in April for 
Europe. He will spend four weeks travel- 
ling through France, Holland, Belgium, 
and Israel. 

q Adam J. Serbins, owner of Adam’s 
Jewelry Store, 4751 Broadway, moved into 
a new home in Skokie, II. 

q M. M. Shur, president of Van Schyndle, 
Inc., 36 South State St., announced that 
the firm was featuring a special line of 
boxed jewelry under the “Vanle” trade 
mark for Valentine’s Day sale. The firm 
also reported that Robert Powell had 
joined the sales force and will represent 
it in Indiana. 

q Mr. and Mrs. David Lampert (5 South 
Wabash Ave.) left January 12 for a six 
week’s stay in Miami Beach, Fla. On their 
return, they plan to stop off in New York. 
Their son, Seymour, was left in charge of 
the firm. Mrs. Seymour Lampert recovered 
from an operation early in January. Their 
young son, Lester, was attending school in 
Phoenix, Arizona. 

q W. T. (Bull) Connor left December 18th 
on an extended winter vacation. His pals 
at the Jewelers’ Club presented him with 
an appropriate card personally autographed 
with various pertinent and impertinent re- 
marks, 

q Services for Adolph Braude, owner of 
the wholesale jewelry firm at 29 E. Madi- 
son St., were held January 2nd, in the 
chapel at 5145 Broadway, with burial in 
Waldheim cemetery. He died late in De- 
cember in his home at 3270 Lake Shore 
Drive. He is survived by his widow, Irene, 
and two daughters. Mr. Braude was very 
active in charitable and religious organ- 
izations. 

q Jack Lund of Fred M. Lund, 31 North 
State St., reported that the Illinois Watch- 
makers Association planned to hold a meet- 
ing on January 23 in conjunction with the 
Westside Jewelers’ Association. 

q One of the biggest and best parties ever 
staged by the Golden Roosters is reported 


CHICAGO 





in the ofing for members and guests at. 
tending that group’s annual Ladies’ Night 
Dinner-Dance on February 17. The affair 
will be held in the Gold Room of the 
Congress Hotel. 

q The Jewelers’ Association of Greater 
Chicago postponed its January meeting, 
usually held on the first Wednesday of 
each month, to January 24. Benjamin L, 
Sacks, executive secretary and counsel, ex. 
plained that this was done in order to 
avoid crowding the schedule of members 
who attended the CJA banquet and the 
New York 24-Karat Club banquet. 

q William L. Little, former Western rep. 
resentative for Stein and Ellbogen Co., 55 
East Washington St., was in town for a 
few day’s visit. His many friends were 
very happy to see him. 

q Among the several salesmen of Stein 
and Ellbogen Co., who, with their wives, 
spent a few weeks in Florida, were: Ernest 
Roseth (Iowa-Illinois) , Adolphe Bittermann 
(Chicago), Milton H. Nathan (Michigan), 
and Harry Wish (Wisconsin-Illinois). Other 
vacationers were Mr. and Mrs. Ralph 
Weckerle (Wisconsin) who sojourned in 
New Mexico, and Mr. and Mrs. William 
Christensen (Western representative) who 
were in New Mexico and Arizona. 

q On January 27, James Cahn of the 
Jewelry Department of Stein and Ellbogen 
was married to Miss Gretchen Scholl. The 
couple honeymooned in the South. 





Members of Jewelers Club 
Attend Gala Christmas Party 


Approximately 150 members and guests 
attended the annual Christmas party at 
the Jewelers’ Club on Saturday, Dec. 23. 
The affair, acclaimed by all hands as a huge 
success, got under way with cocktails and 
featured a sumptuous dinner which gave 
the guests their choice of turkey, roast beef 
and ham plus a large selection of shrimp, 
fried oysters, herring and other delicacies. 

The party continued through the after- 
noon with general merriment and com- 
munity singing. Credit for the excellent 
planning that went into the affair was given 
to Herman Kramer, chairman of the Sports 
and Pastimes Committee of the club, who 
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was assisted by Stan McKeon, president, 
and Ralph Milhening, vice president, who 
presided over the liquid refreshment de- 
partment. ae 

New Napier Appointments 


There have been several changes in the 
sales personnel at Napier Co., 36 South 
State St. Edwin P. Schultz, Midwestern 
salesman, reported the following: 

On January 1, Blake Flint, of the Chi- 
cago office, was named sales promotion 
manager. He moved to the New York 
office, 389 Fifth Ave. 

Flint’s sales territory was taken over 
by William R. Wallin, who will cover the 
eastern part of the Midwest—Ohio, Mich- 
igan, Indiana, West Virginia, and Ken- 
tucky. The smaller cities in this same area 
will be handled by Harold C. Donaldson. 





Imperial Holds Yule Party, 
Issues Bonuses to Employees 


Employees of the Imperial Pearl Syndi- 
cate had quite a gala time at their annual 
Christmas party, December 23. Joe Gold- 
stone, president of the firm, presented each 
of the thirty employees in the Chicago office 
with a bonus, accompanied by an appro- 
priate comment. 

Sylvia Pollyea, of the advertising and 
bookkeeping departments, and Gil Rockoff, 
accountant for the firm, were married the 
end of the year. 

Vilma Brook, head of the stringing de- 
partment, was very happy over a three- 
month visit from her sister, Rose Schwartz, 
of Israel. The sisters had not seen each 
other for twenty-five years. 




















The first student technician to come into 
this country from Japan under the ex- 
change program is Jimmy Yamamoto, who 
will be with Imperial for a year, studying 
the firm’s business methods, etc. Mr. Yama- 
moto, who left his wife and two daughters 
in Japan, is ro stranger to this country, 
having attended the Chicago World’s Fair 
in 1933 for Mr. Goldstone. However, this 
was his first view of television and he has 
caught the “bug.” 


Noble Issues Trophy Catalog, 
Announces Personnel Changes 


F. H. Noble and Co. recently announced 
that their trophy and prize awards catalog, 
“Trophies for Champions,” was ready Jan- 
uary 15-18. The catalog is printed in full 
color and is intended for distribution to 
dealers interested in the sale of trophies. 

Frank V. Spears, advertising manager, 
reported that James Quillan, representing 
the firm’s trophy department in the Middle 
West, is making his initial trip this year. 
His territory covers Ohio, Wisconsin, In- 
diana, Iowa, Missouri, and Michigan. 

Jim Middleman, who formerly traveled 
throughout the country for the firm, will 
now concentrate his efforts in the Western 
area. Early in January he left for the West 
coast to visit the jobbing, wholesale, and 
manufacturing jewelers in that section. 

Jack Manning, who covers the Eastern 
and Southern part of the country for Noble, 
fell down a flight of stairs and broke his 
shoulder and collar bones just prior to 
taking off on his regular January trip. 
Dewey Conover, sales manager, and Henry 
Vidt are pinch hitting for him. 
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Executives and sales representatives of | 


Bruner-Ritter, Inc., manufacturers of Bret- 
ton watch bands, are shown during their 
recent winter sales meeting in New York 
City. Company plans and policy for 1951 
were discussed, including the promotion of 
the Monogram expansion band series, a 
patented new Bretton feature. 

Left to right: Saul Ritter, president of 
Bruner-Ritter, Inc.: Joseph Gram; Robert 
B. Ritter; William H. McGreevy; Marvin 
J. Bruner, vice president and sales man- 
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BRUNER-RITTER HOLDS WINTER SALES MEETING 








ager (seated) ; Milton J. Friedman; George 
L. Mason; Harry O. Ferester; Sanford 
Buchsbaum, and Milton Swartz. Albert 
Walden attended the meeting but is not 
shown here. 

Bruner-Ritter recently announced the 
appointment of Joseph Gram (second from 
left) as new West Coast sales representa- 
tive. He will cover the states from Denver 
west and will maintain his office at 220 
West Fifth St., Los Angeles. 
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24 Hour Service 


WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
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LIGHTER REPAIR 


ALL WORK GUARANTEED 
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M. MARTIN & CO. 
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SCHUMER BROTHERS CO. 
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q George J. Warren, manager of the dia- 
mond department of George H. Newstedt 
& Co., retailers at 100 West Fourth St., 
attended the Twenty-Four Karat Club din- 
ner in New York City on January 13th. 
Edward Spitznagel, store manager, attended 
the Chicago Jewelers Association banquet 
on January 6th. 

q Quarters of Ralph E. Goebel, Inc., whole- 
saler in the Provident Bank Building, are 
being remodeled. Mrs. Omer Speers, office 
manager, is convalescing from surgery per- 
formed early in January. 

q Ken Matsumoto of K. Matsumoto & Co., 
jewelry display specialists, will attend the 
Southern Jewelry Show in Atlanta, Ga., 
this month, and then will visit an invalid 
friend in New Orleans. 

q Miss Mary Sue Satzger, daughter of 
Bernard G. Satzger, partner in M. & R. 
Jockers Co., diamond cutters of 606 Vine 
St., was married on Dec. 30 to Herman 
Wiemeyer, star pitcher for the Cincinnati 
Reds. Both the wedding in St. Catherine’s 
Church and the reception in the Cincinnati 
Club were attended by hundreds of friends 
of the couple, and they received gifts from 
all sections of the country. The honeymoon 
was being spent in California and New 
York City, after which the couple will go 
to Florida, where the groom will participate 
in spring training for the coming baseball 
season. 

q F. R. Ross, a retailer for more than 30 
years, whose store was on the sixth floor 
of the Southern Ohio Bank Building at 
919 Main St., sustained considerable loss 
when the building was partially gutted by 
fire recently. He is now occupying tem- 
porary quarters on the second floor of the 
building. 

q Paul Swinford, son of Stanley Swinford, 
retailer in suburban Covington, Ky., has 
enlisted in the Air Corps, and is receiving 





Appointed 
Vice-President 
of Gruen 


IRA R. KATZ 








The board of directors of the Gruen 
Watch Co. recently announced the election 
of Ira R. Katz as vice president. Katz has 
been associated with the Gruen organiza- 
tion for several years. He was previously 
assistant to the president. 

In his new duties, he will be primarily 
concerned with general administrative af- 
fairs and Gruen’s greatly expanded manu- 
facturing operations. Katz is a graduate of 
the Harvard School of Business Adminis- 
tration. 


CINCINNATI 








basic training at an airfield near San Ap. 
tonio, Texas. 

q Miss Joan Wise surprised the office force 
of the D. Jacobs Sons Co., wholesalers » 
811 Race St., with the announcement oj 
her engagement to Kenneth Braun, an en. 
ployee of the International Harvester (Cp, 
q Miss Patricia Zink, daughter of Andrey 
Zink of the Harry Greenwold Co., whole. 
salers at 18 West Seventh St., was married 
to Paul Burns on Jan. 20. 

q C. K. Stern, secretary-treasurer of the 
Wallenstein-Mayer Co., wholesalers at 3] 
East Fourth St., attended the recent bap. 
quet of the Chicago Jewelers Association, 
q Mr. and Mrs. Victor Youkilis of the 
Victor Corp., wholesalers in the Enquirer 
Building, combined business and pleasure 
on a trip to the East during the first two 
weeks of January. 

q Recent business trips were made by J. B, 
Goodman and Jack Aufdebeck of the I. B, 
Goodman Manufacturing Co., 205 West 
Fourth St. 

q¢ Two salesmen for the Harry Greenwold 


Co., wholesalers, visited the office during ~ 
January. They were Harry Cooper of § 


Carlton, Ga., and William Garrett, Colum. 
bus, Ohio. 

q Robert Gau and Ray Eibel of Klein 
Brothers Co., wholesalers in the Enquirer 
Building, made buying trips to Chicago 
during January, and Al Wehry and Roy 


Koehne of the same firm, were on selling | 


trips. 


q Edwin Jacobs, vice president of the D. 
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Jacobs Sons Co., wholesalers, is recovering | 


nicely from a surgical operation. 


q Seymour Baun, retailer at 4027 Hamilton 
Ave., spent a week at the Dillsboro Health © 


Resort in Indiana. 

q The Cincinnati Gemological Laboratory, 
525 Walnut St., is staging a six-week series 
of “Stone Nights” in Indianapolis, starting 
during the week of Jan. 29. The course, 
for retail jewelers and their employees, is 
being conducted by Edward Herschede, 
Jr., a Certified Gemologist and director of 
the laboratory. <A similar course will be 
held during the same period in the labora: 
tory here for the benefit of local jewelers 
and their sales personnel. 





British Student Gains RJ Title 


The first member of the American Gem 
Society to achieve the Registered Jeweler 
title as a result of taking the courses and 
examinations at the Gemmological Asso- 
ciation of Great Britain, Cecil M. L. Cart, 
F.G.A., R.J., was awarded his title last 
month. He is the first member of the So 


ciety to achieve his title through his studies 7 


with the Gemmological Association of 
Great Britain. 

Mr. Carr has an impressive history of ex- 
perience in the jewelry industry, both in 
Canada and England. He is presently asso- 
ciated with Kent-Fairweather, Ltd., Ontario, 
Toronto, Canada. 


THE JEWELERS’ CIRCULAR-KEYSTONE! 








a 


Se ee ee aS 





: 
= 
¢ 
m, 
; 
¢ 
% 
f 
* 











Arthur T. Hagstoz, 74, Dies; 
Headed Metal Refining Firm 


Arthur T. Hagstoz, senior partner of 
T. B. Hagstoz & Son, refiners of precious 
metals, 709 Sansom St., Philadelphia, Pa., 
died December 19th in Cooper Hospital, 
Camden, N. J. His age was 74. 

Born in Camden, Mr. Hagstoz graduated 
in 1899 from Stevens Tech, Hoboken, N. J. 
For the past 42 years he was associated 
with the business which his father founded. 
Before joining the firm he had served as 
esentative for the Keystone, Phila- 
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ARTHUR T. 
HAGSTOZ 


Senior Partner 
T. B. Hagstoz & Son 





delphia and American Watch Case Com- 
panies at the Balbach Smelting and Refin- 
ing Co. He also, at one time, was assistant 
to the manager of the Irvington Smelting 
& Refining Works. 

Long active in jewelers’ fraternal organ- 
izations, Mr. Hagstoz was a former presi- 
dent of the Sansom Street Business Men’s 
Association and a member of the Jewelers 
24-Karat Club of New York, and the 
Jewelers Club of Philadelphia. 

Surviving are his widow, a daughter, 
and a son, George S., who will continue 
active management of the business. 





Artistic Engraving 
(From page 160) 


4, ALTERING GRAVERS FOR 
IMPROVED CUTTING 


Rarely does a square graver need an 
alteration, unless the engraver desires 
a particular shape and wishes to re- 
model the tool. Attention will be di- 
rected, here, to alterations that will 
occur in the following section, dealing 
with flat, round and lining gravers. 

Round and lining gravers are not 
faced on the belly. To do so would 
remove the lines on the liner and the 
shape of the round graver would be 
spoiled. A problem of acquiring “lift” 
instantly arises on straight gravers. 
Curved liners and curved round grav- 
ers are sometimes available but are 
not so plentiful that the beginner may 
select any size he would like. Most 
liners and round gravers obtainable are 
straight, making it necessary for the 
beginner to heat and bend the tips as 
shown in Figure 51. The metal must 
be rehardened and tempered in the 
usual manner. 

In the event the engraver is fortu- 
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nate enough to obtain curved liners 
and round gravers, alterations are still 
necessary but they do not include re- 
hardening and tempering. Instead the 
curve is reduced by grinding on the 
India stone until the engraver reaches 
the degree of belly angle or lift satis- 
factory to his own wishes. More detail 
will be given this subject in the follow- 
ing section. 

An important point to remember 
concerning square. round, flat or lining 
gravers is this: most trouble or difh- 
culty in cutting arises from an incor- 
rect belly angle. By grinding the cor- 
rect belly angle on square and flat 
gravers, control of gravers can be thor- 
oughly mastered. By patiently altering 
or bending the liners and round grav- 
ers the “happy medium” will be found. 
the tendency to slip will disappear and 
confidence greatly increased. 

(To be continued) 





Oscar Kind, Sr., 73, Dies 


Oscar Kind, Sr., a director and former 
president of S. Kind & Sons, jewelers at 
1342 Chestnut St., Philadelphia, Pa., died 
in Jewish Hospital December 20th after 
a six-months’ illness. He was 73 years old. 

A native Philadelphian, Mr. Kind was 
reared and educated in the city where his 
father, Samuel Kind, conducted the jewelry 
business bearing his name. Oscar became 


OSCAR KIND, SR. 


Director and 
Former President, 
S. Kind & Sons 





affiliated with the firm at the age of 12 
and devoted most of his 61 years with the 
company to the wholesale division. He 
served as president of the concern from 
1934 to 1948. That year he turned over 
the presidency to his son, Oscar Kind, Jr., 
but continued to take an active interest in 
the firm until a heart ailment forced his 
retirement in June, 1950. 

Surviving are his son, Oscar, Jr., a 
daughter, and a brother. 


Kahn Heads Bronx RJA 


Harry B. Kahn was elected president 
of the Bronx Retail Jewelers Association 
for the ensuing year at a meeting of the 
group held on January 13th. He succeeds 
Joe Levin. 

Other officers are: Herman Jessner, 
first vice president; Sam Jacobson, second 
vice president; Harold Sherman, secre- 
tary; Isidore Geffen, treasurer; Joe Levin, 
chairman of the board of directors, and A. 
Siegel, sgt-at-arms. 


, oes (La 
C.W, SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 
REFINE— FILINGS 


OLD GOLD - SILVER 


\W/ . 


SWEEPINGS 


SILVER 
1 LVER - 
ALL KINDS 


OHIO 


. O86 


NATI, 


© ANOUE 

~~ ~ Ff 
c 

SOLO 


CINCIN 











SERVICE AND DEPENDABILITY 
For over 75 years 





THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-813 Race Street 
Cincinnati 2, Ohio 


We distribute all nationally known 
lines of Jewelry and Diamond Rings. 
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_ With these proven sales leaders'—finest 
grade Austrian machine-cut Rhinestones. 
All pieces heavily rhodium plated before stones are set, assuring absolutely 
perfect stones not darkened by plating acids. 
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LEARN WATCHMAKING, 
CHRONOGRAPH WATCH 
REPAIR, ENGRAVING 


H.I.A. Certified — also Ap- 


proved for Veteran Training 








| Write for free 32-page illustrated school catalog 
| WESTERN PENNSYLVANIA HOROLOGICAL INSTITUTE 
Desk G 18 706 Smithfield St. Pittsburgh 19, Pa. 
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q Joseph L. Holtz is new owner of Marc’s 
Jewelers, 448 East Main St., Stockton, 
Calif., which was formerly operated by 
State Loan & Jewelry Co. The firm will con- 
tinue under its same name. Holtz’ son, Gene 
Holtz, will be head watchmaker. 

q William Brown of McAllen, Texas, has 
purchased the Elliot S. Griffin jewelry 
store, 428 13th St., Oakland, Calif., a long 
established Oakland business. 

q Sherman Levin, for four years manager 
of Hirsh Jewelers, Salinas, has opened his 
own retail shop at 246 Main St. in that 
city under the name of Sherman Jewelers. 
q Maurice Reid. Your Jeweler, is a new re- 
tail jewelry store at Paso Robles, Calif. 
Reid was for many years a watchmaker at 
Perrin’s Credit Jewelers in Riverside. 

4 Harold Hemus, for many years watch- 
maker with Taylor Jacobsen in Fullerton, 
has acquired the Clarke Jewelry Co. from 
William E. Clarke of Merced, Calif. He is 
operating this business under the name of 
Harold Hemus Jewelers. 

q Maurice Funk, whose family has been in 
the retail jewelry business in Phoenix, Ariz., 
for the past 40 years, has opened his own 
store at 314 North Hill St., Oceanside, 
Calif., under the name of Funk Jewelers. 

q Lawrence E. Simmons, Western sales 
manager for the Elgin-American Division 
of the Illinois Watch Case Co., has re- 
linquished all territory west of the Missis- 
sippi and east of Denver to concentrate his 
sales activity in the 11 Western states and 
Texas. Simmons will continue as chairman 
of the wholesale section of the American 
Beauty division of the Illinois Watch Case 
Co. 











CLOCK WATCHER 





tion of antique clocks, gathered from all 
parts of the globe. The collection will be 
on display at the Los Angeles Biltmore 
Hotel during the Western Jewelry and 
Silverware Show, February 11-14. Clocks, 
watches, silverware, china, glassware, and 
jewelry will be on display for the benefit 
of buyers. 
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Southern California Jewelers 
Analyze Prospects for Future 


Leading members of the Jewelers’ 9 
Karat Club of Southern California gay, 
their mature conclusions as to the imme. 
diate and near future conditions of the 
industry at an open forum with the club’, 
vice president Emanuel Lippett acting as 
moderator. A hepeful, yet cautious note was 
apparent in each speaker’s report. 

Max Strasburg, chairman of the Nationa} 
Affairs committee, reported on the national 
tax situation, as well as on country-wide 
trade conditions. 

Other comments were: Irving Kaufmap 
(Allison-Kaufman Co.) “Diamonds wil] 
prove to be a very good investment ag ] 
have reasons to think they will be some 50 
per cent higher in the next six months. 
They will be a wonderful hedge against jn. 
flation. In Europe many people, not in the 
trade, are buying and holding diamonds as 
they feel diamonds will be more valuable 
than the money of their several countries,” 

Don Church of the Elgin Watch Co. cau- 
tioned, “Be very alert to fake claims about 
shortages. Do not buy more watches than 
one can safely finance and merchandise.” 

In speaking for the wholesale trade, 
Frank Stirling, president of the club and 
vice president of the E. W. Reynolds Co., 
feels that the trade should try to profit 
through the study of past performance 
in their own particular business. 

“The only thing, we as wholesalers can 
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do, is to keep in close touch with condi- 
tions and do a good business regardless of 
shortages,” said Mr. Stirling. | 

In presenting his views as a retailer, 
Jules Lindenbaum (King Jewelers) voiced 
the convictions of many when he stated, 
“We intend to buy just what we actually 
need. If prices go up, we will merchandise 
from that basis. We know we will make 
more money 10 selling and not in buying. | 
do not believe in overstocking, even in the 
face of possible shortages especially in the 
appliance and other fields. Diamonds and 
watches which have been our mainstay, will 
continue to be our basic business.” 


Reynolds Personnel Travel East 


January was “Eastward Ho” month at 
E. W. Reynolds Co., when a mass migration 
of its key personnel headed eastward for 
various company business. 

Leading the contingent was Vice Presi- 
dent Norman Pattee who was in New York 
attending to business for the firm. Chicago 
was the destination of household appliance 
manager Jack Tierney, purpose being to at- 
tend the Housewares Show in that city. 

The annual banquet of the New York 24 
Karat Club found Percy Jones, clock and 
electric appliance manager, in attendance. 
Jewelry departments manager Norman Gus- 
tafson and watch departments Paul Bran- 
yen also went to New York to cover the 
markets. 


New Jewelry and Watch Lines 
To be Exhibited at Denver Show 


Many new jewelry and watch lines will 
make their bow at the 13th Denver Gift 
and Jewelry Show, to be held in the Albany 
Hotel, March 4 to 7. The mezzanine and 
five floors of the hotel will be given over to 
displays of loose gems, precious and cos- 
tume jewelry, watches and clocks, silver, 
china, glassware, luggage, lamps, pictures, 
gifts and gift-wraps, stationery, greeting 
cards and decorative home accessories of 
every description. 

The following show committee has been 
appointed: Bill Demchuk (Elgin National 
Watch Co.); Chink Pomer (Kramer 
Jewelry Co.); Walter A. Songster (Cam- 
bridge Glass Co.); Wes Kasl (Gladding- 
McBean) ; Lynn Jones (M. C. Wentz Co.) ; 
Herbert I. Henry (manufacturer’s repre- 
sentative); Ted Huntington (N. S. Gustin 
Co.); Alfred Fein (Everlast Metal Prod- 
ucts, Inc.), and C. William Dick (Ignaz 
Strauss and Co.). 

Social functions to be held in conjunc- 
tion with the event include a buyers’ party 
on Sunday, March 4th, and the semi-annual 
Allied dinner-dance for buyers and exhibi- 
tors, Monday, March 5th. The Cathedral 
Room of the Albany has been reserved for 
both parties. 

The Denver Gift and Jewelry Show is 
another of the popular markets sponsored 
by Allied Exhibitors Inc., the open-mem- 
bership association of manufacturers and 
their representatives which stages merchan- 
dising events in Dallas, Los Angeles and 
New Orleans. Management details will be 
in the hands of H. W. Johnson, who was 
recently re-elected president of Allied Ex- 
hibitors for the eleventh consecutive year, 
and Mrs. Mildred M. Dalton. secretary- 


FOR FEBRUARY, 1951 

















treasurer of the organization and general 
manager of all Allied trade shows and con- 
ventions. 


Mosandi Opens Pasadena Store 


William Mosandl, former partner in the 
DiVincenzo & Ariente Watch Case Co. of 
New York City, recently opened a retail 
store known as Astro Gems at 1883 East 
Washington Ave., Pasadena. The store is of 
modern design and attractively decorated. 

Mr. Mosandl is carrying an extensive 
line of astrological creations, using precious 
gems and metals. The designs are signs 
of the Zodiac. 


FASHION AWARD 





Emil Alvin Hartman (right), director of the 
Fashion Academy, presents the Fashion 
Academy 1951 Gold Medal Award for ex- 
cellence in design to Ralph Polcini of Ledo 
Jewelers, New York. The presentation took 
place at the Academy offices in New York. 
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N. J. Watchmakers Association 
Re-elects Hayenga President 


L. H. Hayenga of Irvington was re- 
elected president of the Watchmakers As- 
sociation of New Jersey at a meeting of 
the group held on November 14th at the 
Ivanhoe Banquet Hall, Irvington. 

Other officers elected for the ensuing 
year were: Ludwig Abeling, Irvington, vice 
president; Robert Halpern, Newark, trea- 
surer, and William A. Drost, Orange, sec- 
retary. Emil Haller was chosen as trustee. 

Named to the board of directors were 
George E. Slater, Charles Miller, and Wil- 
liam Leader. 

An amendment to the organization’s con- 
stitution was adopted which prohibits any 
member from stipulating watch repair 
prices in advertising that identifies him as 
a member of the association. 

Highlight of the meeting was a lecture 
and demonstration of marine chronometers 
by Charlie Smith and Forest Peters of the 
Peters School of Horology, Wash., D. C. 
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WATCHMASTER AND ESEMBL-O-GRAF CONTINUE LECTURE TOup 





Advanced methods of watch rating and chronograph repair are presented at the lecture. 
demonstrations sponsored by WatchMaster and Esembl-O-Graf. Shown above is part of o 
capacity crowd that attended a recent meeting. 


During a part of last year WatchMaster 
and Esembl-O-Graf joined forces in pre- 
senting lecture-demonstrations for watch- 
makers, students, instructors and jewelers 
in order to give them an opportunity to 
observe advanced methods of watch rating 
and chronograph repair. 

In the Esembl-O-Graf portion, Jack Perry 
presented a demonstration of the latest 
method of assembling and disassembling 
chronographs. Watchmakers unaccustomed 
to chronograph repair work competed in 
speed contests in which they disassembled 
and re-assembled the complicated mech- 
anism of a chronograph watch. 

While the speed contests were in prog: 
ress, Jack Ivers checked chronographs on 
a WatchMaster and explained in detail the 
significance of each record. In addition, 
the use of the WatchMaster was demon- 
strated on position rating and charts an- 
alyzed on regular watch work and problem 
cases, 














The lecture-demonstrations were pre 
sented in large cities and small towns, 
The large number of watchmakers attend- 
ing exceeded expectations, often beyond 
the capacity of the quarters available, 
Letters, telephone calls and verbal expres- 
sions from watchmakers pronounced the 
meetings as instructive and helpful. 

As a result, C. H. Fetter, president of 
the WatchMaster organization and W. 0. 
Smith, president of the Esembl-O-Graf 
Laboratories, have decided to continue the 
lecture-demonstrations more __ intensively. 
At present, they are being concentrated in 
the State of Ohio. 

The tentative Ohio itinerary (planned 
for two shows a week, Sundays and Wednes- 
days) starting February 4th follows: Cin- 
cinnati, O.; Hamilton, O.; Dayton, 0.; 
Springfield, O.; Lima, O.; Marion, 0.; 
Toledo, O.; Sandusky, O.; Lorain, 0.; 
Mansfield, O.; Akron, O.; Erie, Pa; 


Youngstown, O., and Newcastle, Pa. 
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JEWELRY MANUFACTURERS ATTEND FEDERATION DINNER 
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On the dais at the jewelry manufacturers annual dinner for the Federation of Jewish Philan- 
thropies of New York, held December 13th at the Waldorf-Astoria, New York, were (left to 
right): Stephen W. Hofman, Diamond Distributors, Inc., deputy general chairman of the 
jewelry industry's overall campaign; Sidney Fiddelman, J. Fiddelman & Son, chairman of the 
Jewelry Manufacturers Committee; Lazarus Joseph, New York City Comptroller, guest 
speaker; Col. Harry D. Henshel, Bulova Watch Co., general chairman of overall jewelry 
drive, and Jacob H. Schaeffer, Shiman Bros. and Co., associate chairman of the jewelry 

manufacturers’ drive. 
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3--Boston Jewelers Club, Annual Ban- 
quet, Hotel Statler, Boston, Mass. 

4-7—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

4-7—Western Gift and Housewares Show, 
Western Merchandise Mart and Civic 
Auditorium, San Francisco, Calif. 

4-7—San Francisco Jewelry and Silver- 
ware Show, Palace Hotel, San Francisco, 
Calif. 

4-17—Merchandise Mart Gift 
Merchandise Mart, Chicago, IIl. 

5-9—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

5-16—Chicago Gift Show, Hotel LaSalle 
and Palmer House, Chicago, III. 

5-16—Registered California Gift and 
Dinnerware Show, Morrison Hotel, Chi- 
cago, Ill. 

11-14—Canadian Jewelers Association, 
Annual Convention, Hotel Chateau Fron- 
tenac, Quebec City. 

11-14—Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

11-14—Second Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 
Calif. 

11-15—Pacific Northwest Gift & Art 
Show, Olympic and New Washington Ho- 
tels, Seattle, Wash. 

14-15—Indiana Jewelers Association, 
Mid-Winter Convention, Lincoln Hotel, In- 
dianapolis, Ind. 

18-21—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

18-21—Portland Gift 
Hotel, Portland, Ore. 

18-22—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

18-23—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Individual Show- 
rooms, Dallas, Texas. 

18-23—Allied Gift & Jewelry Show, 
Adolphus Hotel, Dallas, Texas. 

18-23—Dallas Lamp, Gift & Housewares 
Show, State Fair Grounds, Dalias, Texas. 

24—New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association, Annual 
Banquet, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

25—Illinois Retail Jewelers Association, 
Annual Meeting, Hotel Abraham Lincoln, 
Springfield, Il. 

26-March 1—New York Gift Show, Ho- 
tels Statler and New Yorker, New York. 


Show, 


Show, Portland 


March 


4-7—Denver Gift & Jewelry Show, Al- 
bany Hotel, Denver, Colo. 

4-7—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 

4-8—Parker House Gift Show, Parker 
House, Boston, Mass. 


FOR FEBRUARY, 1951 





4-8—Spring Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

5-9—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18-21—Heart of America China & Glass 
Show, Muehlebach Hotel, Kansas City, Mo. 

25-27—Carolina China, Glass & Gift 
Show, Charlotte Hotel, Charlotte, N. C. 

31-April 2—Nebraska Retail Jewelers 
Association, Annual Convention, Lincoln 


Hotel, Lincoln, Nebr. 


April 

1-4—California Retail Jewelers Associa- 
tion, Annual Convention, Palace Hotel, San 
Francisco, Calif. 

1-4—Cincinnati Gift Show, Hotel Gibson, 
Cincinnati, Ohio. 

4—Massachusetts—Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 

7-11—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

8-10—Minnesota Retail Jewelers Associa- 
tion, Annual Convention, Hotel Nicollet, 
Minneapolis, Minn. 

8-10—Oklahoma Retail Jewelers Associ- 
ation, Annual Convention, Hotel Skirvin, 
Oklahoma City, Okla. 

8-12—Northwest Gift, Art & Housewares 
Show, Hotel Radisson, Minneapolis, Minn. 

14-16—Kansas Retail Jewelers Associa- 
tion, Annual Convention, Allis Hotel, 
Wichita, Kan. 

15-19—Philadelphia Gift Show, Benjamin 
Franklin Hotel, Philadelphia, Pa. 

22-23—-Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Hotel Penn 
Harris, Harrisburg, Pa. 

29-May 1—New York State Retail Jewel- 
ers Association, Annual Convention, Powers 
Hotel, Rochester, N. Y. 


May 


6-7—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, Annual Con- 
vention, Hotel Dupont, Wilmington, Del. 


July 


22-26—Kansas City Gift Show, Municipal 
Auditorium, Kansas City, Mo. 

29-August 2—National Association 
of Credit Jewelers, Annual Convention 


and National Jewelry Fair, Stevens 
Hotel, Chicago, II. 


August 


5-9— Allied Jewelry Show, 
Hotel, Los Angeles, Calif. 

12-16—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York, N. Y. 

26-29—Ohio State Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 


Biltmore 


September 


2-6—Fall Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

2-7—Allied Gift and Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

12-15—Denver Gift and Jewelry Show, 
Albany Hotel, Denver, Colo. 
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Shock Protective Devices for Watches 


Fourth in a series of articles on shock-resistant devices, information for which 
is supplied by the Swiss Watch Repair Parts Information bureau, New York City. 


This final artic’e in the series discusses in detail a new device called Prodax. 





Phenax is the trade mark of a new shock- These arms hold the hole jewel in supension thus pro. | 
protective device which is manufactured by the firm, viding vertical shock protection for the balance staff, | 
Protejax S.A., of Les Brenets, Switzerland. Basically | | 
the same in principle as the other three devices—the KIF, | 
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Incabloc and Super Shock Resist, explained in previous 
issues—the Prodax has a spring-cushioned hole jewel 
which absorbs the shocks of the balance staff both hori- 


zontally and vertically. 
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The Prodax is composed of three elements: (1) A 
brass bushing which contains the jewels and spring; 
(2) The hole jewel set in a floating triple-arm spring; 
(3) A triangular mounting containing the cap jewel. 


The bushing for the Prodax device is made in such | WMA S VW, 
a way that it can be set in the balance wheel bridge or in 7 WA | 
NE SSS : 
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the plate by friction, exactly the same as an ordinary hole 
jewel is set into the plate or into the bridge. The bush- 
ing by means of a beveled side around which the regulator 
fits, is designed to employ the standard type of regulator. 





GY 











The regular hole jewel is set in the inside of this bush- | 
ing in a floating, triple arm spring. (See Figure 1.) The VW, VI Z| a CY, 
V-shaped suspension hands (H, Fig. 1) of the spring Uy \“ eo N= a KN 
are set in a slot in the inner circumference of the bushing. YY BO 2a VU \ 
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‘ 
Figure 2. Diagrammatic sketch of Prodax device shows 
similarity between balance and plate side units. Only 
difference is in beveled edge of device on balance 
bridge side which is designed to hold the regulator. 


The V-shape of the suspension arms provide cushion 
against sideways or horizontal shock. 

The cap jewel for the Prodax device is set by friction in | 
a triangular mounting (F, Fig. 1). This cap jewel holder © 
has a circular bevel around its bottom which grips the | 
circular center part of the triple-arm spring at three 
points. This cap jewel holder is merely inserted it 
position inside the bushing and over the spring. Turning 
it 1/6 of a rotation locks it in place. 

The Prodax device for the plate side consists of the 
same number and type of parts as that for the balance 
bridge side. The only exception is that the bushing for 7 
the plate side does not have the extruding beveled sides 
designed to hold the regulator. 








ASSEMBLING AND DISASSEMBLING 


Figure |. Prodax shock-protective device. H shows the : . 
triple-arm spring which supports the hole jewel. F is The shock absorber, Prodax, is designed to be used F 


triangular cap jewel holder. with the standard type of regulator. The hole in the 
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Those who try the WatchMaster realize the 
advantages of its high-precision frequency 
standard, sealed against temperature, humidity 
and altitude changes. 
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records and compact patterns for accurate rat- 
ing and analyzing ALL watch irregularities, 
including the fourth wheel and train. 

They appreciate the economical operation 
resulting from correct design and quality 
manufacture, — proven reliability. 

The WatchMaster, greatest value in the long 
run, invites you to prove the facts for your- 
self. Write, without obligation, for a 
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balance bridge and in the plate must be drilled according 
to the specified diameter to hold the bushing of the de- 
vice friction tight. The device being made in two sizes 
for the larger and for the smaller movements, the hole 
to be drilled must be 239/100 mm. for the former and 
209/100 mm. for the latter. 


On the balance bridge side, the regulator is first placed 
on the bridge over the drilled hole. The entire shock- 
protective device is then pressed by friction into the bal- 
ance bridge hole especially sized to contain it. The split- 
ring center of the regulator allows it to spring sufficiently 
to allow passage of the Prodax unit through it, then 
closing to fit the beveled outside edge of the device’s 
bushing provided to hold the regulator firmly in place. 
No screws or springs hold the Prodax device in place. 


On the plate side, the bushing is pushed into the hole 
especially drilled for it. With no extruding side as has 
the bushing on the bridge side, it is possible to push the 
plate-side bushing in as far as necessary to regulate and 
control the end-shake of the balance staff. The usual 
staff can be used with this shock-protective device. 


OILING AND CLEANING 


The Prodax device allows oiling without removing the 
balance wheel bridge or the bushing in the plate. The 
cap jewel holder (F, Fig. 1) is turned by the watchmaker 
1/6 of a rotation which frees it from the beveled edge 
of the center part of the spring. Turning over the watch, 
the holder containing the cap jewel falls out, revealing 
the hole jewel beneath. 


A drop of oil can then be applied to the pivot of the 
balance staff and the cap jewel then replaced, thus con- 
trolling the position of the drop of oil. . 

To clean the entire unit, the device is disassembled, 
the cap jewel taken apart and the hole and cap jewels 
cleaned thoroughly in the usual manner. 





Unique Sign is Standing Promotion 


The big unique sign over the entrance and extending 
across the entire front of Lloyd’s, prominent Peoria, IIl., 
jewelry store, is credited with being one of the firm’s 
most effective promotional aids in attracting customers 
to its modern store. 

The sign, devised by Harry Fracter, owner of the firm, 
is made of stainless steel in the form of a triangular 
canopy. On this shiny background, neon letters in gold, 
red and blue spell out the firm name and its specialties 
on both the front and extruding sides. During the day 
and at night, especially, this sign stands out both literally 
and figuratively on the busy shopping street. 


Very promotion-minded, Fracter uses several methods 
which have been very successful in keeping the name of 
his store in the public mind. 

“Our store,” says Fracter, “is not only known as “The 
Diamond Store of Peoria,’ but it has established itself as 


a store much interested in sports—so much so that when- . 


ever a sponsorship for any kind of sport is wanted, we 
are among the first business to be approached and we 
are usually able to give our help. We were the first in 
the city to sponsor a basketball group and have helped 
many teams. 

“For the past nine years we have been one of the spon- 
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sors of the Golden Gloves tournament and are repre. 
sented by a team. The Golden Gloves is held on ty, 
successive evenings in February and approximately 
10,000 attend. We also donate trophies to various wip. 
ners in the tournament. 


“We have used radio extensively to promote our busi. 
ness. For two and a half years straight, which has jug 
expired, we combined our interest in sports with radio by 
sponsoring the sports news program over local station 
WWXL, which was given daily for 15 minutes Starting 
at 6 p.m. At the present time we are sponsoring a 15. 
minute regular news broadcast three times a day. We get 
three commercials on each of these programs and spread 
them over the various items we Carry. 


Newspaper advertising has also been used ever since 
the store started with at least one display ad inserted 
every week. These have varied in size and in content, 
each department being represented. In addition to the two 
local daily papers, ads are carried in school, church and 
fraternity papers, and a nice ad is always carried in the 
year book of Bradley University. 


Another effective method of promotion has been the 
giving of a baby book to each mother of a new baby, 
This is not done direct, however. An arrangement is 
made with a concern which mails this book to each 
mother as soon as the new birth lists appear in the 
papers. At the end of each month, this concern sends 
Lloyd’s a certified list of the names and addresses to 
which books were sent. The mailing concern sends with 
the book a government postal card addressed to Lloyd’s 
for the recipient to mail back as an acknowledgment of 
the receipt of the book. On this card there is a space for 
“remarks” and as a usual thing the mother thanks them 
for the book. Lloyd’s make further use of the list of 
names by mailing out an advertising piece once a year— 
before Christmas. 





Counter Follow-Up Doubles Effect of Ads | 


A follow-up of newspaper advertising which has an 
uplifting effect on sales for Selle Jewelry Co., St. Louis, 
Mo., has been to mount reproductions of their news: 
paper ads on the sales counters. 


Under the plan, Selle Jewelry Company requests “plate 
proofs” of each newspaper ad tv be used for this purpose 
from the newspaper, all of which are sent over to the 
store by special messenger. Protected by envelopes, the 
plate proofs are extremely sharp and readable, much more 
eye-appealing than the newspaper tear sheet itself, and 
are individually mounted on white cardboard easels. 
These enable the entering customer visiting the store in 
response to a particular ad to quickly locate the merchan- 
dise which is featured. The idea has proven particularly 
appropriate and helpful in connection with costume 
jewelry, with pen and pencil sets, with seasonal gifts for 
father’s day, mother’s day, and even during the Christ- 
mas season, according to J. A. Cecil, assistant manager. 





In order to promote better coffee-making, a western 
store holds a weekly Koffee Kollege. A dozen different 
varieties of coffee-makers are displayed and demonstrated. 
No particular brand of coffee is stressed, but general rules 
for good coffee-making are distributed to the housewives. 
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HERE’S THE FAST-SELLING 
“‘PIPPIN’’ DISPLAY OFFER 


Called the “‘fastest-selling wall clock 
on the market” by many dealers. Here 
it is again!—the Pippin, now with a 
colorful display designed to help make 
it your best-seller this season. The 
display piece (shown at right) is yours 
at no cost when you order the Pippin 
“Harvest Assortment’’—six clocks 
(two each: yellow and red . . . one 
each: green and ivory). Our supply 
of displays is limited . . . so order your 
“Harvest Assortment” today. 


REG. U. S. PAT. OFF. +Prices subject to change 
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IT’S NEW 

IT’S DECORATIVE 
IT’S MODERN 
IT’S SMART 

IT’S ELECTRIC 
IT’S AN ALARM 


Yes ... here’s another bright, new Seth Thomas* 
creation . . . the “Romance.” It’s a distinctive 
self-starting electric alarm with a truly pleasing 
tone. Appeals instantly to discriminating home- 
makers and gift buyers. Its smart styling makes 
it the perfect clock for any living room or desk, 
and it’s exactly right fer the boudoir. 

* “Romance” has a metal dial in mat-finished 
silverplate with hands and numerals of polished 
brass. Similar model with copper finish has hands 
and numerals to match. Convex crystal adds dis- 
tinction, and the alarm is easily set at the back 
of the clock. 

This new Seth Thomas beauty measures 4%4” 
high and wide and is 2” in depth. Priced with 
brass finish: $13.50}; copper finish: $14.507... 
not including tax. Clocks are packed six of a finish 
(brass or copper) to the shipping case. You'll 
want to feature “Romance” for February gift- 
buying. And remember, Valentine’s Day is 
‘romance time”. . . so order ‘““Romance”’ today. 
Get in touch with your wholesaler promptly and 
keep in mind that Seth Thomas is the one clock 
company offering you a complete line . . . a fine 
quality clock for every purpose and for every 
room in the home. Seth Thomas Clocks, Thomas- 


ton, Connecticut. 


PRODUCTS OF GENERAL TIME CORPORATION 
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EMENTING OPAL—What cement should we use to 
attach to an opal a piece that is broken out of the 


stone? (Question No. 6298) S. W. P. 


A nswer—tThere are several recipes in use for stone- 
cementing, using ingredients that require a good deal of 
time and trouble to combine. Unless one has continual 
work of this kind to do, it seems foolish to make up a 
batch of a cement that may thicken during the time 
between jobs and then be unfit for use. So, if the nature 
and location of the break is such that there is no great 
strain on the piece, we suggest using Canada balsam, a 
transparent “pitch” that can be bought at drug-stores 
and which will make a satisfactory joint, to fasten in a 
piece broken out of the stone, the kind of a break that 
your inquiry suggests. 

For an opal broken in half, a stronger type of cement 
should be used, to resist strains that a piece merely 
chipped out would not have to bear. If the case is of 
this nature, write us and we will advise on other cements, 
that would be stronger than Canada balsam, although 
more troublesome to obtain. 


RONZING STEEL—Can you give me directions for 
bronzing steel shafts of golf clubs, on which the 
original chromium plate is pecled off. (Question No. 


6299) R. B. 


A nswer—The substance of your inquiry suggests that 
you are not experienced in electroplating, therefore that 
you probably do not have equipment for such work, 
particularly the large, costly equipment that would be 
necessary to do electroplating on such large-sized work 


as golf clubs. 


If our guess is correct, what you would like is to know 
of some sort of coating that you could apply by hand to 
the shafts of the golf clubs. We believe that the most 
convenient thing to apply, and the most servicable coat- 
ing outside of electroplating, would be one of the nitro- 
cellulose types of enamel such as the duPont colored 
lacquers and enamels, which are carried in stock in hard- 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


ware and paint stores everywhere, in a great variety of 
colors, and possibly could be obtained in bronze as well 
as in colors. 


If, on the other hand, you do have the experience and 
equipment to do heavy electroplating work, please write 
us again and we will send you formulas for bronze fin- 
ishes applied by electro-deposition. 


INION MAKING—Is it true that escape-wheel pinions 

for Swiss watches, are made out of long pieces of 
wire, drawn in dies in form of pinion-leaves, then cut in 
short pieces and the pivots turned on them? (Question 


No. 6300) L. T. C. 


Answer—aAs to how escape-wheel pinions in most of 
Swiss watches are made, we will say that the leaves are 
cut out of solid steel rod stock on a special milling ma- 
chine, then hardened and tempered, and finally polished 
to produce smooth-acting surfaces on the leaves of the 
pinion where the teeth of the fourth-wheel act in frictional 
contact. 


The other method that you mention for forming pinion 
leaves, by drawing steel wire through a die, is used only 
for manufacturing the cheapest grades of watches in 
Switzerland, and for Swiss pinion-blanks sold by mate- 
rial dealers for use in repairing watches. Die-drawn 
pinion steel is inferior in internal grain-structure to the 
metal in pinions cut from solid steel stock, also inferior 
in accuracy of form of the profiles of the pinion-leaves. 


LEANING GOLD BRAID—A Navy officer brought in 

a coat with gold decorations sewed on, that he wants 
cleaned like new. We don’t want to remove and re-sew 
the things on the cloth. Cyanide solution would no 
doubt do the cleaning, but we are afraid using it would 


rot or spoil the cloth of the coat. What would you advise? 
(Question No. 6301) S. L. 


Answer—tThe problem brought up in your letter 
belongs more in the field of the tailor and dry-cleaner 
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THERE'S “COME IN” APPEAL in this Jacksonville, Florida, jewelry store. 
f Pittsburgh Polished Plate Glass, set in lustrous Pittco 
uxe Metal, is used to create a cheerful semi-open front that catches 


A large area © 
De L 


the eye of the passer-by, draws him inside. The inviting Herculite Doors 








How to give your store 


heads are Wine Carrara Structural Glass. 
modern Pittsburgh Store Front to attract more business to your store. 
Architect: Willis Stephens, Jacksonville, Florida. 


fairly beckon to the passer-by to come in. The colorful facia and bulk- 


Use the magnetism of a 


a sales-winning front... clear to the baek 


CLEAR, “open” Pittsburgh Store 
Front is a powerful aid to sales. 
It permits the passing public to 
“shop” the store interior from the 
sidewalk . . . brings prospective cus- 
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Store fronts 
and Interiors 
by Pittsburgh 
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tomers inside to buy. Even after the 
store 1s closed this silent salesman 
goes on “selling” .. . selling not only 
the displayed merchandise, but your 
store as an ideal place to do business. 

In today’s keenly competitive 
market, it’s the attractive, inviting 
store that gets the most customers. 
So get the jump on your competitors 
by dressing up your store with sales- 


winning Pittsburgh Glass and Pittco 
Store Front Metal. And when you 
modernize, do a complete job, inside 
and out .. . the better the store’s 
appearance the better the business. 

Meanwhile, why not send for our 
free modernization book containing 
descriptions and examples of actual 
Pittsburgh installations? No obliga- 
tion ... just return the coupon below. 


a ee 7 
| Pittsburgh Plate Glass Company | 
| 2032-1 Grant Buiding, Pittsburgh 19, Pa. 
| Without obligation on my part, please send me your FREE booklet on modernization, 
| ‘‘Modern Ways for Modern Days.” 
| Di nina cvdcddndkdmonmennbdendnceueeseseteceednseenesnesseeeseeneeeneeees — | 
7 a ed a a — chwaediianunidedimannemnaiih 7 
| Ee maine ares tas en ee | 
| I 
Me es ee ee me ee afl 
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Cash Register 


LARGE FIGURES at the top of the register 
SHOW exact amount recorded, protecting 
customer, merchant, and salesperson ... 
Mechanically totals sales of more than one 
item, eliminating mistakes in addition, saving 
time . . . 23 special keys to identify clerks, 
departments, and kinds of transactions... 
Autographic, illuminated detail tape with 
large *“*quick-check”’ type... Electric... Easy 
key touch . . . Large cash drawer ... Many 
other advantages. 


Mechanical Addition... 


Adding Machine Feature 


Electric operation, fast, easy . . . Can 
be used at any time for adding without 
disturbing locked-in cash _ register 
total ... Amounts and totals show on 
both the tape and top of the machine 
as they are entered . . . Large size 
““quick-check” type . . . Easy key 
touch . . . Standard keyboard with 
automatic ciphers . . . Saves valuable 
time and prevents costly mistakes in 
daily retail figure-work. 


Builds Customer Confidence 


Phone your nearest National office today,or writ— TITHE NATIONAL CASH 
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Never before so much at such a low price 


Never before have retailers been offered such a combination of money- 
Saving protection, money-making control, and time-saving convenience 
at such a low price. As modern as tomorrow! New beauty! New value! 
The Class 21 represents 66 years of unmatched experience and knowl- 
edge of retailers’ needs. See — TODAY — this NEW National designed to 
help you reduce expenses, increase your profits, and save valuable time! 


LOL LLOOLLIELILA 


REGISTER COMPANY, DAYTON 9, OHIO 


CASH REGISTERS* ADDING MACHINES 
ACCOUNTING MACHINES 
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than in the jewelry trade. The cyanide solution you men- 
tion would clean the gilded insignia on Naval uniforms 
all right but we believe you are right in thinking that 
this solution might ruin the cloth on which the insignia 
of gold braid are fastened. This cleaning of gold-lace 
embroidery is a frequent need, no doubt, in the dry- 
cleaners’ business and we believe you could obtain the 
proper materials for it, and instructions for their use, 
from firms such as Burpre Laboratories, Inc., 1225 Uni- 
versity Ave., St. Paul, Minn., or Devil Laboratories Co., 
557 E. 8th St., Cincinnati, Ohio, who specialize in manu- 
facturing supplies for the dry-cleaning trade. Or you 
could advise your customer to take the job to a dry- 
cleaning shop. 


St! MAINSPRING—Please give me a positive rule 
for deciding whether a mainspring is “set,” and calls 
for replacement with a new spring. Have been told that 
a spring is set, if it won’t expand to three times the diam- 


eter of the barrel, when removed. (Question No. 6302) 
H. B. 


A nswer—lIt is not advisable to try to fix a rule on this 
like you have been doing by figuring that a mainspring 
should open out a definite number of times the diameter 
of the barrel. This might be correct for one design of 
watch, and not right for another. It is better to educate 
your eye as to the normal form of the spring itself. The 
point to bear in mind is that there is a form somewhere 
between that of a “set” spring and that of a new spring 
that has never been in use, that is right. You know what 
a set spring looks like also what a new spring looks like: 
a spring taken out of the barrel after a year or more of 
use cannot be expected to open out like a new one, nor, 
of course, should it be set. Between these two forms will 
be the shape a good spring should show after having been 
in use, and which will be safe to replace in the barrel. 


5 Ae CHUCKS—My watchmaker’s lathe is maybe 

20 years old, stamped “Lancaster Special,” but no 
maker’s address. I want to buy additional chucks for it. 
Can you tell me who makes them, and where? (Question 


No. 6303) C. M. A. 


Answer—This “Lancaster Special” lathe, we believe, 
was made as a special item for sale by L. C. Reisner and 
Co., Lancaster, Penna., a firm that has been out of busi- 
ness for the past 40 years. The manufacturer of the 
lathe was E. Rivett Co., Brighton, Mass. About 35 years 
ago, the Rivett watchmakers’ lathe business was absorbed 
by the present firm of F. W. Derbyshire, Inc., of Waltham, 
Mass. 

It is possible that the Derbyshire Company may be 
able to furnish chucks and parts for your lathe. We 
believe, however, that the latter firm prefers not to sell 
directly to consumers, so it might be well if you would 
send a sample of your chucks to your regular watch- 
maker’s supply house and have them order what you wish 
from the manufacturer named. Or, your dealer may have 
some chucks and attachments of the same model but of 
some other tradename, that would fit your lathe. 


LLEN WATCH—We would like to learn, if pos- 


sible the name of maker of a watch we have, 18 size, 
in 14k. gold case, with the names “The Standard” on 
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back, and “James Allen Company, Charleston, S. C.,” op 
dial. Would this watch have any value as an “antique”? 
(Question No. 6304) J. H. 

Answer—James Allan & Co., of Charleston, Sout) 
Carolina, were importers and wholesalers of watches fo, 
many years, until recently, when this firm closed oy 
their wholesale business and are now one of the leading 
retail jewelers in Charleston. From your general descrip. 
tion, we believe the watch in question is one of the fine 
Swiss watches sold by the Allan firm when they were ip 
the import business, perhaps some time between 1870 
and 1900. As to which manufacturer made the watch, 
you could probably learn this by writing to the Allan 
firm at their present address, 285 King St., Charleston, 
S. C. We believe this watch is hardly of the age or type 
that would give it value for sale to a collector, even 
though it is no doubt a watch of very good quality. 


ATCHMAKER VOCATION—What are the advan. 
tages and disadvantages of being a watchmaker? 
What are the working conditions, as to safety and 
health? What have watchmakers contributed to the 
world? (Question No. 6305) W. H. 


Answer—yYour questions about the vocation of the 
watchmaker suggest that perhaps you are writing an essay 
on this subject, probably as a school project. 


Information on one of your questions: “What have 
watchmarkers contributed to the world?” is quite definite- 
ly given in the monograph “The Vocational Importance 
of The Watchmaker,” by our Technical Consultant, John 
J. Bowman, a copy of which we have mailed to you. The 
other aspects of your subject are dealt with in two books 
which it is quite likely you may find in the library of 
your local high school, or in a public library: (1) 
“Watchmaking and Watch Repairing,’ Commonwealth 
Vocational Guidance Monographs, Series A, by Anne S. 
Davis; and (2) “Wishbones or Backbones?—Careers for 
Ambitious Boys,” by B. D. Wilhelmus, Pub. (1936) by 
Reilly & Lee, Chicago. 


i geemnanasere IVORY—How may pieces of ivory be 
cemented together to make a strong job? (Question 


No. 6306) I. R. G. 

A nswer—Assuming that your inquiry refers to gen- 
uine, natural ivory, one of the customary cements for 
such use is made by boiling isinglass in water until the 
solution is moderately thick, then adding zinc white until 
the mixture is about as thick as ordinary molasses. 

In using this cement it is extremely important to clean 
the broken surfaces of the ivory before applying the 
cement. If the break is recent, scrubbing with soap and 
water and a brush will effect the cleaning satisfactorily. 


If the job is to re-cement two separated parts of ivory 
together, not broken apart, it makes sure of a good 
fastening to rub them to fresh surfaces with emery cloth 
or the like. After cleaning, in either case, quickly spread 
a thin coat of the cement on each of the surfaces, press 
the parts together and preferably bind them together 
with strong, hard-twisted twine or soft iron wire, to hold 
the pieces from slightly separating at any point while the 
cement is hardening. Leave the work undisturbed for at 
least 24 hours before removing the binding. 
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Grind and Polish without Dust! 





Not a trace of dust escapes the 


LEIMAN 


GRINDER « POLISHER « DUST COLLECTOR 
‘‘ALL-IN-ONE’’ UNIT 


e No danger to health 
e No soiled clothing or premises 
e Easy recovery of precious metals 


Ogres your own workshop! Are you tak- 

ing chances grinding, buffing or polishing 
without the latest, foolproof dust collecting 
equipment? You can do these operations effi- 
ciently—yet clean and safe for yourself or 
workers—by using the time-tested Leiman 
Grinder—Polisher—Dust Collector. In one 
machine, you get the most modern production 
equipment, with job-speeding conveniences— 
plus the famous Leiman high-suction dust 
removal system. Years and years of shop ser- 
vice and health protection, at a few cents cost 


per day. 





WRITE FOR FREE DETAILED BULLETIN showing LEI | AN BROS - INC 


various models and prices. No obligation. 








MODEL 47F. Needs only 18 x 29 inches 
floor space. Ideal for small shop, small 
work or restricted space. Has 1/3 h.p. 
motor for wheels or buffs up to 4”. Also 
Ys h.p. interior motor, suction fans and 
dust collectors. Adjustable dust hoods 
have wet pumice pans and electric light 
sockets. Very quiet running. May be used 
with your own polishing motor. Plugs 
into any standard 110 volt outlet. 























MODEL A. Needs only 2x4 
foot floor space. Top pro- 
duction machine for all 
classes of jewelry and sil- 
ver work. Accommodates 
two wheels or buffs up to 
8”. Adjustable dust hoods, 
with electric light sockets. 
Available either with Y2 
h.p., 110 volt motor or 
1 h.p. 220 volt motor. Two 
dust collecting cabinets 
permit separate collection 
of gold, platinum or other 
dust for recovery. 


171 Christie St. 


@ Newark 5,N. J. 
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WE, PAY MORE FOR YOUR 





we recover 


MORE 


from it 
WILLIAMS exclusive a, oO 


process recovers MO 


GOLD PALLADIUM 
PLATINUM SILVER 
than any other known method 
of refining. 


That’s why Williams pays 
you more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 


WILLIAMS Gotp REFINING CO., INC. 





I 


2978 MAIN ST., BUFFALO 14, N. Y 
FORT ERIE, ONT. HAVANA CUBA 
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NOW ANYONE 
CAN ENGRAVE RINGS 


UMSIDE! 





Send for lime: 
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NEW HERMES — pay out of profits 


13-19 University Pl., New York 3 
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BEDFORD, MASS. 
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Ever-Increasing Demand for 
Feature Lock Rings, President 
of Firm Says 


For the third consecutive year, Feature 
Ring, Inc., claims dominance in the sales 
and manufacture of their particular type 
of ring mountings for diamonds. Henry 
Peterson, president of the company, an- 
nounced recently that the ever-increasing 
demand for Feature Lock rings can be 
ascribed to the harmonious blending of 
each ring of styling excellence, superior 
finish, the method of displaying diamonds 
to give the illusion of size, along with the 
extra value of the interlocking feature. 

Peterson said that dealer cooperation 
played a large part in this success. Since 
an active jewelry market is anticipated 
for 1951, the Feature Ring Co., Inc., will 
insure the continuation of past achieve- 
ments. 





Gemex Salesmaker Display 


The new Gemex Salesmaker display, 
which shows off 10 Gemex bands in the 
new tray, as well as two bands in display 
boxes, has been revealed by the Gemex Co., 
1200 Commerce Ave., Union, N. J. It is 
designed to be used in a window, show case, 
or on a counter, and is made of fine wood 
that is permanently finished in three tones 
of lacquer. 





One particularly appealing feature is the 
easy accessibility of all bands which may 
be replaced from stock as quickly as they 
are sold. The new display is offered at a 
special price of $2.50. Its separate tray is 
90¢. With a complete assortment of twelve 
bands, it is $47.50. 





Kushner and Pines Appoints 
Lawrence Esmond Advertising 
Corp. 


Lawrence Esmond Advertising Corp. has 
been appointed to handle the advertising 
of Kushner and Pines, New York manu- 
facturers of ring mountings, according to 
a recent announcement. Leonard S. Nauri- 
son is account executive. 





Elgin Announces Spring Campaign 





MEW SMALLER GILES... 





MEW STTLLS 






ks SSO ER —— Fries oases 
In accordance with its recently an- 
nounced policy of dropping all watches of 
less than 17 jewels with no increase in 
prices, the Elgin National Watch Company 
announced a Banner promotion of 17-jewel 
watches. Reflecting Elgin’s slogan, “Flair 
of the Future,” the new watches will retail 
from $33.75 to $47.50. 


The Banner buys will start Feb. 17 with 
a two-page spread in the Saturday Evening 
Post. A similar ad will be run in Life on 
March 12. The two ads will reach 46 
million readers, according to the company. 
In Elgin TV cities, spot announcements 
will tell about Banner buys beginning Feb. 
15. Newspapers in selected major markets 
will carry 1,000 line ads in black and 
white and in one color. 


ERTITING NEW VALUES 


SS AME ee oe ¥ aw “ Dd Oar oe + 
CA OA adem, WRN 


44 how oxo 14 Ox Oe z Sn Ae 
Oe a ON RRO een OK IB ork APE 








LOOK AT Alt YOUR MONEY 





SEE Mane exrerme 2200s wicodiggste oP sue anak. 
eet , AA ee > . Se 





© Die mati sites 5x boo mee, a0 women's wnt 
ee rene Rear th Siade. cepriada and ‘deoseuarte : , 





oR : PON : a 
: Mercapriag Chix yuoosctens wll nem ARR Soon, 
SS Mane 1x Aevacice teow weiting cradaion Newt ihe abe 
S Redn nd Ine WOR soredeor, eEriipred ie tha ened || 


= Wesoher to wen? er (2 guve seth grog vaste ce | 


Rigo nome temed Jor qxotcy cinve UOG 





ts ee 














preg 


Re 
% > % eS 3 Sp 


| OsELGIN©« 


SLGIN GUARANERES 1 Wier 
NIVIR. MEVER BREAK 





‘ tn 
AMS nhvrrave hy OMS Sree Seon 
bod ; 


sd sll 


Available to dealers are 32 free mats for 
local newspaper advertising. Radio spot 
announcements of 25, 50, and 100 words 
have been prepared for retailers’ use on 
local stations. Colorful post cards and 
merchandising folders illustrating 17 new 
models of 17-jewel watches have been pre 
pared as direct mail pieces. Also available 
is a letter for the jeweler to send to his 
list of accounts. “Banner Buy” buttons 
reading “Ask Me About 17” are to be used 
by salespeople in stores throughout the 
promotion. Window and counter display 
material is being furnished in two kits. 
One includes a multiple plastic window 
merchandiser, single plastic counter of 
window merchandiser, and a 12-piece set 
of window streamers, counter cards, door 
stickers and hanging streamers. 





Gross Picture Catalog Available 


Edward Gross Co., Inc., 120 E. 16th St., 
New York 3, N. Y., have announced the 
availability of a 48-page catalog of framed 
and unframed pictures. The catalog pre- 
sents some 2000 framed pictures marked 
with their quality and value. For those 
interested in their line of religious sub- 
jects, a religious catalog is also available. 





New Approach for Large Filing 
Operations Saves Time 


Remington Rand recently announced the 
availability of a new approach to the 
handling of a large card file installations 
—electro-mechanical, continuous-tray filing 
and finding equipment. 

The new device, 


known as “Conve- 








Filer,” is controlled by a directional pedal- 
switch which activates a mechanism to 
bring each filing tray, as desired, to 4 
point directly in front of the file operator. 
It is estimated that a reduction of up to 
30 per cent in personnel operating hours 
may be obtained by using this unique 
equipment. 

When equipped with 2% x 3 in. cards 
used for many extensive records, The 
“Conve-Filer” holds nearly 200,000 cards. 
This unit is 85 1/16 in. long, 30 in. deep, 
and 37% in. high. Conve-Filers for 5 x 3, 
6 x 4, and 8 x 6 in. cards are available, 
in addition to tabulating card size. The 
unit occupies little more space than regular 
filing equipment and may even reduce the 
total working area required since extra 
tables and desks are made unnecessary. 
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Telechron Display Allocated 


When the trade learned of the new “Sel- 
Line” display offer by Telechron Inc., 
orders flooded in so fast that the offer had 
to be placed on allocation, according to an 
announcement from the firm. 

Another item in Telechron’s first 1951 
promotion was rapidly oversold: the Cafe, 
a kitchen clock which formerly sold for 
$7.95, was offered at $4.95 (suggested or 
fair trade retail price, without taxes). This, 
too, met an instant demand which made 


allocation necessary. 











The Sel-Line is given with the purchase 
of six specified Telechron alarm clocks— 
the Imp, the Little Tel, the Tempo, the 
Tel-A-Glow, and the Everset with its 
automatic alarm. If a dealer buys six addi- 
tional clocks of his own selection, he is 
given both the “Sel-Line” display and also 
a Decorator at no cost. The Decorator is a 
wall clock with pierced numeral band and 
retails at $6.95. 


— ee 


J-B Introduces New Watchbands 


Jacoby-Bender, Inc., manufacturers of 
J-B Watch Bands, has introduced three 
new ladies’ bands, and a new display 
which holds two pieces of each style. 
Presented to the trade as “A Talented 
Trio of Watch Band Beauties,” the bands 
are named Intermezzo, Serenade, and 
Allegro. 


All come with the patented J-B Endo- 
matic End, which can be attached quickly 
to the watch without tools by the cus- 
tomer. Top shells are 1/15-12K gold filled 
with non-corrosive stainless steel backs. 
The display is small enough to fit into a 
showcase or window. Pads are of blue 
and grey silk velvet. The new bands and 
display will be featured in J-B advertising 
this spring. 





Poole Presents Ice Buckets 
to Cleveland Browns 


At the annual banquet given for the 
players of the champion Cleveland Browns 
football team, each player and the coaches 
were presented with Poole ice buckets. The 
presentation was made by the club man- 
agement. 


The popular Poole ice bucket No. 3600 
was well received by the players, all of 
whom expressed their appreciation. The de- 
tails of arranging for delivery of the gifts 


were made by Poole’s Cleveland distributor, 
the A. H. Ficken Co. 
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Freed Easter Display Units 


For the Easter gift-giving season, Freed 
Displays, 1233 6th Ave., New York City, 
announced that their five-piece, Bunny Dis- 
play Units are ready. Each unit consists 
of a 17-in. high, easeled tekwood center- 
piece featuring two Easter rabbits, silk- 
screened in red, gold, green, lavender, 
white, and blue, with sales-producing copy. 
Two three-by-four in. shelves provide dis- 
play space for gift suggestions. Realistic- 
looking sprays of colorful tulips add a 
springlike touch to the display. 

Four companion displays—two are three 
by five in. and two are four by six in.— 
all easeled—feature appealing slogans and 
suggestions in colors. Each unit sells for 
$3.90 for the complete set of 5 displays. 
Jewelers who order both units are offered 
a special price of $7.50 for both sets con- 
sisting of 10 displays in all. 





New Streamlined Sizer 


A new version of the Kagan Master Pre- 
cision Ring sizer, somewhat smaller and 
lighter in weight but retaining all the 
effectiveness cf the first successful me- 
chanical ring sizer to be produced, has 
been developed by J. J. Kagan & Co., 424 
South Broadway, Los Angeles, Calif. 
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The new reduced price of the Kagan 
Sizer-Streamlined Model is $99.00. Function 
of the new sizer is the sizing of both men‘s 
and women’s wedding rings. It both en- 
larges and reduces all styles without mar- 
ring or blemishing any engraving or carv- 
ing. The unit is extremely simple to use, 
according to the company, and with a few 
minutes’ practice anyone in the store or 
shop can operate it successfully. 
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Reibling-Lewis Announces 
Cigarette Case Line for Men 
and Women 


Reibling-Lewis Company, Providence, 
R. I., makers of Golden Wheel line of 
cigarette lighters, dresser sets and many 
other jewelry items, have announced the 
addition of a new line of cigarette cases. 

The cases will be marketed under the 
familiar Golden Wheel trade-mark and 
will include both men’s and women’s 
models. Reibling-Lewis’s new line will 
include engraved patterns, jewelled models, 
and engine-turned designs, as well as ones 
with raised embossing. 








Hamilton "Dream Time” Show 


The transcribed “Dream Time” show 
which features songs by Lady Hamilton 
and which was first offered for jeweler’s 
sponsorship early in 1950, mushroomed in- 
to an independent network rivaling the 
established national broadcasting cHains. 
During November and December, height 
of the Christmas shopping season, 415 
jewelers from coast to coast sponsored the 
show locally and preliminary reports in- 
dicate many successful Christmas sales 
records in areas where the show was aired. 





Above is Lowell F. Halligan, vice-presi- 
dent and sales manager of the firm, indicat- 
on a U. S. map the location of W. E. 
Turner, Jewelers, Newberry, S. C., the 
400th Hamilton dealer to sponsor Hamil- 
ton’s transcribed “Dream Time” show. 
Lady Hamilton (May Belle Callaway), 
singing star of the show, looks on ap- 
provingly. 





White & Wyckoff Offer 
New Combination 


The White & Wyckoff Mfg. Co., whose 
calendar for 1951 was announced in this 
section last month, has revealed a counter 
merchandiser combination featuring 84 
boxes—seven different numbers—consisting 
of 12 boxes of “Briefs” for short notes, 
acknowledgments, thank-you letters, con- 
gratulations, etc. to retail at 50¢ each. In 
addition, there are 12 boxes of Tole Tray 
Notes to retail at $1.00 each. 





Shown above is the cover of White & 
Wyckoff’s 1951 calendar. Jewelers who 
have not received theirs may write to the 
company in Holyoke, Mass., for their copy, 
as long as the supply lasts, the company 
indicated. 
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Hermes Drive Tells Jewelers About Engraving Departments 





“How to organize an engraving depart- 
ment and pay out of profits” is the theme 
of an intensive drive to educate the jewel- 
ers of America now being conducted by 
New Hermes, Inc., New York, producers 
of engraving equipment for the trade. 

Norbert N. Schimmel, president of the 
firm has organized a many-faceted cam- 
paign to show jewelers how it can be done. 
New Hermes field representatives are now 
emphasizing the fact that the average 
jeweler can set up a complete, modern 
engraving department, including profes- 
sional advertising and merchandising and 
apply the profits of the operation toward 





payment of the New Hermes Engravograph 
which is the backbone of the department. 
The complete department is installed by 
Hermes experts. According the Schimmel, 
the Engravograph is so simple to operate 
that any clerk can turn out perfect work 
in a matter of minutes. 

New Hermes, has just published a book- 
let to aid the jeweler in learning more 
about the ease of establishing a successful 
engraving business. Entitled “How to 
Make Money with Tracer Guided Engrav- 
ing,” it is available at no cost from New 
Hermes, Inc., Att. President, 13 University 
Place, New York 3, N. Y. 





Lovebright Diamond 
Ring Contest 


A. Edward Fisher and Company, makers 
of Lovebright Diamond Rings, has insti- 
tuted a Lovebright “Bride of Paradise” 
contest. Five or six girls, newly wed or 
about to be married, are selected as candi- 
dates. They are given publicity on radio, 
TV, and in local newspapers. The jeweler 
then runs a 1500 line ad with a free gift 
offer to the public for casting a ballot for 
their favorite bride. The local “Bride of 
Paradise” winner receives, among other 
things, a diamond ring as a prize. Pic- 
tures of local winners are sent to New York 
where a board of movie editors select a 
national winner. She receives $2000, a 
Lovebright diamond ring, a $3000 ward- 
robe, an all expense trip for her husband 
and herself to the West Coast, a week’s 
stay at the Hotel Ambassador, and a tour 
of 20th Century Fox studios by famous 
stars. All expenses are paid. 





Eterna Outlines 1951 Plans 


At its bi-annual sales meeting at the 
firm’s New York office, the Eterna Watch 
Company of America, outlined its plans 
for its 1951 sales campaign, according to 
an announcement by the company. 

Jaques H. Monod, executive vice-presi- 
dent, said that Eterna includes trade press 
and retailer cooperative campaigns plus a 
series of New Yorker magazine ads in its 
advertising schedule. James P. Sawyer, 
Inc., will handle Eterna’s advertising. 

Among the salesmen who attended the 
meeting were: John R. Wismer of Pasa- 
dena, Calif.; Leslie Burkland of Washing- 
ton, D. C.; Lee Zelens of Dallas, Tex.; 
Theodore Tracy of Chicago, Ill.; and 
Homer Gould of New York City. Dr. 
Rudolph Schild-Comtesse, director general 
of Eterna, Grenchen, Switzerland, was un- 
able to attend the meeting but was repre- 
sented by Monod who had conferred with 
him on policy matters in Switzerland in 
December. 





Elgin Announces Armament 
Setup; Fraker Heads Ordnance 
Division 

Elgin National Watch Co., which was 
converted 100 per cent to military produc- 
tion during World War II, recently an- 
nounced creation of a new ordnance divi- 
sion to help handle its growing volume of 
military work. ; 

At the same time, J. G. Shennan, presi- 
dent, detailed a further refinement of the 
company’s military production organization 
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to insure “utmost efficiency” in handling 
requirements of the armed forces during 
the remobilization program. 

William M. Brandes, vice president in 
charge of manufacturing, will direct the 
three divisions of Elgin involved with mili- 
tary work. 

The new ordnance division is headed by 
George W. Fraker, Jr., who was with the 
Navy bureau of ordnance during World 
War II. This division, which will be head- 
quartered at the company’s Lincoln, Neb., 
plant, will handle ammunition components. 


| 





Department ina Display for 
1847 Rogers Bros. Silverplate 


A display that includes the essentials of 
a complete silverware department is now 
being offered by 1847 Rogers Bros. silver. 
plate. In just 35 x 15 in. of space j 
shows a knife, fork, and teaspoon in aj 
five 1847 Rogers Bros. patterns, a complete 
52-piece service for eight, and nearly every 
serving piece in the line. Thus, there jg 
a complete stock from which the dealer 
can sell and replace. 


The whole is effectively displayed in 
handsome walnut-finish chest, maroon lined 
and protected by transparent plastic covers, 
The complete display, including the silver, 
is offered for $75 net—actually less than 
the cost of the silver alone if purchased 
by individual pieces. 


Publicity for Gruen Watch Co, 


The Gruen Watch Company recently ex. 
perienced one of those once-in-a-lifetime 
publicity “breaks” that every advertiser 
dreams about. Cosmopolitan magazine ran 
an eight-page story telling nearly five mil- 
lion readers about the Gruen television 
show “Blind Date.” The story was entirely 
unsolicited. The magazine’s editors chose to 
write a feature story about “Blind Date” 
solely because of its human-interest appeal. 





Kohner Catalog Published 


Max Kohner, Inc., 66-year-old wholesale 
jewelers of Baltimore, Md., has just pub- 
lished and distributed their 1951 catalog. 

Comprising approximately 300 pages, it 
is titled “The Who’s Who In Quality Mer- 
chandise for Retail Jewelers.” It con- 
tains thousands of items indexed with 
colored tabs for quick reference. At the 
back of the catalog is a handy business 
reply-card page for convenient ordering. A 
request on your letterhead will bring you 
a copy. 


Packard Honors Employees 





The fifth family member to be so rewarded 
was among 443 men and women honored 
with Hamilton gold watches on completion 
of ten year's service with the Packard Motor 
Car Co. Hugh J. Perry (left) Packard 
president, presents I0 year service award 
to William Shepherd, a time study analyst. 
Seventeen of the 25 women recognized chose 
chests of silver. 
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Van Dell Offers Scarab Line 


The Van Dell Corporation, Providence 
manufacturers, has introduced a new line 
of Scarab jewelry which includes matching 
bracelets, earrings, pins, and necklaces. 
The line features imported simulated 
Scarab stones. According to the firm’s an- 
nouncement, this is the first time such 
stones have been mounted in 1/20 12K 


gold filled. 





The Scrab, originally an Egyptian symbol 
of good luck, is portrayed in a three-color 
display which the firm is offering free for 
window and counter displays. The displays 
are available by writing directly to the 
factory. 


Brandano Catalog Published 


The Murgia Earring Co., 333 Washing- 
ton St., Boston 8, Mass., manufacturers of 
the Brandano Earring, announced the 
availability of a catalog featuring this 
earring. 





The Brandano Earring is made in rho- 
dium finish and 1/20-12K yellow gold filled, 
set the rhinestones. All models are avail- 
able in seven colors: aqua, blue sapphire, 
ruby, rose, amethyst, emerald green, and 
crystal—also with simulated pearls. Bran- 
dano earrings outline the ear as shown 
above. They are boxed in a transparent 
plastic box with complete instructions for 
the proper wearing position. 





The J. L. Brandt Co., 5 E. 47th St., New 
York 17, manufacturers of platinum and 
gold, diamond mounted jewelry, announced 
that Joseph Lipschutz has been appointed 
to represent them throughout the Middle 
Western and Southern states, 
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Mido Watch Contest 
Winners Announced 


Louis Aisenstein & Bros., Inc., recently 
announced the winners of the Mido Multi- 
fort Superautomatic consumer contest. Ac- 
cording to the company, tremendous pop- 
ular interest met the contest staged by 
Mido jewelers all over the U. S. Three 
Mido watches were offered as prizes to the 
persons most closely estimating the hours 
of reserve energy stored up by a Mido 
watch on the new Mido motion display. 

The first prize of a $300 Mido watch 
went to Mrs. June Gross of Kansas City, 
Mo. The contest was so well received that 
the company will shortly announce a new 
contest on an even wider scale. 
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Acme Ring Co. 
Appoints 
Schriever 


ED SCHRIEVER 


Ed Schriever, who maintains offices at 29 
E. Madison St., Chicago, has been named 
Midwest representative for the Acme Ring 
Mfg. Co., of Newark, N. J. 

Mr. Schriever, who travels the 17 Mid- 
western states, has been located at the 
above address since his discharge from the 
Army in 1946. He also handles the lines of 
the Marvel Jewelry Mfg. Co., and Law- 


rence Mfg., Inc., both of Providence. 


Arvin Appoints Floyd & Co. 


According to an announcement from 
Arvin Industries, Inc., Floyd and Company, 
829 Provident Bank Building, Cincinnati, 
Ohio, has been appointed to handle distri- 
bution of Arvin television receivers, radio 
sets and electric housewares in Cincinnati 
and southern Ohio. 








New Helbros Watches to Tie In 


With Eagle Lion's 
Mister Universe 


The Helbros Watch Co. of New York 
City, announced the addition of two new 
watches to their line—the “Mister Uni- 
verse” watch for men, and the “Miss Uni- 
verse” watch for women. These watches 
were especially designed to tie in with the 
forthcoming Eagle Lion Classics comedy 
film, “Mister Universe,” which will be 
nationally released shortly. . 

In connection with the release of this 
film, Helbros will award two of these 
watches per week in each of 250 cities as 
prizes. The watches will be awarded to 
winners of a letter-writing contest spon- 
sored jointly by the theater manager and 
the dealer or dealers selected in the cities 
chosen. Movie trailers based on the watches 
and the contest will be shown several weeks 
before the contest. These same trailers will 
be utilized on all television stations in the 
cities. In addition, theater managers and 
local jewelry dealers will work together in 
arranging store displays and lobby displays 
in the theaters. 

Helbros is supplying display material 
and mat ads to the dealers so that full 
advantage can be taken of this promotion. 
Special radio programs are being set up to 
feature these watches and the names of the 
dealers involved in the promotion. 


Edelweiss Inspires Jewelry 
Design 


The Edelweiss, national floral emblem 
of Switzerland, has become the inspiration 
for new designs in precious jewelry, ac- 
cording to designer Nadja Buckley. The 
small white velvety flower has been used as 
a motif for a diamond, tourmeline, gold, 
and palladium ensemble. 


In her shop at Georg Jensen, Fifth Ave., 
New York, Miss Buckly displayed a pair 
of dress clips and matching ring. The star- 
like design has five petals of large pink 
tourmelines, set in yellow gold, and smaller 
petals of white palladium studded with 
diamonds in between. 





Sinatra Stars in Bulova TV Show 


Christmas 
Star { 





As part of its extensive Christmas promotion, the Bulova Watch Co. sponsored 
a TV show starring Frank Sinatra. Above is Sinatra and Santa on the show. 
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Special Notices 


“Situation Wanted”’—Regular type only $1.25 
—— 25 words; additional words, 5 cents per 
word. 


“Help Wanted’—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be fore 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





BOOKKEEPER, typist; full charge; 
many years’ jewelry experience; salary 
$60. Address “E., 1113,” care J C-K. 





A-1 watchmaker and engraver; 30 years’ 
experience; best of references. Address 
*“R., 1014,” care J C-K. 





JEWELER-engraver-diamond setter; 25 
years’ experience; desires permanent 
position, in Florida. Address “W., 1136,” 
care J C-K. 





POSITION as first class watchmaker; 
available at once; Florida preferred. 
O. B. Freed, 1510% Mission St., So. 
Pasadena, Calif. 





SCULPTOR; wishes position designing on 
silverware or jewelry, with a manufac- 
turing concern New York City, or vicin- 
ity. Address “K., 1079,” care J C-K. 





DIAMOND appraiser and diamond sales- 
man; graduate G.I.A., with 15 years of 
experience ; seeking position with ethical 
firm. Address “R., 1130,” care J C-K. 





YOUNG lady, with many years’ experi- 
ence in wholesale jewelry line, desires 
position in order and repair department. 
Address “H., 1074,” care J C-K. 





WATCHMAKER, H. I. A. certified, desires 
position in or near Pittsburgh, Penna. ; 
would also consider leasing. M. A. Ean- 
narino, 431 Wood St., Muskegon, Mich. 





YOUNG man, with over 10 years’ experi- 
ence in jewelry business, desires change 
for position with opportunity for 
future. Address “R., 1098,’ care J C-K. 





TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available Feb. 1. 
Address “T., 4904,” care J C-K. 


WATCHMAKER; 16 years’ experience, 
formerly instructor in a school 
would like to work in New York City, 
- Address “J., 1078,’ care 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
ar concern. Address “‘C., 1035,” care 





EXPERIENCED diamond assorter, ring 
picker; excellent references; conscien- 
tious worker, adaptable, trustworthy; 
desires permanent position. Address 
“BE., 1089,” care J C-K 





YOUNG woman, pleasant personality; 15 
years’ experience in gold room and 
office wholesale and jobbers; good at 
figures; willing worker. Address “S., 
1052,” care J C-K. 





EXPERT stone setter and all around 
jewelry repairman, either gold or plat- 
inum, with 30 years’ experience; prefer 
to connect with a high class store. Ad- 
dress “C., 1085,” care J C-K. 





JEWELER; 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing, no setting, wishes 
position ; moderate salary. Address “H., 
1122,” care J C-K. 





A-1 watchmaker; 20 years’ experience, 
desires steady job; close timing, posi- 
tion adjusting; good ring sizer and 
script engraver; Florida preferred. Ad- 
dress “N., 1096,” care J C-K. 





JEWELER; A-1, special order, repairs, 
gold, platinum and palladium; desires 
steady year around position; 25 years’ 
experience; age 43; will travel. Ad- 
dress “B., 1149,” care J C-K. 





TOP-notch, sales promotion executive for 
discount jewelry firm, or will develop 
same; means of securing customers, 
contacts for merchandise. Address “B., 
1139,”’ care J C-K. 





WATCHMAKER and jeweler; eight years’ 
experience; own tools; veteran; de- 
sires steady position, preferably as 
watchmaker ; best references; New York 
“— vicinity. Address “D., 1116,” care 





YOUNG woman, experience with ring 
manufacturers; full charge of orders, 
sample lines and general detail work; 
yo oe Address “G., 959,” care 





WATCHMAKER, salesman, B.T.S. gradu- 
ate; clock and jewelry repairman; 
chronographs; 21 years’ experience; 
best of references; permanent position 
only. Address “G., 1076,” care J C-K. 





YOUNG woman; five years’ experience 
diamond assorting and office routine; 
part or full time, New York City; high- 
a _ Address “‘N., 974,” care 





DESIGNER;; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
oe pees, 217-01 Corbett Rd., Bay- 
side, L. I. 








SALESMAN-manager; retail and credit 
experience; knows every phase of the 
business ; can dress windows; nine years 
on last job as manager; can furnish 
excellent references. Address “G., 1121,” 
care J C-K. 





BOOKKEEPER; full charge, Zen 
ledger, trial balance; experienceg ae 
monds, precious stones, manufacturino. 
extremely capable, efficient, trustworthy 
personable; prefer small office; y Y, 
hattan. Address “S., 1053,” care'J OK 





————__ 


WANT a register ringer; young, promo. 
tional retail salesman, manageria] Capa. 
bility, cash or credit, thorough know}. 
edge of all jewelry phases; Available 
after February 15. For better profit, 
address “F., 1039,” care J C-K, 





ara 


WATCHMAKER:; 46 years old; marrieg: 
desires connection with jewelry store j 
small or medium city in south or south. 
west; 25 years’ experience; accurate 
workman; best references; permanent 
position. Address “D., 1066,” care J C.K 








JEWELRY repairman and diamond set. 
ter; 46 years of age, with 27 years’ ex. 
perience, wants a position in a Western 
or Southwestern State; only a perma. 
nent position will be considered, Ad. 
dress “Y., 1081,” care J C-K. 








CREDIT and collection manager; heavy 
experience, large volume; can assume 
full responsibilities ; pleasant mannered, 
but firm; sales minded; prefer South. 
west or near Los Angeles. Address “A, 
1082,” care J C-K. 





SO 


YOUNG man, 32, five years’ diversified 
experience, with Fifth Avenue Jeweiry 
store, desires responsible position in 
Metropolitan New York with reputable 
wholesale or retail jeweler. Address ‘A, 
1159,” care J C-K. 





WATCHMAKER; competent; 2¢ years’ 
experience with fine stores; manage de- 
partment or benchwork; exceilent ref- 
erences; salary or commission; age 42; 
desire change; South. Adress "H, 
927,’”’ eare J C-K. 





WATCHMAKER, A-1; young, neat, in- 
telligent, experienced in sales and man- 
agement, desires connection; will also 
consider investing in any _ suitable 
proposition, in New York City and Long 
Island vicinity. Address “F., 1114,” care 
J C-K 





CONSCIENTIOUS young man, college 
graduate, single, draft exempt, seeks 
position in jewelry advertising; three 
years’ retail experience ; excellent jewel- 
ry background; excellent references; 
bir relocate. Address “P., 1146,” care 
J C-K. 





RING man, capable, intelligent, thoroughly 
experienced in buying and assembling 
ladies’ and gent’s diamond mountings, 
also has complete Knowledge of stone 
rings; special orders and repairs, seeks 
position commensurate to experience and 
ability. Address “B., 1117,” care J C-K. 








YOUNG man, experienced retail jewelry 
salesman, gemological student; knowl- 
edge gem testing, identification ; seeking 
position Metropolitan New York, with 
retail, wholesale jewelers, appraisers, 
pawnbrokers. Address “B., 950,” care 
J 








MANAGER; retail jewelry store; over 25 
years’ experience as manager of chain 
credit and individually owned stores, 
top salesman, aggressive in all phases 
of jewelry store operation; South pre- 
ferred, but would consider other locali- 
ties. Address “G., 1115,’ care J C-K. 








DIAMOND man; 14 years’ experience 
in buying, selling, assorting an 
merchandising, seeks connection 
with reliable firm; may consider 
profit sharing proposition; excellent 
references. Address “H., 1091,” 
care J C-K. 


—_— 
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SITUATIONS WANTED—Continued 








MANAGER ; excellent salesman with 
mn record; has 25 years” experience, 
15 years with one organization , capable 
of taking full charge, married man, 42 
years old; desires permanent position 
with reputable firm; Can furnish the 
pest of references. Address “A., 1107, 


eare J C-K. 








MIDWESTERN executive, with unsur- 
passed sales record, in jewelry store 
chain operation, wishes to make 
change to aggressive credit jewelry 
outfit interested in increasing sales 
volume. Address “J., 1120,” care 


J CK. 








HMAKER; 21 years’ experience, 
“ to take full charge of repair de- 
partment; have own tools, material and 
Watchmaster; will work on _ salary- 
commission basis, or will lease; neat 
appearing and good reference ; 10 years 
in last store. Jack Rogers, Whitehall, 


Mich. 








SALESMAN ; experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retail 
store; no preference on location; will 
go to any city. Address, Circular 208, 
Room 1415, Heyworth Bldg., Chicago 2. 





ee 


RETAIL salesman, manager ; 40; top per- 
sonality ; thorough experience diamonds, 
watches, jewelry, repairs, displays, pro- 
motions, etc.; employed, but in rut; 
seeks permanent opportunity, New York 
or out of town; responsible family man ; 
— Address “B., 980,’ care 





MANAGER-salesman, retail credit store; 
know the credit jewelry business from 
all angles; want to connect with a pro- 
motional minded firm where my 23 
years of experience will yield responsi- 
ble position, not just a job; married 
man; best of references. Address Cir- 
cular Box 211, Room 1415, Heyworth 
Bldg., Chicago. 





MANAGER; 21 years’ experience in re- 
tail credit jewelry and clothing busi- 
ness, plus house to house operations; 
only three jobs in my entire 21 years; 
best references by former employers and 
reliable trade companies; prefer South- 
west, but chance for good position most 
important factor. Address “P., 1128,” 
care J C-K. 








MANAGER-salesman; now employed; for 
past 30 years manager of midtown, 
New York City jeweler; desires to make 
a change; complete knowledge of all 
angles of estimating repairs of watches, 
jewelry, silverware; jewelry appraising ; 
window trimming, etc.; long experience 
in buying diamonds, silverware, and 
antique jewelry. Address “F., 1119,” 
care J C-K. 


———— 


RETAILERS: before making important 
decisions, get facts and figures on this 
Supervisor, buyer, merchandiser, adver- 
tising-promotion man with exceptional 
record developing and producing greater 
diamond, watch, silverware, all jewelry 
sales with chain, department stores; 
presently California. Address ‘“M., 
1095,” care J C-K. 


EE 


MANAGER; age 38, married; pleasing 
personality; 18 years’ experience in 
cash and credit jewelry; thoroughly 
capable, all phases, credit jewelry busi- 
ness, buying, merchandising, credit, ad- 
vertising, etc.; diamond expert; top 
Salesman; sales promoter; gets things 
done; expert on bringing in new ac- 
counts; references. Address “E., 1069,” 
care J C-K. 








PRESENT manager of retail credit jewel- 
ry store, who is experienced buyer, 
manager and window trimmer, desires 
position with privately owned store; has 
Oklahoma watchmaker’s license; excel- 
lent references; minimum starting sal- 
ary $100 per week; desires permanent 
position in town of not over 100,000 
—* Address “E., 1037,” care 





BUYER -manager-salesman with large 
New Jersey chain store, desires position 
with New York City firm or surround- 
ing territory; widely known in trade; 
one who has his heart in business; ex- 
cellent Knowledge of complete store 
operation; try me on trial basis; can 
someone trade a future for a man with 
initiative, ambition and common sense. 
Address “E., 1118,” care J C-K. 





WATCHMAKER; 25 years’ experience in 
the retail jewelry business; I repair 
watches of all types, do ring sizing 
and light jewelry repairing; experienced 
in window trimming, buying and sell- 
ing, but specializing in high type watch 
repairing; will consider only connec- 
tions with reputable firm with good 
working conditions; best of references. 
Address “K., 1093,’ care J C-K. 





MANAGER, or salesman; 20 years of re- 
tail jewelry experience, with New York’s 
finest jewelers; thorough diversified 
knowledge of fine jewelry, diamonds 
and watches; I desire a permanent 
position with a high class, progressive 
organization; I am a cultured man, of 
neat appearance and an excellent sales- 
man; salary commensurate with posi- 
tion; highest references. Address “S., 
1131,’ care J C-K. 





BUYER -manager-salesman, with large 
mid-western unit, desires opportunity 
with New York City firm, or surround- 
ing territory; good appearance, widely 
known in trade, one who has his heart 
in business; excellent knowledge of 
complete store operation; a born sales- 
man; try me on trial basis; can some- 
one trade me a future for a man with 
initiative, ambition and common sense. 
Address “D., 874,” care J C-K. 








MANAGER; do you wish to open a branch 
store, retire, or slow up and take it 
easy; if so, I can be of service to you; 
I have had 25 oe nd experience in the 
retail jewelry business, do watch re- 
pairing, ring sizing, light jewelry re- 
pairing, window trimming, buying and 
selling; I am now employed, but would 
like to make a change; only reputable 
firm, with good working conditions con- 
sidered; sober and dependable; best of 
ee Address “L., 1094,” care 





WATCHMAKER-manager; single, 34; 
now employed, desires to make a 
change; qualifications, 11 years’ experi- 
ence at the bench, three years’ experi- 
ence as head watchmaker and manager ; 
university graduate; thoroughly ex- 
perienced in all phases of the retail 
jewelry business, including sales, col- 
lections and window trimming; desires 
position with reputable, privately owned 
firm; position must be steady and will 
not consider any change under $5,000; 
best of references, and will go anywhere. 
Address “E., 1067,” care J C-K. 





DIAMOND expert; 35 years’ general dia- 
mond industry experience, including 
actual cutting, enjoying thorough knowl- 
edge of diamond qualities and values, 
including rough and old mine; a gentle- 
man who could be the right hand man 
to a reputable, established New York 
City diamond merchant; or as an en- 
thusiastic retail diamond salesman, in- 
side a fine retail jewelry store, or as 
manager of a diamond department; I 
must be able to earn at least $10,000 
annually; no objection to a commission 
or percentage arrangement, nor to loca- 
tion, except that living quarters must 
be obtained for three adults, if not 
located in New York City. Address “E., 
1087,” care J C-K. 





SALESMAN-manager; 30 years’ experie 
ence with exclusive jewelry stores; an 
experienced executive in this type store; 
very capable with the highest clientele; 
a man of high calibre and congenial; 
have a pleasing personality; neat in 
appearance and habits; graduated in 
the following college subjects: business 
administration for jewelry stores, gem- 
ology; custom made jewelry; operating 
a silver department; specializing in dia- 
mond jewelry and watches; gem labora- 
tory experienced and trained; have a 
large library for advertising and mer- 
chandising departments; store designing 
experience ; prospective firm must be at 
$200,000 or above annually; no regular 
credit store considered ; a salary weekly, 
at the rate of $7,800 a year, with an op- 
portunity to build own equity; available 
about June 15; am married and have 
a family; in good health, no discernible 
physical defects; permanently draft ex- 
empted; am important asset now; this 
advertisement will run indefinitely until 
proper firm is accepted permanently. Ad- 
dress “G., 1071,” care J C-K 








Lines Wanted 





SALESMAN, desires manufacturer’s line 
for New York City; calling on whole- 
sale jewelry and watch importers. Ad- 
dress “H., 1075,” care J C-K. 





WEST COAST salesman desires factory 
line stone rings of good make; fine con- 
nections; references; commission basis. 
Address “‘N., 743,’ care J C-K. 





SALES representative, familiar with all 
types of merchandise seeking reputable 
line to wholesalers; extensive following 
in New York and Boston to Washington. 
Address “T., 1027,” care J C-K. 





SALESMAN; with extensive following in 
Metropolitan New York, seeking gold 
line of tie bars, cuff links, or ladies’ 
bracelets, chokers. Address “T., 1054,” 
care J C-K. 





TOP representation in Pacific Northwest; 
salesman calling on jewelry and depart- 
ment stores, Montana, Idaho, Oregon 
and Washington, desires one additional 
line. Address “B., 1060,” care J C-K. 





PACIFIC Coast salesman, desires factory 
line of cases, attachments, mountings, 
etc., in platinum and gold; over 20 years 
in territory ;: commission basis; fine ref- 
erences. Address “‘M., 742,” care J C-K. 





JOBBING items wanted; well rated job- 
ber is seeking additional items on job- 
bing basis; Community, Rogers silver- 
ware, Schick razors, Ronson lighters, 
etc., to add to their line. Address “V., 
1135,” care J C-K. : 





MANUFACTURER ’S representatives; 
Pittsburgh and surrounding territory; 
desire lines of band rings, rhinestone 
costume jewelry and watch line; for 
jobbers and retail trade. Address “P., 
1097,” care J C-K. 





SALESMAN, with excellent following 
among the better jewelers and depart- 
ment stores in New York City, the East 
and Middle West, is available for top 
ew line. Address “C., 1140,” care 
J C-K. 





YOUNG, experienced salesman, with large 
following of retail jewelers in Texas, 
Arkansas, Louisiana and Oklahoma, de- 
sires to represent top manufacturer’s 
lines in this area; six years’ experience ; 
best references. Address “R., 1051,’ 
care J C-K. 





(Continued on page 232) 
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LINES WANTED—Continued 





SALESMAN ; with 20 years’ experience in 
territory, Maryland to Georgia, selling 
better jewelry and department stores; 
extensive following; producing ability 
guarantees excellent business to right 
line, or lines, of quality merchandise, 
competitively priced, with territory pro- 
tected. Address “Y., 1137,” care J C-K. 





SS , 


SALESMAN; many years’' experience 
covering Metropolitan New York, de- 
sires manufacturer’s line ; platinum, gold 
mountings, wedding rings, findings, or 
sundry line, for jobbers, exporters, 
manufacturers, chains; full particulars. 
Address “J., 1092," care J C-K. 





SALESMAN; wholesale; experienced, 
aggressive, hard hitting; well known 
in the trade; outstanding refer- 
ences; traveled State of New Jersey 
past 12 years with American watches 
and jewelry; interested in associa- 
tion with future; 32 years of age; 
married; two children; veteran, not 
in Reserves; will relocate. Address 


“W., 1105.” care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line: in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
x7 stores. Address “H., 2006,” care 


Side Lines 








SALESMAN wanted by manufacturer of 
men’s 14K gold jewelry, sold direct to 
retail jewelers in the New York Metro- 
politan area, as a side line on commis- 
sion. Address “M., 1144,” care J C-K. 





MANUFACTURER of sterling silver sport 
and souvenir novelties to gift, jewelers, 
department, etc.; territories open: Mid- 
west and West Coast; commission. Ad- 
dress “G., 1090,” care J C-K. 





SALESMAN; for Chicago and Middle 
West; line of 10K and 14K neck chains, 
Waldemars, key chains and sport chains, 
to the jobbing trade: commission. Ad- 
dress “K., 946,” care J C-K. 





SALESMAN ; with retail jewelers follow- 
ing, to take on profitable side line of 
fine platinum rings, with and without 
diamonds; on commission; New York 
and surrounding. Address “A., 1032,” 
care J C-K. 





SEVERAL protected, well established ter- 
ritories open for one of the country’s 
largest lines of G.F. and sterling rings; 
excellent opportunity for experienced 
men; answer in detail, with references, 
etc. Address “L., 1044,” care J C-K. 





SALESMAN; calling on Midwestern and 
Southern States with fast selling line of 
costume jewelry and nationally adver- 
tised lines to jewelry stores, etc.: draw- 
ing account can be arranged. Address 
“E., 756,” care J C-K. 


| 
| 





MANUFACTURER of an extensive line 
of rings and mountings, seeks high 
grade man covering Pacific Coast; 
we have established trade; state full 
particulars. Address “L., 1143,” 
eare J C-K. 





SALESMAN; long established manufac- 
turer wants a representative for the 
Mid West, and part of the South, to the 
wholesale trade; to carry a quality 
mounting line; must have a following 
for this class of merchandise. Address 
“M., 1047,” care J C-K 





SALESMAN ; travel Chicago to East, ex- 
cept New York; carry as a side line to 
fine retail trade, old established manu- 
facturer’s line of ladies’ and men’s high 
grade 14K gold jewelry and novelties; 
— Address “L., 947,” care 
J C-K. 





WEST Coast salesman, with established 
following, calling on the better stores, 
to show a small, but active line of 14K 
gold brooches of antique reproductions, 
suitable for diamonds; 15% commis- 
sion; please give full particulars and 
references in first letter. Address “C., 
1111,” care J C-K. 





SALESMAN; with following among re- 
tail jewelers, for West Coast and Middle 
West; manufacturer of ladies’ and gent’s 
stone rings, diamond mountings and 
wedding rings in 10K and 14K, also 14K 
cuff links and crosses; delivery line one 
grip: commission basis. Address “M., 
1046,” care J C-K. 





WATCH salesman, with following among 
retail jewelers, wanted for Texas and 
neighboring States; we have many es- 
tablished accounts in this territory, by 
importer for popular priced, complete, 
up-to-date Swiss watch line; commis- 
sion basis; no objection to non-conflict- 
ing line. Address “‘A., 1138,” care J C-K. 





SALESMEN wanted; excellent opportunity 
for top notch men, with following 
among wholesalers, to sell oustanding 
line of ladies’ hand carved wedding 
rings, bridal sets and fancy rings, for 
well established manufacturer; Middle 
West, New York and East territory 
open; commission basis; state full de- 
tails. Address “D., 1112,” care J C-K. 





SALESMAN; with selected retail follow- 
ing as side line, for imported sterling 
cigarette cases, compacts, pill boxes, 
cigarette holders, lipstick holders, gar- 
net jewelry and other articles, exclusive 
and best quality; open territory, West 
Coast, Middlewest, Southwest, New York 
State, New Jersey, Pennsylvania. Ad- 
dress “S., 1056,” care J C-K 





OLD established manufacturer of a 
complete line of rings, mountings, 
etc., seeks salesman covering Middle 
West: we have a large following; 
excellent opportunity for qualified 
man; no objection to carrying one 
other reputable line; state full par- 
ticulars. Address “Y., 1106,” care 
J C-K. 








Help Wanted 








WANTED, two A-l1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED, A-1 jeweler, who can repair 
ar: set stones. Address “V., 1461,” care 





DIAMOND setter and all around jewe 
repair man wanted. W. G. Buschemeyer 
& Son, Republic Bldg., Louisville, 








REPAIR man; experienced in repair 
sterling and silver plate. Commonweg] 
T's Co., 109 E. Main St., Richmong 

» Va. 








SALESMAN wanted for Middle West with 
established trade manufacturer of 14K 
fine gold jewelry, to sell retail trade, 
Address “F., 1070,” care J C-K. 








ENGRAVER;; opening for fine engraver; 
preferably one who can do some jewelry 
repairing. Reply, Grunewald & Adams, 
Box 270, Tucson, Arizona. 





eit _% 


SALESMAN; wanted by manufacturer of 
exclusive line of men’s rings, sold direct 
to jewelers; non-conflicting line per. 
mitted. Address “G., 943,” care J C-K, 





aR Anne ae 


JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





Lo 


SALESMAN; to carry line of watch at- 
tachments and allied line to wholesal- 
ers and importers only, for California, 
Washington and Denver, Colorado areas, 
Address “‘C., 1061,” care J C-K 





SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,” care J C-K. 





SALES person; as assistant to the man- 
ager in a department store, jewelry 
operation, in Northern Ohio; oppor- 
tunity; give, age, experience and refer- 
ence. Address “T., 1101,” care J C-K. 





WANTED; an experienced optometrist 
and retail jewelry salesman; good sal- 
ary and steady position in a fine jewelry 
store, in Central Illinois. Address “E., 
1155,” care J C-K. 





CARVER and chaser, with four or more 
years experience; for a man capable of 
taking charge of this department, there 
is a fine opportunity; write in detall. 
Address “Q., 1063,” care J C-K. 





MANAGER wanted for fine cash and 
budget store, 75 miles from New York; 
permanent position with good future; 
submit complete background and salary 
desired ; capable watchmaker also need- 
ed. Address “H., 1072,” care J C-K. 


oO | 





JEWELER: on special order work, plat- 
inum and gold, and capable of doing his 
own setting; salary and bonus; a fine 
opportunity for a future; give informa- 
tion in detail. Address “J., 1062," care 
J C-K. 


— 





JEWELER: with 10 or more years’ ex- 
perience, who is capable of taking 
charge of a shop of about 10 jewelers; 
when answering, write in detail; strictly 
confidential. Address “L., 1064,” care 
J C-K. 








EXPERIENCED engraver; prefer one who 
has knowledge of jewelry repairing; 
permanent position; give age, refer- 
ences, experience and salary expected; 
old established store and shop. Victor 
Bogaert Co., Lexington, Ky. 
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HELP WANTED—Continued 





SALESLADY ; experienced selling sil- 
verware, retail jewelry store, per- 
manent position; good salary. Wil- 
liam Crow, 3rd_ floor, University 


Bldg., Denver, Colo. 








SMAN; experienced; well known 
ee manufacturer of fine plat- 
inum and gold jewelry has established 
territory open in South; no objections 
to non-conflicting line. Schumer Bros. 
Co., 5 E. Third St., Cincinnati, Ohio. 








MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





eel 


SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced ; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 





WANTED; stone setter for diamond 
and colored stone work; one who 
can do some jewelry work preferred; 
steady all year around job; grand 
opportunity for right man. Address 


“V., 1103,” care J C-K. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wedding 
rings, diamond engagement rings, em- 
blems, etc.; territory: Michigan, IIli- 
nois, Indiana and Wisconsin; good and 
quick selling line; strictly commission 
basis. Address ‘“Z., 1065,” care J C-K. 





SALESMAN, for old established na- 
tionally known diamond and color- 
ed stone ring house, to cover Penn- 
sylvania, Virginia, West Virginia 
and other tributary States; reply in 
confidence. Address ‘“M., 762,” 
care J C-K. 





SALESMAN ; experienced, by long estab- 
lished, reliable, wholesale jeweler, watch 
importer, selling at popular prices to 
retail and credit jewelers; travel by car 
Midwestern, Southern States; drawing 
against commissions; references re- 
quired. Address “B., 1110,” care J C-K. 








SALESMAN, for New York City and 
environs, to represent diamond and 
stone set ring concern, established 
42 years, with following here and 
thruout the country; replies confi- 
dential. Address “A., 1028,” care 
J C-K. 


a 





EXCELLENT opportunity for experi- 
enced West Coast salesman to cover 
entire territory from Denver West; 16 
years of established accounts; to sell 
exceptionally fine line of Blancpain 
Swiss watches, gold, gold diamond and 
platinum diamond; also platinum dia- 
mond rings and wedding rings, gold and 
platinum attachments; Los Angeles or 
San Francisco residency preferred; no 
objection to non-conflicting side line. 
Paul H. Samuels, Inc., 55 E. Washing- 
ton St., Chicago, III. 


WATCHMAKERS ; we have several open- 


ings in our Toledo shop for watchmakers 

who can later be placed in permanent 

positions in many large cities through- 

out the country; state age, experience 

and salary expected. People’s Watch 

os gd Co., 120 Summit St., Toledo, 
io. 





SALESMAN wanted, for extensive dia- 


mond and colored stone ring line 
for Texas, Oklahoma, Arkansas, 
ete.; firm is substantial and has 
following; replies in strict confi- 
dence. Address “P., 763,” care 
J C-K. 





IMPORTER; desires salesmen to in- 


troduce an exceptional line of gen- 
uine Brazilian rock crystal jewelry 
to department stores and better re- 
tail jewelers; commission basis; 
state territory, experience, give ref- 
erences. Address “H., 1041,” care 


J C-K. 





COSTUME jewelry salesmen calling on 


jewelers, department stores, specialty 
and gift shops; men, resident in terri- 
tory, with car; sell high grade, beauti- 
fully boxed line custom made gold-filled 
replica costume jewelry; popular prices, 
high commission rate; big demand. 
Trump Jewelry Co., Inc., P. O. Box 365, 
Church St., 8, N. Y. 





SALESMEN wanted to carry line of 


famous makes imported binoculars, 
and complete line of photo equip- 
ment and supplies; non-conflicting 
lines permitted; liberal commis- 
Sions; state territory and full de- 
tails first letter. Address “K., 
1124,” care J C-K. 





SALESMAN ; 


with following amongst 
better class retail Jewelers in the South, 
wanted by established manufacturer of 
platinum and gold wedding rings; liberal 
commission; drawing account if sales 
merit it; no objection to handling one 
reputable non-conflicting line; reply in 
detail stating experience and qualifica- 
tions. Address “M., 1126,” care J C-K. 





REPRESENTATIVE, 





for New En- 
gland and New York State; have 
established accounts and well-known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential. 
“K., 761,” care J C-K. 





SALESMEN ; to sell stores complete line 


of well priced Heraldic jewelry; also 
men’s unusual cuff links and tie clasps; 
all territories assigned on a protected 
basis; commission; prefer resident men 
with established following in jewelry 
field who can give intensive coverage; 
other non-conflicting line may be car- 
ried; write full information and terri- 
tory covered. Donbert Co., Inc., 264 
Fifth Ave., New York 1, N. Y. 














EXCELLENT opportunity, for gentle- 


man as manager of successful 
jewelry store; middle road store in 
southern city; we want top notch 
man and we are willing to pay com- 
mensurate salary; must be top sales- 
man, merchandiser, and have gen- 
eral store accomplishment; write us 
good, full letter your history; will 
hold in confidence. Address “K., 
1043,” care J C-K. 


SALESMAN for New York State, Pennsyl- 


vania, except Pittsburgh, District of 
Columbia, Georgia, except Atlanta, Vir- 
ginia, Florida, Maryland, North and 
South Carolina, all of New England; 
top flight watch house, accepted brand, 
sold thru wholesale jewelers; excellent 
opportunity now; straight commission; 
no objection carrying other good 'lines. 
Apply letter only, H. M. Alexander Ad- 
vertising Agency, 580 Fifth Ave., New 
York 19. 





WANTED; young man, between 30 and 


35, thoroughly familiar with retail jew- 
elry business to act as assistant man- 
ager, with view of taking complete 
charge; prefer a mid-western man who 
has some mechanical knowledge of the 
jewelry business and has taken some of 
the Gemological courses; excellent 
proposition to the right man; give full 
particulars in first letter, stating age, 
experience, references, family status 
and starting salary required. Address 
“B., 1034,” care J C-K. 








Address" 


JEWELRY salesmen increase your in- 


come; nationally advertised, quality 
watch agency offers alert jewelry 
salesmen, of non-competitive lines, 
a golden opportunity; specially de- 
signed small tray to hold approxi- 
mately a dozen sample specialty 
watches, self winders, waterproofs, 
calendars, chronographs, makes 
your selling job easy; several excel- 
lent sales territories are still avail- 
able; good commission; cooperative 
management; write President today. 


Address “A., 1148.” care J C-K. 





UNUSUAL opportunity for experienced 


retail jewelry salesman; a large, well 
established jewelry firm, located in one 
of the largest northwest cities, has a 
permanent position for a retail jewelry 
salesman with proven ability; this firm 
is located in downtown Metropolitan 
district and handles high grade, moder- 
ately priced merchandise; prefer a man 
with strong, executive ability and a 
willingness to assume responsibility ; 
age 35-45 years; please state qualifica- 
tions in first letter. Address “J., 1042,” 
care J C-K. 





LEADING Swiss watch company has 


immediate opening for a personable 
salesman with suggested headquar- 
ters in Minneapolis or Kansas City, 
to cover Minnesota, Iowa, Missouri, 
Nebraska, Kansas and the Dakotas, 
possibly also Indiana; must be ex- 
perienced and well introduced with 
first class retail jewelers, of whom 
many are already established ac- 
counts; drawing and liberal com- 
missions; all replies absolutely con- 
fidential; write, with references. 


Address “*Y., 1057.” care J C-K. 





SALESMEN; to represent outstanding, 


established, nationally advertised watch 
line, whose selling features include ex- 
clusive franchise distribution and sen- 
sational guarantee; not _just ancther 
watch: unusual opportunity for lucra- 
tive earnings by men who have good 
following among retail jewelers; no ob- 
jection to carrying one non-conflicting 
line: many territories open; write in 
detail, stating past experience and ter- 
ritories covered: all replies will be held 
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strictly confidential. Address “B., 1083,” 
care J C-K. 
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SALESMAN; with following amongst 
retailers in Middle West, wanted by 
manufacturers of an extensive line 
of better quality diamond mounted 
goods, such as diamond rings, dia- 
mond ring mountings, diamond at- 
tachments, diamond watches, gold 
and diamond bridal sets; no objec 
tion to handling one reputable non- 
conflicting side line; good oppor- 
tunity for excellent connections; 
liberal drawing if desired; all cor- 
respondence treated in strict confi- 
dence. Address “L., 1018, care 
J C-K. 


For Sale 


Stores, Stocks and Businesses 








STORE for sale; one mile from Army 
camp; reason for selling, husband has 
been called back into service. Address 
“S., 1099,” care J C-K. 





JEWELRY store; fully equipped; new 
fixtures ; plenty repairs; ideal for watch- 
maker. Call or write, Sutton Jewelers, 
1042 First Ave., New York City. 





TEXAS jewelry store, about $12,000 in- 
ventory ; clean stock, name brands; ex- 
cellent for repair; low rent; fine town; 
reason for selling, age, health. Day’s, 
La Grange, Texas. 





NEWARK, N. J.; old established jewelry 
store, main business street; inventory, 
fixtures, etc. $90,000; can reduce stock; 
consider one-half cash; principals only. 
Address “L., 1125,” care J C-K. 





FOR SALE; jewelry store; payroll cit 
New Mexico’s Pecos Valley; stock, a 
tures, $15,000 cash; plenty repairs, 
good prices; reason, Reserve Officer, 
gk « recall. Address “C., 1152,” care 





JEWELRY store, in one of Oakland’s 
busiest districts; low rent; clean stock; 
ideal for watchmaker and partner: 
$7,500, or will reduce inventory; owner 
ya city. Address “A., 1059,” care 





COMPLETE watch repair shop, including 
tools, equipment, materials and Paulson 
Time-O-Graf; all new, three years ago; 
cost $3,121.10; must sell at once; $1,- 
975. Gilbert E. Carle, 1820 E. High St., 
Springfield, Ohio. 





ILLNESS forces owner to sell entire 
established jewelery factory; fully 
equipped for production; molds, waxes, 
casting machines, stamping, polishing 
and rollers; all latest models. Address 
“A., 735,” care J C-K 





CASH and credit jewelry, and small ap- 
pliance, in industrial town of 10,000, 35 
miles from New York City; only jew- 
elry store in town; reason for selling, 
other interests; about $8,000 to handle. 
Address “K., 1157,” care J C-K. 








BEAUTIFUL, small jewelry store for 
sale; located in eastern North Carolina 
Winter resort section; handling the fin- 
‘est of merchandise; fixtures made to 
order, approximately five years old; 
excellent buy at $25,000. Address “R., 
1161,” care J C-K. 





JEWELRY store; located 60 miles from 
New York City, founded 1900; in same 
location 20 years; best business sec- 
tion; population 35,000; drawing popu- 
lation 70,000; suitable fixtures; low 
rental; retiring from business. Address 
“T., 1132,” care J C-K. 





FOR SALE; established jewelry repair 
shop, over 200 accounts; over $65,000 
gross yearly; $16,000 stock inventory; 
complete, modern casting room; located 
in large southern city; will sell for 
es x cash. Address “E., 562,’ care 





MAIN street cash store, same location 40 
years ; owner can’t stand Christmas rush 
any more, health not good; Gorham, 
Wallace, Hamilton, Elgin, Traub lines; 
Southeastern Pennsylvania; principals 
only; $30,000 cash. Address ‘“H., 1077,” 
care J C-K, 





GLENDALE, California; modern jewelry 
store ; unusual opportunity for chain or 
individual to obtain very desirable 
store; 100% location; eight year lease; 
industrial, growing, defense area; buy 
with or without merchandise; $15,000 
cash ; no auctioneers, sales experts. Ad- 
dress “R., 1147,’’ care J C-K. 





FLORIDA; established small jewelry 
store, ideal climate; best fishing; low 
overhead ; inexpensive living conditions ; 
progressive town; priced low for quick 
sale; failing health, want to retire; this 
is an attractive investment. Address 
“N., 1145,” care J C-K. 





FOR SALE; Detroit, Michigan, be- 
cause of death of owner; watch 
importing business of Americus 
Watch Company; in existence over 
35 years; this includes right to use 
name and trademark registered in 
many States. For information 
write, William Friedman, Executor, 


2024 Dime Bldg., Detroit, Mich. 





SMALL jewelry store for sale; in my 
building in downtown West Palm Beach; 
I have built up good repair business; 
want to sell account other interests; 
established six years; low rent, long 
lease; unlimited opportunity for watch- 
maker, jeweler; present stock about 
$3,500. If really interested write, C. F. 
_ 214 So. Dixie, West Palm Beach, 
a. 








For Sale 


Tools, Equipments 





WATCHMASTER, same as new, $500; 
large sign, Watch and Jewelers, Neon, 
$300. Bill Foust, P. O. Box 1173, Pensa- 
cola, Fla. 





USED tools, benches, 
machines, staking tools, etc. . ° 
Gallien, 220 W. Fifth St., Los Angeles 

alif. 


lathes, cleaning 
R. P 








DUE to death; watchmaker’s complete 
set tools and all material in cabinets; a 
wonderful buy ; asking $500. Mrs Bersot, 
150 W. Ave. H, Yucaipa, Calif. 




















JEWELERS installment cash regigte 
4,000 series, adapted for installmen} 
jewelry business; in first class condi. 
tion. Rudolph’s, 436 S. Salina St,, Syra. 
cuse, N. Y. 





Le 


FOR SALE; two years old and as good as 
new; one, R crystal grinder and 
polisher; cost new $69.50, our price 
$35; one, L. & R polishing motor, two 
spindle, 1/10 H.P.; cost new $25, opr 
ro, $15. Address “J., 1156,” care 








FIXTURES for sale; immediate delivery. 
mahogany finish; three, 10-ft. hollow. 
ware cases; three, 8-ft. show Cases; one, 
8-ft. flatware case; two, 4-ft. alcove 
mirrors; all cases plate glass construc. 
tion; special for quick sale, $600; re. 
modeling. Perkinson Jewelry Co., 110 
N. Main, High Point, N. C. 








JEWELERS’ display cards, jewelers’ dia. 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en. 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St, 
New York 10, N. Y. ALgonquin 4-2174, 
We ship open account, parcel post, or 
express to any part of the United States, 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc. must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WATCHMAKERS ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 





WANTED to buy; old established, small 
jewelry store; 100% location; all in- 
formation will be held in strict confi- 
dence. Address “H., 1080,” care J C-K., 


a 





IF you would like to retire from busi- 
ness without conducting a_ special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, IIl. 


————— 





YOUNG man, who has complete knowledge 
of the jewelry business, seeks to go into 
partnership with someone who wishes 
to expand their business; highest refer- 
ences. Address “‘N., 1127,” care J C-K. 








AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 








AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished; stocks bought. Herman Schwa- 
dron, 11 Midwood St., Brooklyn, N. Y. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 38. 


a 
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* [| BUSINESS OPPORTUNITIES—Cont. 


——— 


*ENSED optician and expert jewelry 

ay od knows all phases in jewelry, 

would consider purchasing jewelry store 

: with optical department, or associate 

, with jeweler. Address “G., 1040,” care 
) 


J C-K. 








—— 


COLMES BROS., cash buyer and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





———— 


SALESMAN wanted as partner, by well 
known manufacturer of platinum and 
gold watch cases, bracelets, rings; ex- 
cellent opportunity; must have follow- 
ing; small investment. Address “P., 
1050,” care J C-K. 


—_ 





etl 


AUCTIONEER; 8. successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob 
Jones, care Robert E. Jones Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 


tionally known for 25 years. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 








I need the services of a man, not over 45, 
to take over one-half partnership with 
my son as I am retiring; the store is 
in a good location, Pittsburgh area, and 
enjoys a profitable credit business, the 
man I want must know every phase of 
the credit business, and the executive 
type; $15,000 needed; don’t answer un- 
less you can stand a thorough investi- 
gation. Address “‘A., 1109,” care J C-K. 


CC as _ 


WANTED; established chain of five 
or more credit jewelry stores, doing 
at least a million dollars annually; 
must have 100% location, prefer- 
ably in the South; give details as 
to inventory, accounts receivable, 
length of leases, etc. Address “D., 
1154,” care J C-K. 


Gees 


AUCTIONEER V. C. Kelley; just fin- 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or will 
Pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N. Ashland Blvd., 

_ Chicago 26, Ill. 














PARTNER wanted; large credit chains 


attention; working partner with 
capital; must know every phase of 
the business; cash investment re- 
quired; to be advanced, then de- 
ducted from our share of profits; 
partnership includes’ two stores 
100% locations; $100,000 yearly 
gross possible; located in New 
Mexico; further details by mail. 
Address “YV., 1055,” care J C-K. 








WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 


Plaza $-2110-2111. 





CASH for you immediately; R. A. Zan- 


one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
35-0660. 





JACOBS BROS., Ben and Henry, 


America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston, Mass.; 324 Irwin Keasler 
Bldg., Dallas, Texas. 


WOULD you like to retire from busi- 


ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash bnyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, III. 








Wanted to Purchase 





SMALL jewelry store; 100% location. 
Alfred Christofferson, 32 W. Broadway, 


Muskogee, Okla. 





CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning —— 
staking stools, etc. R. P. Gallien, 22 
W. Fifth St., Los Angeles 13, Calif. 





CASH for your surplus sterling flat- 


ware and hollowware; any make, 
any pattern, any quantity; your 
price paid or no deal; references; 
Citizens State Bank and Second Na- 
tional Bank. Jack Greene, 402 
Scanlan Bldg., Houston, Texas. 





SPOT cash for your surplus stock, 


watches, diamonds, jewelry, watch 
movements, old spectacle frames, 
gold and gold filled scrap, highest 
cash prices paid; check by return 
mail; all shipments held pending 
approval of payment; if check is 
unsatisfactory, shipment returned 
express prepaid; references: Hous- 
ton National Bank, Dun & Brad- 
street, Inc., Diamond Jewelry Co., 
M. & M. Blidg., Houston 2, Texas. 
Established 1933. 











AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703, New York, N. Y. 


CASH in; send us your watch move- 


ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
reference: National Bank of Com- 
merce, Memphis, Tenn.; jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 
Ave., Memphis, Tenn. 








(Continued on page 236) 





FOR FEBRUARY, 1951 


235 











(Contiunued from page 235) 











Watch Work, etc., for 
the Trade 





ONE week’s service, Watchmaster tim- 
ing; references and price list on re- 
quest. Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 





RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





GUARANTEED watch repairing; prompt 
service for mail orders; Watchmaster 
timed; reasonable prices. I. Green, 116 
west St., Room 916, New York. Wo- 

-5394. 





SPECIALIZING in _ repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SCIENTIFIC watch repairing for the 
trade; prices competitive; electronic 
timing; please write for price list. 
Monroe the Watchmaker, 5239 W. 
20th St., Parma 29, Ohio. 





EXPERT watch and chronograph repair- 
ing; 20 years’ experience; guaranteed 
one year; one week’s service; price list 
on request; try sample order and be 
convinced. Irving Cohen, 2246 65th St., 
Brooklyn 4, N. Y. 





WATCH repairs for the trade; any make 
or type; work guaranteed, not the 
cheapest, but good; 40 years’ experi- 
ence; six years same address. G. Curtis 
Sprang & Son, 607 S. Hill, Suite 401, 
Los Angeles 14, Calif. 





EXPERT watch repairing; 
days’ service; 


eight to 10 
all watches timed and 


tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
= York 32, N. Y. Lorraine 
-6370. 





WATCH repair for the trade; chrono- 
graphs and all complicated watches; 
40 years’ experience; eight years 
same location. Patio Watch Repair, 
Einar Nelson, Prop., 6012 W. Irving 
Park Rd., Chicago 34, Ill. 











KNOW your specialist ; mail direct; same 
day service; vibrating; flat, $1.75; 
Brequet, $2.50; staffing, jeweling; re- 
quest free envelopes and Vibra-Pac. 
Hairspring Vibrating Co., Box 330, 
Union City, N. J. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; all 
work guaranteed; hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L, 
N. Y. Phone La 5-2203. 





FINEST watch repairing with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed: 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty ; Carman Art Co., 15139 Glaston- 
bury Blivd., Detroit 23, Mich. 





WANTED diamond setting, or any set- 
ting; 35 years’ experience; formerly 
from Chicago; here for health. Niesen 
er 408 Hopkins Bldg., Bakersfield, 

alif. 





EXPERT jewelry repairing all types and 
special order work for the trade; out 
of town orders given full consideration. 
oa Jewelers, 24 William St., Newark, 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19 
a Y. Recutting and Repairing Diamond 

utter. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 


lumbus, Ohio. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; tyo 
days’ service on sizing and minor 
repairs; mail orders accepted 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








a 


COLORED STONES; direct importers 
at your service; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation, 
Max Stern & Co., Inc., 17 John §,, 
New York. 








a 


SPECIAL order work on all karat gold 
bracelets, lapels, chokers, spiral 
chain jewelry and rings; also hoop 
wires, French backs for earrings; 
all work guaranteed, and at reason- 
able prices. B. Guglielmo, 562 
Fifth Ave., New York 19, N. Y. 





STONE encrusting, engraving and dril]. 
ing: precious and semi-precious stones 
furnished and cut to fit your rings: 
lodge emblems encrusted and engraved: 
coats of arms; Monograms and initials: 
military insignias; fraternal emblems: 
stone cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braunfeld 
. MehIman, 108 Fulton St., New York 

ity. 








To Let 








OFFICE space for rent; private; diamond 
setter or engraver; three windows, north 
light: reasonable; 9 Maiden Lane, New 
York City. Call Beekman 3-3398. 








Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
7 a 116-A Nassau St., New York 
9 «AN. 





333 questions and answers; illustrated; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 1100J. 


—— 





CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-2, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 








ANY watchmaker can repair chronographs 
immediately ; prove this fact to your- 
self at no cost to you; write for 10-day 
trial examination of complete chrono- 
graph library—a volume for each chron- 
ograph; up to 22 months to pay if you 
decide to keep the 24 volumes. Esembl- 
O-Graf Research Laboratories, Desk 
G-68, First Floor, Chamber of Com- 
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News of Personnel 








ROBERT EDLIN 


NICK FRANCO 
(Mele Mfg. Co.) 


Nick Franco has rejoined the sales staff 
of the Mele Manufacturing Co., Inc., 366 
Fifth Ave., New York, jewel box manu- 
facturers. Franco formerly supervised the 
sales for the Tory Jewel Box Corp. in their 
Fifth Avenue office. 

Robert Edlin, for eight years West Coast 
sales representative for Cramer-Tobias- 
Meyer, syndicate advertising firm, resigned 
recently. The firm publishes several jewelry 
newspaper advertising services and syndi- 
cated direct mail brochures. Edlin now 
plans to represent several producers of 
syndicated direct mail and advertising mat 
services on the West Coast. 


STEVE LUCAS 


(Kestenman Bros.) 


ie 
‘. 


Steve Lucas has been representing Kes- 
tenman Bros. Mfg. Co., Providence, R. L., 
with their line of metal watch attachments, 
to the wholesale jewelry trade in the New 
York metropolitan area. His office is at 551 
Fifth Ave. 


Archie Dankert, formerly with the 
Newall Mfg. Co. of Chicago, for 34 years, 
has resigned from that company to assume 
an active interest in the partnership of 
Blandine and Dankert in Seattle, Wash. 
Don Pfeiffer, who has been calling on 
Mid-west accounts for Newall, will cover 
the states formerly covered by Dankert. 
Bob Rodger will succeed Dankert on the 
West Coast and part of the Southwest 
territories. 

Two new appointments in the advertising 
and sales departments of the Robert Allen 
Company, were announced by Alan K. 
Ruvelson, general manager; Corey R. Olsan 
has been named’ advertising manager, and 
Edward G. Leonard as a new member of 
the company’s sales organization. 
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Collings Appointed at 
Buxton, Inc. 


D. B. COLLINGS 
President, Buxton, Inc. 





Dana Buxton Collings, grandson of Mrs. 
Dana Buxton, founder of Buxton, Inc., in- 
ternationally known manufacturers of bill- 
folds and Key-Tainers, was recently elected 
president of the company, according to a 
recent announcement. Collings succeeds 
Thomas A. Buckley, who has resigned to 
become a member of the board of directors 
and vice-president in charge of sales and 
marketing for the Vendo Company of 
Kansas City, Mo., vending equipment man- 
ufacturers. 





Jacobson Brothers, Diamond Corp., an- 
nounced that Kenneth Scher has joined 
the organization and will cover the Mid- 
west territory in addition to making oc- 
casional trips to the Pacific Coast. 

Melville M. Hair, formerly with the U. S. 
Chamber of Commerce in New York City, 
has joined the staff of Sterling Silver- 
smiths Guild, trade association of sterling 
manufacturers, the guild announced. 


PHILIP M. KLEIN 
(Lasko Strap Co.) 


Max Gershberg, partner and general 
sales manager of the Lasko Strap Co., New 
York City, announced the appointment of 
Philip M. Klein as his sales assistant in 
the distribution of the firm’s line Neet 
Leather Watch Straps. 

Bob Rodd, vice-president in charge of 
sales for Stonewall Products Co., Inc., 
Master Watch Case Co., Inc., and Swiss 
Radium Dial and Dial Painting Co., of 
New York, announced the following ap- 
pointments of salesmen: Harold Sabin, 
Eastern territory; Kenneth Cohen, West 
Coast (Headquarters in Los Angeles) ; 
and Sidney Wald, Canada. Sidney Geller 














Wood Appointed 
at Oneida, Lid. 





HARRISON W. WOOD 


J. N. Milnes, director of sales of the hotel 
and restaurant division of Oneida, Ltd., an- 
nounced the appointment of Harrison W. 
Wood as assistant sales manager of the 
division. Wood has been active in the silver- 
ware industry for over 25 years and is well 
known to the trade. 


Goldberger Retained by Axel 


C. Benjamin Axel, vice-president of Axel 
Brothers, Inc., manufacturers of Columbia 
Diamond Rings, announced that Maurice 
M. Goldberger of Grammercy Advertising 
Co., Inc., of New York, has been retained 
as advertising counsel to plan and direct 
the Columbia “Tru-Fit” advertising and 
promotion campaign. 

Goldberger has recently opened his own 
sales promotion office after 17 years with 
the Bulova Watch Co. 


Gruen Appoints McKeown 


JOSEPH P. McKEOWN 


Retail Promotion 
Assistant, 
Gruen Watch Co. 





The Gruen Watch Co. has announced 
another forward move in its greatly ex- 
panded dealer service program with the 
appointment of Joseph P. McKeown as 
retail-promotion assistant. “This appoint- 
ment,” says Bernard M. Kliman, advertis- 
ing director, “is another step in our efforts 
to provide Gruen jewelers with more effec- 
tive advertising, merchandising and point- 
of-sale help.” 

McKeown was formerly associated with 
the Kroger Grocery Co. as sales-promotion 
and sales-planning assistant. 





continues as midwestern representative 
for the three companies, and Tony Peters 
will continue to represent Swiss Radium 
and Dial Painting Co., Inc., in the metro- 
politan area. 

John C. Dowd, Inc., Boston, and Down, 
Redfield & Johnstone, Inc., New York, an- 
nounced the appointment of Ernest W. 
Gross as account executive and assistant 
to the president. Gross returns to the 
Dowd organization from Swank, Inc. 
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1. 


For the Gem Expert, Connoisseur and Student of Gemology 


GEMS AND GEM MATERIALS 


Drs. Kraus & Slawson 


- A KEY TO PRECIOUS STONES LL. J. Spencer 
- GETTING ACQUAINTED WITH MINERALS 


George L. English 


. REVISED LAPIDARY HANDBOOK 


J. H. Howard 


- STORY OF THE GEMS H. P. Whitlock 

. STORY OF DIAMONDS 

- FAMOUS DIAMONDS OF THE WORLD 

. INTRODUCTORY GEMOLOGY Robert Webster 
. GEM TESTING B. W. Anderson, B.Sc., F.G.A. 
10. 
11. 
12. 
13. 


GEM CUTTING J. Daniel Willems 
POPULAR GEMOLOGY R. M. Pearl 
GEMSTONES G. F. Herbert Smith 


GEM IDENTIFICATION CARDS 
Wilburt M. Draisin 


13A. THE ART OF THE LAPIDARY 


Francis J. Sperisen 


READERS’ BOOK SERVICE 


$4.75 
$3.50 


$3.25 


$3.00 
$4.00 
$1.85 
$1.25 
$3.50 
$5.00 
$3.50 
$4.00 
$8.50 


$7.50 


$6.50 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


































14, 


15. 


16. 
17. 


18. 


19. 


20. 


21. 
22. 


23. 


24. 
25. 
26. 
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In September, 1939, Great 
Britain declared war on Ger- 
T A B | F many. Any man with an adult 

recollection of that time will 

vividly recall the impact which 
that news had on him. He will also acknowledge the 
similarity between that psychological reaction and the 
one he had when he received the first report of the 
invasion of Korea. 


A TIME 


For, in today’s modern world, even the sophisticate 
and the cynic are shocked by the stark facts which signal 
the beginning of a shooting war. Wherever those mili- 
tary actions may be, they are a threat to his peace of 
mind, the lives of his loved ones and the security of his 
position and property. 

For Americans, the similarity between September, 1939, 
and June, 1950, is that in both cases the war was being 
fought thousands of miles away, yet the American people 
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recognized that this was “it.” We were in it. 


Now, no major legislative action can be successfully 
undertaken by any official of a democratic governmen; 
until the public understands the need for it. Inasmuch 
as this is so, the psychological similarity of the American 
people in ’39 and ’50 provides the basis for an interesting 
comparison of what was done by the Government, follow. 
ing Sept., 39, with what was done following June, ’50; 
and the relative lengths of time taken to enact similar 
legislation. 


A look at history could give us some clues as to what 
business legislation the Government may enact in the 
immediate future. 


Rather than analyze it (the purpose of an editorial is 
not to think for someone, but to start someone thinking), 
we present herewith a timetable of events for your mind 
to wander through to your own prognosis of your future 
as a businessman. 





WORLD WAR II 


Poland Invaded. France and Great 
Britain Declare War on Germany. 





SEPT. 1939 


—In 1940 Germany controls all of 
Western Europe except British Isles. 


-Jan. 1941 — OPM (Office of Pro- 


duction Management) is established. | 


25 ais ———_ oe 


16 tater 





1941 — Revenue Act estab- 
lishes 10% tax on jewelry. (The 20% 


tax came “55 months later’’.) 


December 7, 1941 — Japanese Bomb 
Pearl Harbor. War Declared. 








28 a Jan. 1942 — Price Control Organ- 
ization (Under Leon Henderson) es- 
tablished. 

yh’) — Feb. 1942 — Tin limited. 

30 a Mar. 1942—Copper use prohibited 
for jewelry. Use of metal in house- 
hold articles is cut. 

31 oo April 1942 — All construction not 


essential to health is banned. 


PRESENT EMERGENCY 
JUNE 25, 1950 


South Korea invaded and UN Forces 


come to defense. 











1 MONTH July 1950—NPA (National Pro- 
LATER duction Authority) is established. 
1 MONTH July 1950—Bill for 10% reduce 
LATER tion of jewelry tax is shelved though 
acceptable to Congressional Commit- 
tee. 
7 MONTHS Jan. 1951—Gov’t price controls 
LATER 


expected momentarily from Price Ad- 
ministrator DiSalle. 


4 a  —————————— 


1950 —NPA Order reduces 
LATER 


amount of tin, copper and zinc usable 
in first three months of 1951. 


7 MONTHS Jan. 1951 — Order prohibits use of 
LATER copper alloys (except in karat gold) 
to manufacture jewelry begun after 
March 1, °51. 
7 MONTHS Jan. 1951 — New construction pro 
LATER 








—Have we in the jewelry industry adapted our manufacturing methods and distributive facilities 


with a speed that matches the speed of legislative changes imposed by our Government? 


Shvrfek JRE#- 


Editor 
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